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Cct ober 7, 2003

Chi ef, Regul ations & Procedures Division
Attention: ONotice No. 4

Al cohol & Tobacco Tax & Trade Bureau

Box 50221

Washi ngton, DC 20091

Dear Sir / Madam

| am a whol esale distributor of Wnes, Spirits, and Malt Al coholic
Beverages including Flavored Malt Beverages. | amwiting today to
urge you to select option #2, as proposed by the TTB, (Al cohol &
Tobacco Tax & Trade Bureau), as a reasonabl e and prudent response

to the need for further regulation of the malt al cohol beverage market
pl ace.

Option #2 proposes that not |ess than 51% of the al cohol content of an
FMB must be derived frombrewed malt. This so called 51%rule is
consistent wth rule maki ng concerning | abeling throughout the
beverage al cohol industry. Products as diverse as wi nes and bourbon

whi skey are subject to a m nimum standard of 51% in order to

represent thensel ves as a genui ne product of a specified class. In fact
Beer must neet only a 50% st andar d!

“Bour bon” 51% of the fernentable base nust be corn

“Merlot” 51% of the product by volune nust be derived fromthe
Mer| ot grape variety.

“Beer” 50% of the fernentable base nust be a grain

There can be little justification to place a requirenent on an FMB, that
is so drastically different than other forns of beverage al cohol.

We urge the TTB to adopt option #2, the 51% 49% st andard, as
reasonabl e and responsible for the foll ow ng reasons:
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Ol OFMB “s should not be discrimnated against. Rul e making
OOshoul d be consistent across all forns of beverage al cohol.
O20A m ni mum nati onal standard ensures product integrity.
O30FMB ‘s are clearly popular with the consunmer and the
OOconsuner shoul d be afforded continued access on a
OOconpetitive basis with other malt based beverages.

040The consuner has clearly found the taste profiles of the
O0exi sting FMB' s satisfactory and to i npose a quantum
OOchange on the consuner is unwarranted

0501 f marketers and manufactures believe that the 0.5%i s
00 ndeed a superior product, then they should be given the
OOopportunity to conpete head on with the 51 % 49%

(O0al ternative, and have the consuner decide the issue, not the
Odr egul at or

For the reasons as stated | urge the TTB to adopt option #2, the
51 % 49% st andar d.

Respectful ly Subm tted,

Ri chard Levent ha
Pr esi dent
Fedway Associ at es



