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Together, we win!
It has been my great privilege to serve
as your Chair of the Beer Institute Board
of Directors. When I assumed the role 18
months ago, I wrote that the future of
beer was bright; while I was
full of optimism, I don’t
think even I had realized
quite how fast-moving our
industry would be. Last year
alone we saw 547 new breweries open, and during my
tenure we witnessed many new
partnerships between small
brewers, big brewers, venture capital firms and private equity funds.
Through this whirlwind of
change, our shared opportunities to shape the industry
abound. For us to be truly effective in
seizing those opportunities, I feel passionately that we must continue to stand
together. While we are fierce competitors
in the marketplace, we also share much
common ground: we produce amazing beers,
employ talented people and are relentlessly focused on the consumer. Together
we generate 1.5 percent of the U.S. GDP
and employ nearly 50,000 people - brewers,
engineers, farmers, marketers, scientists.
And we go beyond beer to make a meaningful
impact in the communities we serve.

We have achieved some great results when we
do stand united on legislative, regulatory
and reputational priorities. This year,
through our collective efforts, the Craft
Beverage Modernization and Tax Reform Act
has achieved 275 bipartisan co-sponsors
in the House and 48 in the Senate. This
overwhelming support not only helps ensure
that our industry is protected against
federal excise tax increases, it positions
our industry for a potential tax rollback –
the first time we’ve had this opportunity
in decades. In June, the Beer Institute
announced the new Voluntary Labeling Disclosure initiative. Once again, members
of the Beer Institute are taking on an
industry leadership role, this time related
to both quality and our shared commitment
to consumers. And, of course back in January, the U.S. Department of Health and
Human Services and the U.S. Department of
Agriculture released the 2015-2020 Dietary
Guidelines reaffirming what we’ve known,
that a drink is not a drink.
Looking forward, we need to build on this
momentum and continue to reinforce beer
as America’s alcohol beverage of choice.
I applaud Jim and the entire Beer Institute
team for their leadership and expertise
in elevating our efforts in DC over the
past two years and continuing to lead the
charge. And I look forward to working with
him and with Gavin to continue to advance
our collective agenda.
We can shape the future of our industry
and win that future, together.
Cheers,

JOAO CASTRO NEVES
President & CEO of Anheuser-Busch
Outgoing Beer Institute Chairman

A strong future
for beer!
The Beer Institute and the industry have
had a tremendous year. Over the past
year we have taken significant steps to
become a stronger voice in the alcohol
beverage industry and to become an effective association that can drive change.
Beer has never been more dynamic in the
United States, and a strong Beer Institute – one of the oldest trade association in the United States – is absolutely
critical to beer’s continued success in
Washington, D.C. and across the country.
As brewers, beer importers and suppliers
we are proud of the quality that goes into
every pour of beer, and the Beer Institute
is building on beer’s reputation as America’s favorite alcohol beverage. By beginning the year with a survey of key stakeholders, the Beer Institute has been able
to focus our efforts more strategically.
We have developed goals and tactics that
are leading the organization in being more
laser-focused on key areas which allow us
to deliver more results for the industry.
As you read through the Annual Report you
will find that our focus has allowed us to
exceed the goals we set out to accomplish:
• One of the most noteworthy achievements was the announcement of a voluntary
initiative for brewers to include a serving facts statement on their products and
to provide freshness dating and a list of
ingredients. We’ve also taken important
steps in helping chain restaurants prepare
for menu disclosures by agreeing to provide them with the nutrition information
they need before the menu disclosure rules
go into effect in May 2017. We are very
proud that BEER is showing leadership for
the entire beverage alcohol industry by
agreeing to make these disclosures on a
voluntary basis. The announcement was well
received by consumer advocates, opinion
leaders and the media reaching a global
audience with more than 1500 positive media
stories creating millions of media impressions for beer with beer consumers.

• The Beer Institute and its members successfully advocated that the 2015
Dietary Guidelines for Americans emphasize that different alcohol beverages may
have significantly more or less calories
and alcohol content. Information about
variations in alcohol content, especially
with mixed drinks, is something that is
important to America’s brewers and beer
importers.

• We continue to lead the alcohol
industry on Capitol Hill in advocating for
lowering federal excise taxes for all brewers and beer importers. Today, the Craft
Beverage Modernization and Tax Reform Act
has the support of 275 bipartisan co-sponsors in the U.S. House of Representatives
and 48 in the U.S. Senate. Additionally
this bill has made great strides to becoming law including hearings in the Senate
Finance Committee, House Ways and Means
Committee and House Small Business Committee. We continue to fight to lower the
federal excise tax on beer and believe with
the correct timing the bill could become
law.
The Beer Institute is one of the oldest
trade associations in the U.S. tracing its
roots back to the late 1800’s and American brewers desire for public service in
helping to fund the Civil War. Today, we
are proud that we continue to be a leading advocate for the industry and strong
voice for beer in D.C. The beer industry
contributes $252.6 billion annually to the
American economy and supports nearly 1.75
million jobs. In addition we are committed to responsibility and sustainability.
We thank you for your continued trust in
our leadership as we continue to build the
future of beer and advocate on your behalf
in Washington and beyond.
Cheers,

JIM McGREEVY
President and CEO
Beer Institute
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James A. McGreevy III
President and Chief Executive Officer

A 20-year veteran of policy and political
work, Jim McGreevy serves as president and
chief executive officer of the Beer Institute, the national trade association that
represents America’s brewers, beer importers
and supply-chain partners – a $253 billion
industry that supports more than 1.75 million
American jobs.
As the national voice for the industry, Jim
advocates on policy matters involving Congress, state legislatures, courts and regulatory agencies. He also serves as the official spokesman to the media and elsewhere on
matters affecting the beer industry. In his
capacity as president and CEO, Jim serves on
the board of the Techniques for Effective
Alcohol Management (TEAM) Coalition.
Before joining the Beer Institute, Jim served
as senior vice president for government
affairs at the American Beverage Association
(ABA). Jim joined ABA in November 2005 as its
vice president for state and local affairs.
Prior to ABA, Jim was a senior associate at
the Larkin Hoffman Law Firm in Bloomington,
Minnesota, where he represented client interests before the Minnesota Legislature and
administrative agencies. Jim was recently
honored by CEO Update as a 2014 Top Association Lobbyist.
Jim received a B.A. from Seton Hall University
and a J.D. from the University of Bridgeport
School of Law, and he currently serves as
a member of the Board of Overseers for the
Seton Hall University School of Diplomacy
and International Relations. He was also a
Policy Fellow at the University of Minnesota’s Humphrey Institute of Public Affairs
from 2003-2004.
Jim lives in the District of Columbia with
his wife, Rachel, and daughter, Lizzy.
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Sandra Castro

Manager, Administration

Sandra Castro is the manager of administration for the Beer Institute. She oversees the Institute’s financials, accounting, IT and
human resources functions. Sandra also assists in event planning,
logistics and management. Prior to joining the organization in 2013,
she worked as an office manager in Washington, DC. Sandra is originally from Chiclayo, Peru and is fluent in both Spanish and English.

Joy Dubost

Senior Director, Science & External Affairs

Joy Dubost, PhD RD serves as the senior director of science and
external affairs at the Beer Institute. In this position, she leads
the development, evaluation and advocacy of our scientific regulatory policies and our responsibility programs. Joy has worked in
the areas of food science and nutrition for over 15 years, including
nutrition communications and education, public policy, and product
development. Her previous employers included the National Restaurant
Association and PepsiCo.

Denise Dunckel
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Vice President of Public Affairs

Denise Dunckel was named the Vice President of Public Affairs in
August 2015. As Vice President of Public Affairs for the Beer Institute, Denise Dunckel leads the association’s integrated strategic
public affairs and communications strategies. A veteran of the communications industry, Denise’s career spans government appointments,
corporate advocacy and issues management and corporate communications. She was most recently SVP, External Affairs at Invitation
Homes. Prior to joining Invitation Homes, Denise served as Senior
Associate Director with the Federal Housing Finance Agency and as a
Senior Business Leader with Visa, Inc. She held senior positions in
the administration of President George W. Bush including as Deputy
Assistant Secretary of Education for External Affairs and Deputy
Assistant Secretary of Housing and Urban Development for Public
Affairs. Denise also served in the White House as a Senior Press
Advance Representative in the Office of Presidential Advance from
2002 to 2005. Denise serves on the board of Shelters to Shutters,
a non-profit providing housing and employment opportunities to the
homeless. She grew up in Dallas, Texas, attended Baylor University,
and holds a B.S. from Texas Christian University in Fort Worth, Texas.

Susan Haney

Vice President of Operations

Susan Haney is vice president of operations for the Beer Institute.
She develops strategy and oversees organizational operations, industry affairs and government affairs. Haney is a veteran of the beer
industry, having held numerous roles in 14 years with the Institute,
including senior director, industry affairs, director, operations
and executive assistant to the president. Prior to joining the Beer
Institute, Haney worked for Security Mutual Life, a leading life
insurance company based in Binghamton, New York.

Joe Heaton

Director, Federal Affairs

Joe Heaton is the director of federal affairs at the Beer Institute.
Joe has over 10 years of experience on Capitol Hill, as Legislative Director and Counsel to Congressman Mike Turner (OH-10), and
Deputy Chief of Staff to former Congressman Jon Runyan (NJ-03). His
experience has given him a wealth of skills as an advocate for the
beer industry. Hailing from Centerville, OH, Joe has a Bachelor’s
Degree from Miami University, and his Juris Doctor from Penn State
University, Dickinson School of Law.

Chris Roof

Executive Assistant

Chris Roof is the executive assistant for the Beer Institute’s
President & CEO as well as for the organization’s Vice President &
General Counsel. He manages their schedules and calendars, coordinates meetings, and assists in preparation and logistics for their
presentations and events. Prior to joining the Beer Institute in
2016, he worked as a communications assistant for a non-profit in
Washington, DC. Chris is a graduate of Kutztown University of Pennsylvania where he earned a degree in English and Professional Writing.

Daniel Roth

Director of Communications

Dan Roth is the communications director at the Beer Institute. Dan
has over 15 years of government experience at the local, state and
federal levels--most recently serving as the communications director
for Congressmember Karen Bass (CA-37). His background has given him
a breadth of skills that allows him to tell the incredible story
of the beer industry. Originally from Placerville, California, Dan
has a Bachelor’s Degree from Linfield College, located in McMinnville, Oregon.

Mary Jane Saunders

Vice President and General Counsel

Mary Jane Saunders serves as vice president and general counsel
for the Beer Institute. Mary Jane brings a wealth of experience,
having most recently served as general counsel for Subway Franchisee Advertising Trust Fund, the marketing and advertising arm of
Subway restaurants. Prior to that, she was a partner at the Washington, DC law firm, Venable LLP, where she served as the Chair
of the Trademark, Copyright and Unfair Competition Practice Group.
Before joining Venable, Mary Jane was a Partner at the D.C. law
firm, Arter & Hadden. Mary Jane graduated with a B.A. from Virginia
Tech and earned a J.D. from the Walter F. George School of Law at
Mercer University. She is a member of the Connecticut and Virginia
State Bars, as well as the District of Columbia Bar. She lives in
McLean, Virginia with her husband and three children.

Michael Uhrich

Chief Economist

Michael Uhrich is the Beer Institute’s Chief Economist. Michael
supports the BI’s members and their interests by providing analytical and economic research on the alcohol industry. A beer industry
veteran, he worked for several years at MillerCoors, most recently
leading the Insights Department’s Marketplace Intelligence team.
Michael holds a Master of Science in Applied Economics from Marquette University. He is also a Certified Beer Server through the
Cicerone Certification Program and an avid home brewer.
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Craft Beverage
Modernization and
Tax Reform Bill
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In June 2015, the Beer Institute and the
Brewers Association reached common ground on
excise tax legislation, and worked to create
the Craft Beverage Modernization and Tax
Reform Act, H.R. 2903/S. 1562. This important
legislation was introduced in the Senate by
Sens. Ron Wyden, (D-OR) and Roy Blunt (R-MO);
and in the U.S. House of Representatives by
Reps. Erik Paulsen (R-MN) and Ron Kind (D-WI).
After painstaking negotiation, H.R. 2903/S.
1562 represents a collaboration between all
brewers and importers and will benefit the
entire brewing industry. Like its predecessor
the Fair BEER Act — which was supported by the
Beer Institute, the National Beer Wholesalers
Association (NBWA) and many others — this
legislation takes a comprehensive approach
to reform and includes all types of brewers
and beer importers.
Specifically, the legislation will:
• Reduce the federal excise tax to $3.50
per barrel on the first 60,000 barrels for
domestic brewers producing fewer than 2 million barrels annually.
• Reduce the federal excise tax to $16
per barrel on the first 6 million barrels
for all other brewers and all beer importers.
Keep the excise tax at the current $18 per
barrel rate for barrelage over 6 million.
In addition to the excise tax adjustments
offered in the bill, the proposal includes:
• A provision that seeks to streamline
bookkeeping processes for small brewers and
brew pubs;
• Language that allows for greater collaboration between unaffiliated brewers; and
• A provision that simplifies the Alcohol
and Tobacco Tax and Trade Bureau processes
for bonding requirements and adding beer
ingredients such as adjuncts.

Legislative Affairs

BEER INSTITUTE

Since its introduction, the Craft Beverage
Modernization and Tax Reform Act has seen an
overwhelming amount of support, with 275 U.S.
House members and 48 Senators signing onto
the bill as of August 1, 2016.

Additionally several outside organizations
have made supportive statements about the
bill, including: Wine Institute, WineAmerica, Distilled Spirits Council of the United
States, American Craft Spirits Association,
National Beer Wholesalers Association, Can
Manufacturers Institute and National Barley
Growers Association.

Finally, several DC “think tanks” have written
positively about the bill: Americans for Tax
Reform, the Competitive Enterprise Institute, and the National Taxpayers Union have
all written articles that are supportive of
excise tax reform for beer.
Due to this broad range of support, H.R.
2903/S. 1562 has made great strides toward
becoming law. In 2016 several Senators and
members of Congress heard about the bill
during Congressional hearings, including
hearings in the Senate Finance Committee, the
House Ways and Means Committee, and the House
Small Business Committee. Most importantly,
during the 2015 tax extenders bill debate,
and the 2016 FAA reauthorization debate, H.R.
2903/S. 1562 was on the table as commonsense
tax policy that will help grow the economy.
Although the bill ultimately wasn’t included
in those larger packages, its inclusion in the
deal-making process is an important indicator
that Capitol Hill is taking excise tax relief
for brewers very seriously.
The Beer Institute continues to advocate
for the Craft Beverage Modernization and
Tax Reform Act. With continued pressure and
correct timing, we believe this bill could
become law.

SUPPORT
THE CRAFT BEVERAGE MODERNIZATION
& TAX REFORM ACT
S. 1562, H.R. 2903
EXCISE TAXES
SLOW ECONOMIC GROWTH

A SMALL INVESTMENT THAT
SUPPORTS THE ENTIRE INDUSTRY

Under S. 1562,
H.R. 2903, the
beer Industry
could create an
additional
$320 million in
economic growth.

The beer
industry
contributed
$252.6 billion
to the U.S.
economy in
2014.

98%

of brewers will
have excise taxes
cut in half.

For a small excise tax investment 100% of brewers will benefit.

HOW IT WORKS

BARRELAGE

CURRENT LAW

S.1562, H.R. 2903

1-60,000

$7/barrel for small breweres*
$18/barrel for all others

$3.50/barrel for small brewers*
$16/barrel for all others

60,001-6,000,000

$18/barrel

$16/barrel

6,000,000*

$18/barrel

$18/barrel

IMPORTERS

$18/barrel for all volume
regardless of annual U.S. sales

$16/barrel for the first
6 million barrels of U.S. sales

* Domestic brewers who produce less than 2 million barrels a year.

THIS INVESTMENT COULD CREATE MORE
JOBS FOR THE INDUSTRY, AND BEYOND
1 JOB IN A BREWERY GENERATES

EVERY $1 IN RELIEF

THE BREWING
INDUSTRY CREATES
JOBS. S. 1562,
H.R. 2903 COULD
CREATE
ADDITIONAL JOBS.

1 JOB IN AGRICULTURE
1 JOB IN TRANSPORTATION
3 JOBS IN DISTRIBUTING
7 JOBS IN BUSINESS SERVICES

12.5 JOBS IN PACKAGING MACHINERY AND
OTHER INDUSTRIES
20.5 JOBS IN RETAIL

MEANS NEARLY $8 OF GROWTH
FOR THE U.S. ECONOMY

BREWERS AND IMPORTERS SUPPORT THIS BILL. IT WILL BENEFIT THE ENTIRE INDUSTRY,
GENERATE ECONOMIC GROWTH AND CREATE JOBS.

UNITED FOR THE SOLUTION
The craft Beverage Modernization & Tax Reform Act
shares the relief and spreads the weath.

Equalization

TWO

We continue our efforts to halt the trend
to “equalize” the treatment of beer, wine
and hard liquour. “Equalization” ignores how
people consume liquor. We know that beer and
hard liquor are not made, served or consumed
the same way, so there should be independent
tax and regulatory standards. These are points
the Beer Institute has made forcefully to
lawmakers, regulators, the media, and others,
and we will continue to make to them.

Transparency in the
Aluminum Market

THREE

The past 12 months have shown continued overall decline in the Midwest premium charged
for aluminum sheet that’s used to manufacture
cans. Sixty percent of the beer consumed
in the United States comes in the form of
an aluminum can or bottle, so maintaining
a competitive market for aluminum is a top
priority at the Beer Institute.
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Earlier this year the United Steelworkers
filed an emergency petition with the U.S.
Government asking for quick relief in the
form of tariffs against foreign aluminum manufacturers, who the Steelworkers claimed were
illegally subsidizing and dumping aluminum
in the U.S. The Beer Institute worked with
the U.S. International Trade Commission as
well as the Canadian Government to educate
them about the London Metal Exchange and the
background which has led to the drop in the
Midwest premium. As a result, the Steelworkers
petition was quickly withdrawn.
However, House Ways and Means Chairman Kevin
Brady (R-TX) has requested a U.S. International Trade Commission (ITC) investigation
into the aluminum markets. Although this
investigation is more about fact-finding,
the Beer Institute has been working continuously with ITC investigators, providing them
information about the context of the current
aluminum markets and how the drop in the
Midwest premium is the result of free-market
forces at work — not of foreign manipulation
in aluminum markets.
Finally, the Beer Institute has been on the
Hill to meet with House and Senate member
and committee staff, educating them about
aluminum markets, and the impact on brewers
and beer importers.

Truck Weights

FOUR

The Beer Institute continues to advocate
on behalf of brewers and beer importers by
working to educate lawmakers about the need
to update the federal truck weights policy
to help the beer industry and the nation
increase efficiency, reduce transportation
costs, reduce energy and carbon emissions and
improve safety. If brewers, importers and beer
distributors were able to use a truck configuration that increases to 91,000 pounds gross
vehicle weight (GVW) on interstate highways
for vehicles that are properly equipped with
a sixth axle and additional tires, they could
move more freight per truckload. This would
reduce the total number of truckloads as well
as attendant fuel consumption, carbon emissions, vehicle miles traveled, road wear and
overall transportation costs, making transportation of beer more efficient and more
cost-effective.
Since August 2015, the Beer Institute has
weighed in with lawmakers during the Transportation Authorization process and has most
recently led a coalition of trade associations in advocating to the U.S. Department
of Transportation that states should be collecting data on truck weights when accident
reports are created. We will continue to
take incrementally strategic steps forward
on this issue, with the goal being trucks
that are safe, and cost-effective for brewers
and importers.
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Soda Ash

FIVE

Last year royalties collected for mining soda
ash on federal lands increased by 2%. The Beer
Institute has advocated against an increase
in these royalties and has supported legislation that will decrease the royalties by 4%.
We have been working closely with the House
and Senate Resources Committees to educate
them about the impact of increased royalties
on glass bottle manufacturers, brewers and
importers.

GMO

SIX

The House and Senate recently came together
and passed legislation addressing GMO labelling for food and beverages. This legislation
would preempt previously enacted state laws,
like the law passed in Vermont, and create a
uniform standard for labelling GMOs on food.
The Beer Institute joined other alcohol beverage trade associations to advocate that
products regulated by the Alcohol and Tobacco
Tax and Trade Bureau should not be included as
products covered under the compromise legislation. This ensures that most beer will not
have to be relabeled as a result of the bill.

INTRODUCING THE BEER INSTITUTE
BREWER’S VOLUNTARY DISCLOSURE INITIATIVE
WHAT THIS
IS ALL ABOUT

The Brewers’ Voluntary Disclosure Initiative provides consumers with meaningful
information about the products they consume to empower their decision-making.
This initiative reinforces and furthers the Beer Institute’s leadership in promoting
quality and transparency in the industry. The initiative is an important new
approach by which beer companies will change their beer labels or packaging to
display specific consumer information on products, packaging, or websites.

The Brewers’ Voluntary
Disclosure Initiative SEVEN
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In July 2016, the Beer Institute announced
the Brewers’ Voluntary Disclosure Initiative,
a new approach by which beer companies will
include a serving facts statement and freshness dating on their beer labels and list
ingredients in their products on primary or
secondary packaging or websites.
The Brewers’ Voluntary Disclosure Initiative
provides consumers with meaningful information and will ultimately empower their
decision making regarding their beverage of
choice.
Through the Brewers’ Voluntary Disclosure
Initiative, the Beer Institute encourages
its member companies:
· To provide calorie, carbohydrate, protein,
fat, and ABV (or ABW as required by state
law) information on all labels in the form
of a serving facts statement consistent with
the U.S. Department of the Treasury’s Alcohol and Tobacco Tax and Trade Bureau (TTB)
Ruling 2013-2.

· To clearly display a freshness date or
date of production on all labels or primary
containers.
· To disclose all ingredients that are present in the finished product using one of the
following methods:
·
		
·
		
		
·
		
		

Right on the can or bottle label and/
or secondary packaging;
By visiting a member company website as
directed on the can, bottle and/or
secondary packaging;
Via a mobile QR code on the can, bottle
and/or secondary packaging that links
to a mobile app or mobile website.

Consumers are increasingly interested in
knowing what is in the products they purchase.
In fact, in a recent survey conducted by the
Harris Poll on behalf of Nielsen, 72% of beer
drinkers thought it important to read nutritional labels when buying food and beverages.

WHAT INFO
WILL BE
PROVIDED

Serving Facts: Serving size: 12 fl oz
(355ml); 1 servings/container.
Per Serving: 4.2% ALC./VOL.; Cal: 96;
Carbs: 3.2g; Fat: 0g; Protein: <1g

The Beer Institute Brewers’ Voluntary Disclosure Initiative encourages Beer
Institute members to provide consumers more information about their products.
Speci cally:

01.

To provide calorie, carbohydrate, protein, fat, and ABV (or ABW as required
by state law) information on all labels in the form of a serving facts
statement consistent with TTB’s guidelines.

02.

To disclose ingredients in products on either the label or secondary
packaging via a list of ingredients, a reference to a website with the
information, or a QR code.

03.

To display a freshness date or date of production on all labels or primary
containers.

Consumers can expect to see this information in the marketplace immediately and
many companies have committed to provide this information on all of their product
labels, packaging, or websites by the end of 2020.
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WHO SUPPORTS
THE INITIATIVE

MORE THAN 8 OUT OF 10 BEERS SOLD!
Beer Institute member companies representing more than 81% of the volume of
beer sold in the U.S. have already agreed to comply with these standards.
Participating members include Anheuser-Busch, MillerCoors, HeinekenUSA,
Constellation Brands Beer Division, North American Breweries as well as the Craft
Brew Alliance.

WHO WE ARE

The Beer Institute is a national trade association for the American brewing industry,
representing both large and small brewers, as well as importers and industry
suppliers. First founded in 1862 as the U.S. Brewers Association, the Beer Institute
is committed today to the development of sound public policy and to the values of
civic duty and personal responsibility: www.BeerInstitute.org.

Over 1300 media hits including:
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NUMBERS

160+

TELEVISION MENTIONS

175+

RADIO HITS

60+

BLOG MENTIONS

60+

NEWSPAPERS & MAGAZINES

1.2k+ ONLINE NEWS OUTLETS

Media quotes include:

“Major U.S. Brewers
Will Add Nutrition
Labels By 2020”

QUOTES

“Here’s Why You Should
Care That Beer Will
Have Nutrition Labels”
“The Beer Institute has announced the Brewers’ Voluntary Disclosure Initiative, which
encourages its member companies to list the
calories, carbohydrates, protein, fat and
alcohol by volume in its products either on
the product packaging or websites.”

“U.S. Beer Shows Calorie Counts With New
Industry Guidelines”
“Beer is the most popular alcohol beverage in
the United States,” Jim McGreevy, the Beer
Institute’s chief executive officer, said in
the statement. “Providing meaningful information will ultimately empower the consumer
when making decisions regarding the beer
beverage of their choice.”

“Beers may offer nutrition info
alongside ingredient details”
“A trade group that represents companies
like Anheuser-Busch and MillerCoors said
Tuesday it’s pushing members to voluntarily
reveal by the end of 2020 more details on
labels, packaging and websites about what’s
in their beer.”
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“U.S. breweries to list
calories on bottles,
cans by 2020”

“Big brewers agree to
beer label disclosures
for calories, carbs”
“The Beer Institute, a national trade group
based in Washington that lobbies on behalf
of the country’s largest brewers, announced
the Brewers Voluntary Disclosure Initiative
Tuesday that encourages brewers to provide
more information to consumers on beer labels
by disclosing calories, carbohydrates, protein, fat, and alcohol content. The guidelines
also include displaying a freshness date or
date of production.”

BEER INSTITUTE
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By the Numbers.

EARNED MEDIA

247M
4600

MEDIA IMPRESSIONS
EARNED MEDIA STORIES

658
12M

TV PLACEMENTS

11
ONE

RADIO INTERVIEWS

VIEWERS OF PLACEMENTS
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OP-ED ON THE CRAFT BEVERAGE
MODERNIZATION & TAX REFORM ACT

SOCIAL MEDIA

4500

COMBINED FOLLOWERS

428K

ESTIMATED INTERACTIONS

PSAs

44

HOLIDAY RESPONSIBILITY PSA’s
RECORDED BY CONGRESS MEMBERS

PA I D M E D I A

2.7M

PAID MEDIA IMPRESSIONS DURING
THREE WEEKS OF DIGITAL ADS

27K

POLICITO EMAIL SUBSCRIBERS
WHO RECEIVED WEEK OF PAID ADS
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C O N G R E S S I O N A L R E L AT I O N S

100%

ALL 535 CONGRESSIONAL OFFICES
WERE CONTACTED

EVENTS

21

MEETINGS AND CONFERENCES
WHERE BEER INST. STAFF SPOKE

2

CONFERENCES AND MEETINGS
WITH TRADE BOOTH DISPLAYED

Dietary Guidelines
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On January 7, 2016, the U.S. Department of
Health and Human Services (HHS) and the U.S.
Department of Agriculture (USDA) published
the 2015-2020 U.S. Dietary Guidelines for
Americans, which serve as federal policy on
nutrition as well as health and nutrition
professionals.
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Leading up to their release, the Beer Institute advocated that they remove both the
misleading definition of a “standard drink”
and the confusing reference point of 0.6
fluid ounces of alcohol that were in the
2010 Dietary Guidelines. In addition, the
Beer Institute worked to ensure the 20152020 Guidelines articulated the differences
between beer and other beverage categories,
ensuring consumers and policymakers understand that “a drink is NOT a drink” because
we know beer and hard liquor are made, served
and consumed differently.

Regulatory Affairs

BEER INSTITUTE

We were very pleased with the outcome of the
2015-2020 Dietary Guidelines, which recognized the Beer Institute’s efforts. The new
language states that “drink-equivalents” are
not intended to serve as a standard drink for
regulatory purposes. In addition, the 20152020 Guidelines noted light beer represents
a substantial proportion of alcohol beverages
consumed in the U.S. and is approximately
4.2% alcohol or 0.8 drink-equivalents in 12
fluid ounces. The 2015-2020 Guidelines also
identified that depending on factors, such
as the type of spirits and the recipe, one
mixed drink can contain a variable number of
drink-equivalents. As a result, the updated
Guidelines now provide consumers with a mathematical formula to be able to calculate
drink-equivalents. Finally, 2015-2020 Dietary
Guidelines indicate that moderate alcohol
consumption can be incorporated into the
calorie limits of most healthy eating patterns. These new Guidelines will assist with
responsible consumption of alcohol and better
enable consumers to know the different alcohol
content of beer, wine and hard liquor.
Given the importance of the Dietary Guidelines in nutrition policy and educating consumers, the Beer Institute’s consistent and
effective advocacy will mean that the 20152020 Guidelines properly represent America’s
brewers and beer importers while ensuring
that Americans have access to information
about variations in alcohol content. We have
created an infographic about the Dietary
Guidelines that has been well-received by
both HHS and USDA, members of Congress and
other influential stakeholders.

WHAT THE 2015-2020
DIETARY GUIDELINES SAY
ABOUT ALCOHOL
“For those who choose to drink, moderate alcohol consumption can be
incorporated into the calorie limits of most healthy eating patterns.”

If alcohol is consumed, it should be in moderation—up to ONE DRINK PER DAY FOR WOMEN
and up to TWO DRINKS PER DAY FOR MEN—and only by adults of legal drinking age.
Over the course of a week, low-risk drinking is de ned as no more than 7 drinks for
women and no more than 14 drinks for men, according to the National Institute on
Alcohol Abuse and Alcoholism. Some people should avoid alcohol completely, including
those who take medications that interact with alcohol, have a medical condition that
alcohol can aggravate or are pregnant.

CALCULATING
DRINK-EQUIVALENTS

A BEER IS NOT
A MARTINI

Packaged and mixed beverages vary in
alcohol content.

HOW TO CALCULATE DRINK-EQUIVALENTS:
Volume of beverage in
ounces

Alcohol content in
percent ABV*

0.6 fluid ounces of alcohol per drink-equivalent

BEER

ORIGINAL MARTINI

12 fl. oz. beer at 4.2% ABV

3 oz. gin at 40% ABV
0.5 oz. dry vermouth
at 40% ABV

12 fl.oz. x 0.042 =
0.50 fl. oz. ethanol ÷ 0.6
= 0.8 drink-equivalents

3.5 fl. oz. spirits x 0.4 =
1.4 fl. oz. ethanol ÷ 0.6
=2.3 drink-equivalents

*ABV=ALCOHOL BY VOLUME | GRAPHICS AND INFORMATION SHOWN ARE ADAPTED FROM THE
2015-2020 DIETARY GUIDELINES.
For more information visit www.beerinstitute.org or http://health.gov/dietaryguidelines/
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Menu Labeling

TWO

Effective May 5, 2017, the U.S. Food and
Drug Administration (FDA) will require chain
restaurants to disclose calories and other
nutrition information for standard menu items
on menus and menu boards. The law applies
to all chain restaurants and similar retail
food establishments with 20 or more locations
nationwide operating under the same trade
name and requires them to print calories on
menus and menu boards and provide additional
nutrition information (total calories, calories from fat, total fat, saturated fat, trans
fat, cholesterol, sodium, total carbs, fiber,
sugar and protein) upon request. The rule also
applies to grocery and convenience stores,
bowling alleys, movie theaters, sports venues
and vending machines.
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Under the final regulation, all covered establishments will have to list calories for any
alcohol beverage found on a menu or menu
board. No calories will be listed for drinks
that are not standard menu items.
The Beer Institute staff and member companies
met several times with FDA to seek clarity
on this new rule. In addition, we met with
the Tax and Trade Bureau (TTB) to request
consistency between TTB’s Ruling on Voluntary Nutrient Content Statements in Labeling
and FDA’s menu labeling rule, including the
calculation of calories per gram of alcohol
and rounding rules. We specifically noted to
FDA that brewers and beer importers support
consumer education, especially when it comes
to informing the public about what they are
drinking. Eighty percent of beer is sold in
a 12 ounce bottle or can, and more than 70
percent of beer sold is light beer, with a
relatively low caloric and alcohol content.

The FDA recognized in this rule that recipes
for cocktails and hard liquor drinks that are
not on the restaurant menu can vary greatly
in alcohol and other nutritional content. The
FDA decided in its rule that it would be too
confusing to even determine the nutritional
information for those drinks. We agree with
the FDA that there is no standard drink in
typical and customary drinking occasions.
Beer provides consistency and offers the
lowest ABV among alcohol beverages. We support calorie labeling of each beer listed on
menus in restaurants and retail establishments. In addition, we want to ensure that
calorie and other nutrition information on
menus are calculated and rounded according
to TTB voluntary nutrient content statements
for packaged beer.
FDA issued two guidance documents to help
businesses comply with the menu labeling
rules, including how to list calories for
alcohol beverages, including beer. The FDA’s
final guidance document on menu labeling
rules is aligned with the Beer Institute’s
position on menu labeling.
Many food establishments are already taking
steps to prepare for the May 2017 implementation date by analyzing or verifying nutrition
information for their various offerings, and
they will be looking to the beer industry to
provide the full nutrition profile of their
products.

Proposition 65/BPA

THREE

Proposition 65 (Prop 65) is a state ballot
initiative intended to protect California
citizens and the state’s drinking water
sources from chemicals known to cause cancer,
birth defects or other reproductive harm, and
to inform citizens about exposures to such
chemicals. The California Office of Environmental Health Hazard Assessment (OEHHA), a
state agency, identifies and lists chemicals
for which manufacturers, importers, distributors and retailers must warn.
On May 11, 2016, OEHHA released revised regulations that require anyone who manufacturers, imports or distributes in California a
product containing bisphenol A (BPA) must
provide a Prop 65 warning to consumers. BPA
has been used in food and beverage packaging
and in other products for many decades. The
following warning will cover fruits, vegetables, soups, pasta products, milk, soda, and
alcoholic beverages packaged in hermetically
sealed, durable metal or glass containers:

WARNING: Many food and beverage cans
have linings containing bisphenol
A (BPA), a chemical known to the
State of California to cause harm
to the female reproductive system.
Jar lids and bottle caps may also
contain BPA. You can be exposed to
BPA when you consume foods or beverages packaged in these containers.
For more information go to:
www.P65Warnings.ca.gov/BPA.

The Beer Institute, together with a number
of other trade associations, undertook an
initiative to print and mail approximately
93,000 warning notices to California retailers in late April 2016. The notice advises
that Prop 65 BPA warning signs are available
for retailers to order, free of charge from
www.prop65signmanagement.com. BI undertook
this effort on behalf of all its members.

Food Safety
Modernization Act

FOUR

In April, the U.S. Food and Drug Administration (FDA) issued its final rule on Sanitary
Transportation of Human and Animal Food. The
rule is one of a series of rules implementing
the Food Safety Modernization Act (FSMA). BI
asked FDA to clarify that under the alcohol
exemption in FSMA (section 116(a)), a facility engaged in manufacturing, processing,
packing, or holding beverage alcohol products is exempt from the sanitary transport
rulemaking. We also asked FDA to extend the
exemption to the transport of ingredients used
in manufacturing beverage alcohol products
and to the transport of the co-products or
by-products of beverage alcohol manufacture.
The final rule exempts beverage alcohol products when they are “food fully enclosed by
a container that does not require temperature control to prevent it from becoming
unsafe” (emphasis added.)
FDA describes
this as meaning “packaged beverage alcohol
products,” but one can reasonably argue that
bulk products are also covered when they are
“fully enclosed by a container that does not
require temperature control to prevent it
from becoming unsafe.”
FDA also exempted
spent grain from the sanitary transport rule
as “human food byproducts transported for use
as animal food without further processing.”
This means that if spent grain moves from the
brewery to the farm without being transported
to a business to be used as an ingredient in
a manufactured animal food, or is not further processed in some way (e.g., rendered
or heat treated), the transport is exempt.
FDA did not expressly extend the exemption
to transport of ingredients used in the manufacture of beverage alcohol products, but
as they previously accepted BI’s suggestion
to exempt those ingredients from the foreign
supplier verification rules, the regulatory
burden is already lower.
In June, FDA issued its final rule regarding “Mitigation Strategies to Protect Food
Against Intentional Adulteration,” which is
aimed at preventing intentional adulteration
from acts intended to cause wide-scale harm
to public health, including acts of terrorism targeting the food supply. As requested
by BI, the rule exempted beverage alcohol
products and the manufacturing, processing,
packing, or holding of food for animals (e.g.,
spent grains).

19

BEER INSTITUTE

ANNUAL REPORT

C O M M I T T E D.

20

Congress on board
for responsibility.

Environmental
Responsibility

The men and women who work in the beer industry think about responsibility every single
day. As parents and neighbors, we want safe
communities and safe roads for our children.

We only have one world. The beer industry is
dedicated to preserving it. Through conserving energy and water, reusing byproducts and
waste, reducing greenhouse gas emissions and
establishing comprehensive recycling programs,
the brewing industry has asserted itself as
a leading environmental steward.

In December 2015, the Beer Institute held a
responsibility briefing on Capitol Hill where
we actively recruited members of Congress
to record a holiday responsibility public
service announcement asking the public to
share in our commitment to responsibility.
Beer Institute staff presented an overview
of our efforts in promoting the moderate
consumption of beer, and we also distributed
our Commitment to Responsibility white paper
to every member of Congress, which outlines
the beer industry’s work in four areas: 1)
our successful living model on responsible
advertising and marketing; 2) our contributing efforts to prevent underage drinking;
3) our contributing efforts to prevent drunk
driving; and 4) our contributing efforts to
promote responsible retailing.
As a result of these efforts, a bipartisan
coalition of over 30 members of Congress,
from both the U.S. House of Representatives
and the U.S. Senate, recorded PSAs during the
holiday season stressing responsible alcohol
consumption that then the Beer Institute distributed to radio stations across the country.

Many brewers have constructed water treatment facilities to reduce the volume of water
used in brewing. They have also taken advantage of environmentally sound energy sources
such as wind and solar power. Many brewers
also capture a biogas that is a byproduct of
brewing processes and use it as an energy
source for the brewery, reducing fossil fuel
usage. Brewers also emphasize environmental
awareness through their efforts to promote
educational and conservational programs.

Preventing
Underage Drinking
As an industry, we seek to play a constructive
role in addressing underage drinking. We do
not want underage consumers and therefore
strive to prevent youth access to alcohol,
both at home and at retail establishments.
We provide underage drinking prevention
resources for parents, educators and retailers to help keep alcohol out of the hands of
those under the legal drinking age.

Advertising &
Marketing Code

In the United States, beer is a
product category with broad cultural acceptance and a history of
memorable and distinctive advertising that, because of its humor
and creativity, has long been a
favorite among American adult

Supporting
Responsibility

consumers. Advertising and marketing materials are legitimate
efforts by brewers to inform consumers of the particular styles
and attributes of numerous beers

Beer Institute members have been supporting the use of designated
drivers and safe-ride programs for decades. Our efforts are echoed
by agencies like the National Highway Traffic Safety Administration
(NHTSA), which underscores the importance of designated drivers.
Beer Institute member companies’ long-standing safe-ride programs
have provided millions of people free or discounted rides since
the 1980s. These programs include using taxicabs, car services,
mass transit or even the option of having your car towed home. In
order to continue to advance and promote responsibility, the Beer
Institute and its members support local coalitions like the Washington Regional Alcohol Program (WRAP) SoberRide program, which
provides free or deeply discounted rides during key holidays around
the Washington, D.C., region. Since 1993, SoberRide has provided
more than 60,000 safe rides home.
Alcohol server training for retailers is also a well-established
practice supported both by the Beer Institute and its member companies that promotes responsible alcohol sales and helps reduce
illegal and underage alcohol sales. Since the 1980s the Beer
Institute and its members have worked closely with the Techniques
for Effective Alcohol Management (TEAM) Coalition, an alliance to
promote responsible drinking and positive fan behavior at sports
and entertainment facilities. TEAM works with all the major sports
organizations, government agencies, large venues and arenas, and
nonprofit organizations to offer training and venue management
with an aim toward responsible fan management. Training goes
beyond just servers; all employees work together to provide a safe
experience for fans. This year the Beer Institute worked closely
with the management of TEAM to incorporate language into their
training manuals to highlight the variability found within alcohol
beverages. With these updated manuals, trainers and servers will
better understand the amount of alcohol and variability found in
beer, wine and hard liquor, as well as emphasize the fact that not
all drinks are the same.
With support from brewers and beer importers, TEAM also provides
programs for consumers--including the popular designated driver
effort called “Responsibility Has Its Rewards.” TEAM’s efforts combined with the Beer Institute member companies’ designated driver
and safe ride fan activations work together to create a positive
pre, during, and post-game atmosphere. The ‘Responsibility’ during
the season is ‘Rewarded’ at the end of season when a registered
designated driver can win tickets to the biggest games in sports.

and other malt beverages that
are available. Brewer advertising and marketing materials also
foster

competition,

persuade

adult consumers of beer to try
particular brands, and maintain
customer loyalty.
Brewers should employ the perspective of the reasonable adult
consumer of legal drinking age in
advertising and marketing their
products, and should be guided by
the following basic principles,
which have long been reflected
in the policies of the brewing
industry and continue to underlie
this Code:
-Beer advertising should not suggest directly or indirectly that
any of the laws applicable to
the sale and consumption of beer
should not be complied with.

Brewers should adhere to contemporary standards of good taste
applicable to all commercial
advertising and consistent with
the medium or context in which
the advertising appears.

Advertising

themes,

creative

aspects and placements should
reflect the fact that Brewers are
responsible corporate citizens.

Brewers strongly oppose abuse
or inappropriate consumption of
their products.
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2015 Statistical Review: Industry Snapshot
The Beer Institute’s Economics Department continues to track performance in the U.S. malt
beverage industry by working in collaboration with our members, government agencies,
wholesale associations, syndicated data suppliers and other groups. We compile data on
total beer supply, retail sales dollars, both state and federal excise tax collections, overall
production, state shipments to wholesalers and international trade in both finished beer and
beer ingredients. We are pleased to see continued growth in the industry, with retail sales
increasing 2.1 percent in calendar year 2015 to reach $111.1 billion.

Off-premise sales, beer purchased in one location (e.g., a convenience, grocery or liquor
store) to be consumed elsewhere, grew dollar sales by 3.0 percent, reaching $53.5 billion in
22

2015. The Convenience, Grocery, Liquor and Mass Merchandiser channels each grew sales
by 3 percent or more and jointly gained 0.53 points in share of dollar sales.

On-premise retailers (those who sell beer to be consumed immediately) had $57.6 billion in
sales in 2015, an increase of 1.2 percent compared to 2014. On-premise sales make up 52
percent of U.S. consumer spending on beer, even though these retailers sell only 17.2 percent
of U.S. beer volume. Although total volume declined very slightly in 2015, beer’s growth in
consumer spending indicates strong health in the U.S. market.

Additionally, the U.S. continues to be an important participant in the international beer
market, doing business with over 120 countries in 2015. U.S. beer imports grew by 6.2%,
reaching over 15% of U.S. beer volume. U.S. beer exports, as measured by the TTB, grew by
12.5% during 2015—reaching 3.3% of domestic production.

2015 TRADE CHANNELS

RETAIL DOLLARS ($BIL)

SHARE OF DOLLARS

VOLUME BARRELS (MIL)

SHARE OF VOLUME

Bar/Tavern

18.4

17%

14.2

7%

Restaurant

24.9

22%

13.6

7%

Concessionaire

3%

1.0

1%

10.2

9%

4.8

2%

0.0

0%

0.0

0%

1.0

1%

0.9

0%

57.6

51.9%

34.6

17%

15.1

14%

47.5

24%

19.5

18%

62.4

31%

14.7

13%

41.1

20%

1.3

1%

4.7

2%

Mass Merch

1.7

2%

6.1

3%

Military Off-Premise

0.2

0%

0.7

0%

Other Off-Premise

1.0

1%

3.7

2%

Sub Total of Off Premise

53.5

48%

166.2

83%

Total All Channels

111.1

100%

200.8

100%

2014 TRADE CHANNELS

RETAIL DOLLARS ($BIL)

SHARE OF DOLLARS

VOLUME BARRELS (MIL)

SHARE OF VOLUME

Bar/Tavern

18.5

17%

14.6

7%

Restaurant

24.6

23%

13.8

7%

Concessionaire

2.9

3%

1.0

1%

10.0

9%

4.9

2%

0.0

0%

0.0

0%

1.0

1%

0.9

0%

57.0

52%

35.2

18%

14.6

13%

47.2

23%

18.9

17%

62.1

31%

14.4

13%

41.2

20%

1.4

1%

4.9

2%

Mass Merch

1.6

1%

5.9

3%

Military Off-Premise

0.2

0%

0.7

0%

Other Off-Premise

1.0

1%

3.8

2%

Sub Total of Off Premise

51.9

48%

165.8

82%

Total All Channels

108.9

100%

201.0

100%

Recreation
Military On-Premise
Other On-Premise
Sub Total of On Premise
Supermarket/Grocery
Convenience
Pkg/Liquor
Drug

TOTALS AND SUBTOTALS MAY NOT SUM DUE TO ROUNDING.

2015
3.1

Recreation
Military On-Premise
Other On-Premise
Sub Total of On Premise
Supermarket/Grocery
Convenience
Pkg/Liquor
Drug

2014
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EVENTS/CONFERENCES

ON BEHALF
OF BEER

The Beer Institute represents
America’s brewers, beer importers and suppliers throughout
the year at conferences and
events hosted by government,
non-profits, media and other
important stakeholders.

SEPTEMBER 2015
• National Conference of State Liquor Administrators (NCSLA)
		 Central/Western Conference—Seattle, WA*
• Great American Beer Festival (GABF)—Denver, CO
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OCTOBER 2015
•
•
•
•

Masters Brewers Association of the Americas (MBAA) Annual Conference—Jacksonville, FL*
National Beer Wholesalers Association (NBWA) Annual Convention—Las Vegas, NV
Worldwide Brewing Alliance (WBA) Meeting—Melbourne, Australia*
Washington Regional Alcohol Program (WRAP) Annual Meeting – Washington, DC

NOVEMBER 2015
• American Public Health Association (APHA) Annual Meeting—Chicago, IL
• Beer Marketers Insights (BMI) Seminar—New York, NY
• California Beer and Beverage Distributors Convention—Los Angeles, CA*

DECEMBER 2015
•
•
•
•

Brewbound Session—San Diego, CA
Beer Institute Capitol Hill Briefing: “Commitment to Responsibility”—Washington, DC*
Minnesota & North Dakota Barley Growers & Industry Meeting—Grand Forks, ND*
Techniques for Effective Alcohol Management (TEAM) Board Meeting—New York, NY

JANUARY 2016
• Beer Business Daily (BBD) Industry Summit—New Orleans, LA
• Global Brewers Initiative (GBI): “Responsibility Programming” – Washington, DC*

FEBRUARY 2016
•
•
•
		
		
•

Constellation Brands Beer Division Distributor Meeting—Phoenix, AZ
Institute of Food Technologists (IFT) DC Section Meeting—Washington, DC*
Joint Winter Distributor Convention (Michigan Beer & Wine Wholesalers Association,
Associated Beer Distributors of Illinois and Wisconsin Beer Distributors Association)
— St. Thomas, USVI*
National Barley Growers Association (NBGA) Board Meeting—Washington, DC*

•
•
•
•

American Beverage Institute (ABI) Spring Meeting – Las Vegas, NV
HEINEKEN USA National Distributor Meeting—San Diego, CA
MillerCoors Distributor Meeting—New Orleans, LA
National Alcohol Beverage Control Association (NABCA) Legal Conference—Alexandria, VA

APRIL 2016
• Alcohol Policy 17 – Washington, DC
• National Beer Wholesalers Association (NBWA) Legislative Conference – Washington, DC*

M AY 2 0 1 6
•
•
•
•

Beer Marketers Insights Seminar—Chicago, IL*
Craft Brewers Conference (CBC)—Philadelphia, PA*+
Can Manufacturers Institute Annual Meeting (CMI) —Naples, FL*
National Alcohol Beverage Control Association (NABCA) – Marco Island, FL

*

DENOTES

EVENT

AT

WHICH

BI

STAFF

SPOKE.

+

DENOTES

EVENT

AT

WHICH

BI

DISPLAYED

ITS

TRADE

BOOTH.

MARCH 2016

JUNE 2016
•
•
•
•
•

Association of Corporate Council Global Women in Law—New York, NY
Brewbound Session—Brooklyn, NY
National Conference of State Liquor Administrators (NCSLA) Annual Meeting—Chicago, IL*
SAVOR Craft Beer—Washington, DC
Techniques for Effective Alcohol Management (TEAM) Board Meeting—Philadelphia, PA

J U LY 2 0 1 6
•
•
•
•
•

DC Metro Academy of Nutrition Meeting—Washington, DC*
Democratic National Convention (DNC) – Philadelphia, PA
Institute of Food Technologists (IFT) Annual Meeting—Chicago, IL*
Republican National Convention (RNC) – Cleveland, OH
Tennessee Malt Beverage Association (TMBA) Annual Convention—Hilton Head, SC*

AUGUST 2016
•
•
		
•
•

Council of Manufacturing Associations (CMA)—Hot Springs, VA*
Craft Beer Finance & Investment Conference (The Brewing & Distilling Network)
– San Diego, CA*
National Conference of State Legislatures (NCSL) Legislative Summit—Chicago, IL+
World Brewing Congress (Institute of Brewing and Distilling)—Denver, CO*
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A SALUTE TO
46 YEARS.
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After 46 years with the Beer Institute, Doris
Dunn retired at the end of June 2016. Doris
started in October of 1970 when the organization was the United States Brewers Association and has been the longest serving
employee in Beer Institute history. For more
than four decades, Doris was the friendly
voice who answered the Beer Institute phones
and served the beer industry in a variety of
roles under seven different Beer Institute
presidents. As a going away gift, the Beer
Institute surprised Doris with a new car at
her retirement celebration!

“I’ve made so many friends over the
years at the Beer Institute that
I cherish and will dearly miss. I
don’t have many plans for retirement yet, but for now I’m going to
take it easy and spend time with
my family”

Doris said.

Doris always had a smile on her face and a
positive attitude. The Beer Institute will
greatly miss her.

W E A P P R E C I AT E YO U R S E R V I C E , D O R I S .
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