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American Beverage Licensees (ABL) is the preeminent 

national trade association for retail beverage alcohol 

license holders.  ABL’s nearly 20,000 members are 

comprised of on-premise and off-premise licensees 

who provide hundreds of thousands of jobs and 

annually infuse billions of dollars into the American 

economy.  ABL members can be found in 34 states and 

Congressional districts across the country.

 

Retailers are the last to handle beverage alcohol 

products before they reach the hands of the consumer.  

They present the final line of influence when reflecting 

the image of the industry to the public and its 

promotion of the responsible use of our products.  

A key link in the industry’s business chain, retailers’ 

welfare is of critical importance to the continued health 

and future of the hospitality industry.

American Beverage Licensees (ABL)
America’s Beer, Wine and Spirits Retailers
5101 River Rd, Suite 108
Bethesda, MD 20816
Tel: 301-656-1494
www.ablusa.org

For more information about ABL 
please email info@ablusa.org.
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  Introduction from ABL President, Chuck Ferrar & Executive Director, John Bodnovich

Beverage retailers work hard to serve their 
communities, and they always have.  ABL 
members are active and engaged, which is a 
reflection of their character and work ethic.

A hard-working membership base deserves 
a dedicated national association.  That’s 
why we’re proud to report that ABL’s vol-
unteer leadership continue to work on 
your behalf for a more successful and re-
tail tier of the beverage alcohol industry.   

In 2011, ABL continued its mission of advo-
cating for and uniting independent bever-
age retailers.  As you can see in this report, 
we continue to strive to make ABL a valuable 
asset for its members and allies.  This has 
meant taking the next steps in modernizing 
how ABL conducts business as a trade asso-
ciation, identifying issues in which it should 
engage and always keeping in mind that it 
exists to serve its members with a voice in 
Washington, DC, and across the industry.

ABL is complemented by an outstanding 
group of state and regional associations 
that comprise its affiliate membership and 
stand on the front lines in state capitals and 
Main Streets in towns and cities in 34 states. 

Sometimes the best offense is a good defense, 
and that was certainly the case in Washing-

ton in 2011.  Beverage retailers and their allies 
successfully defeated those attempting to 
repeal Wall Street financial reform laws that 
created greater transparency and fairness for 
debit card swipe fees.  ABL also continued 
its advocacy for effective laws for fighting 
drunk diving and underage access to alcohol.

ABL took some significant steps in 2011 to 
modernize how it communicates with its 
nearly 20,000 licensee members and pro-
vide information to its affiliates, elected offi-
cials and the media.  That included the first 
redesign of the ABL website in ten years; the 
launch of the ABL Weekly e-newsletter; and an 
increasingly robust presence on social media 
platforms including Facebook and Twitter.

Strong businesses make us a strong associa-
tion. We want to do our best to support our 
member in any way we can.  It’s through 
each of us that we can make a difference in 
our industry, businesses and communities. 

It’s an honor to represent both on- and 
off-premise independent beverage alco-
hol retailers from a diverse range of com-
munities throughout the United States.  
We look forward to celebrating ABL’s 10th 
Anniversary as the voice of America’s 
leading hospitality businesses in 2012.

Chuck Ferrar
ABL President
Bay Ridge Wine & Spirits
Annapolis, MD

John D. Bodnovich
ABL Executive Director
Bethesda, MD
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Thoughtful and Effective Drunk 
Driving Solutions, Not Cookie 
Cutter Mandates
ABL continued to advocate a smart approach 
to drunk driving policy on 2011, pushing 
for solutions that address recidivism and in-
clude assessment and treatment.  This stood 
in stark relief to calls for mandatory ignition 
interlock laws that fail to take into account 
offenders’ broader relationship with alcohol, 
remove the judicial community from the 
process, irresponsibly overburden the parole 
and probation professional community and 
do little to ensure compliance.  ABL reached 
out to members of Congress as they worked 
on the surface transportation reauthoriza-
tion bill to ensure that federal unfunded 
mandates were kept out of the legislation.  
ABL also communicated its concern that the 
advent of government mandated in-vehicle 
alcohol detection technology on all vehi-
cles – necessarily set below .08 BAC –would 
have a deleterious effect on their businesses.

Retailers Hold Their Ground on 
Swipe Fee Reform
America’s Beer, Wine & Spirits Retailers and 
their customers earned a major victory in 
June as the U.S. Senate voted to uphold debit 
card swipe fee reform for beverage licensees 
and other merchants.  This legislative success 
is a credit to ABL members who made a differ-

ence in the fight for fair debit card fees by 
writing, calling, emailing and meeting with 
their Senators.  The victory was carried on 
the backs of small, independent businesses 
and demonstrated the power of beverage 
alcohol retailers’ grassroots advocacy efforts.  
The Senate voted against delaying the imple-
mentation of debit card swipe fee reforms, 
achieving only 54 of the 60 votes necessary 
to prevent the reforms from going into effect.  
Forty-five Senators sided with small busi-
ness and ABL’s position by voting against the 
amendment and for moving forward with re-
form.  The vote paved the way for the Federal 
Reserve to implement reforms that require 
debit card swipe fees to be “reasonable and 
proportional” to the actual costs of process-
ing debit card transactions.  The outcome 
in the Senate represents the culmination of 
grassroots engagement by ABL members and 
ABL’s coalition work with other merchants. 

Working for an Estate Tax 
Solution
ABL became a member of the Family Business 
Estate Tax Coalition (FBETC) in 2011 as it re-
news its efforts to support permanent repeal 
the Estate Tax, also commonly known as the 
Death Tax.  Should permanent repeal of the 
estate tax not be attainable during this Con-
gress, the FBETC supports permanently ex-
tending current law with a 35 percent top tax 
rate and $5 million exemption to bring the cer-
tainty that businesses need.  If Congress fails 
to act, after 2012 the top estate tax rate will in-
crease to 55 percent with a $1 million exemp-
tion and the spousal transfer will disappear. 

“Texas package store 
owners need to have 
a voice both in Austin 
and in Washington.  
ABL does a great job 
of representing us at 
the federal level and 
keeping our members 
informed on federal 
issues.  ABL is our voice 
on Capitol Hill.”  

Lance Lively
Texas Package Stores 
Association

 ADVOCATE
From the halls of Congress to America’s Main 
Streets, ABL is the voice of independent retailers in 
Washington and in the public arena.  ABL is fighting  
to protect its members and their businesses.
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“Whether it’s alcohol 
taxes, interchange 

swipe fees or attacks on 
the alcohol industry in 

general, ABL continues 
to be a valuable national 

voice dedicated to 
fighting for the interests 

of alcohol beverage 
licensees.”

Dan Clausner
Illinois Licensed 

Beverage Association

 WASHINGTON, D.C.

Independent Beverage Licensees 
Oppose Anti-Small Business 
I-1183 in Washington State
In September, ABL joined with concerned 
Washington State residents and business-
people to oppose ballot initiative 1183 
(I-1183).  The ballot measure, written by big 
box retailers, created an unlevel playing field 
for small businesses, raised taxes and lead 
to fewer jobs for Washington State workers.  
ABL joined with the Wine & Spirits Wholesal-
ers of America (WSWA) and a broad group of 
other businesses to oppose the creation of 
new fees and taxes and vague language lead-
ing to discrimination against local indepen-
dent beverage retailers.  The ballot initiative, 
which ultimately passed, cast an ominous 
shadow on the future of the Three-Tier Sys-
tem and local retailers.  Under this system, 
America’s independent beverage alcohol 
retailers continue to responsibly provide 
customers with a wide variety of products 
while working within regulatory guidelines 
that protect communities from the misuse of 
beverage alcohol.  I-1183 takes a dangerous 
step toward destroying a system that pro-
vides customers with tens of thousands of 
product options and peace of mind in know-
ing that it is the safest system in the world.

Lending a Voice in Local Alcohol 
Tax Fights
In November, ABL coordinated with its Illinois 
affiliates, the Illinois Licensed Beverage As-
sociation (ILBA) and Beverage Retailers Alli-
ance of Illinois, to express strong opposition 
to alcohol tax increases proposed by Cook 
County (IL) Board.  “Continually treating bev-
erage retailers and their customers as a piggy 

bank for county government 
is terrible public policy and 
threatens the long-term stabil-
ity of the hospitality industry 
and the jobs it provides,” said 
ABL executive director John 
Bodnovich.  “If the goal is to 
stick yet another dagger in the 
local beverage business, this 
tax increase certainly would 
achieve that.”  Licensed bever-
age retailers in Cook County 
and their customers were al-
ready hit with some of the 
highest taxes on alcohol in the 
entire country.  With indepen-
dent bars and taverns already 
under a significant strain from 
an uncertain economy, a tax 
increase couldn’t have come at a worse time.

ABL partnered also with other industry organi-
zations including the Distilled Spirits Council 
of the United States (DISCUS) in December to 
form the Pennsylvania Hospitality Jobs Coali-
tion.  This group set about urging legislators to 
reject a recommendation by the Pennsylvania 
League of Cities and Municipalities to grant 
local governments the power to raise alco-
hol taxes – pointing out that this tax increase 
would punish small businesses, hospitality 
workers and consumers.  ABL Executive Direc-
tor John Bodnovich stated:   “As we have seen 
in other states, local option drink taxes penal-
ize local bars and taverns.  This is to say noth-
ing of the impact of generally increasing drink 
taxes on small businesspeople who already 
get by on razor-thin margins and employee 
local residents to wait tables and tend bar.”
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ABL Launches Redesigned 
www.ABLUSA.org
ABL took big steps in 2011 to improve its 
connectivity with its members and the pub-
lic.  First and foremost in that effort was a 
complete overhaul of ABL’s home on the 
web, www.ablusa.org.  
The redesigned website 
launched in August and 
is designed to be easy to 
use for busy ABL members.  
Visitors can find what they need, as the site 
hosts links to dozens of tools for their con-
venience.  Information includes the latest 
happenings at ABL, industry news, what’s 
happening with ABL affiliates across the U.S. 
and important articles on legislation and 
regulations that affect beverage licensees.

Tweets & Likes
ABL has jumped feet-first into social media 
as more ABL members rely on Facebook and 
Twitter (and even newer software) to receive 
their news and keep in touch with friends.  
After all, if you’re not speaking the same lan-
guage as your members (or your customers), 
you’re not going to be in business very long. 

ABL’s Facebook page – facebook.com/ab-
lusa – is a gathering place for those who 
“Like” ABL, want to see the latest from the 

association and also see who else they 
can connect with that shares an interest in 
America’s Beer, Wine & Spirits Retailers.  With 
hundreds of millions of users, the reach of 
Facebook as a platform for sharing news and 
ideas with friends – and promoting a cause 

or your business – is undeniable.  Come Like 
us on Facebook to connect with other re-
tailers who are dedicated to their industry.   

In the “Twitterverse”, you can follow @ablusa 
for the latest ABL news and other industry 
events in 140 characters or less.  Twitter 
has given a voice to the local businesses, 
especially those in the craft brewing and 
distilling, and beverage retailers should 
be no different.   With the advent of smart 
phones and other mobile technology like 
iPads and tablets, chances are you’re miss-
ing out on a stream of helpful informa-
tion if you aren’t signed-up and signed-in.  

Who knows what 2012 and beyond will 
hold when it comes to next thing in so-
cial media, but you can count on ABL be-
ing engaged and sharing news and views.

@ablusa

“ABL is the reasoned 
and seasoned “eyes, 
ears and voice of the 
retail beverage alcohol 
industry in DC.  We 
benefit from their “just-
in-time” communiqués 
on legislative and 
regulatory matters.  All 
of this and more for a 
minimal investment of 
members’ dues.”

Jeanne M. McEvoy
Colorado Licensed 
Beverage Association

 CONNECT
How do we connect with members?  How do retailers 
connect with customers?  ABL continues to evolve as 
techonology changes and people connect in different 
ways.  That includes a newly redesigned website.

facebook.com/ablusa

ABLUSA.org Features:
* News articles easily viewed by category

* Reorganized menu for ease of navigation
* Newsletter sign-up/e-mail collection area

* Links to ABL’s social media outlets
* Ability to download ABL’s Annual Report & ABL Insider

* “Members Only” password-protected section
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Alabama Bev. Licensees Assn
Alaska CHARR 

Anchorage CHARR 
Arkansas Beverage Retailers Assn
Colorado Licensed Beverage Assn
Connecticut Package Stores Assn
Retail Bev Council of FL Retail Fed.

Georgia Alcohol Dealers Assn
Bev. Retailers Alliance of Illinois
Illinois Licensed Beverage Assn 
Indiana Assn of Bev. Retailers 

Indiana Licensed Beverage Assn

Kansas Licensed Beverage Assn 
Kentucky Assn of Bev. Retailers

Kentucky Licensed Beverage Assn
Maryland State Licensed Bev Assn

Mass. Package Stores Assn
Tavern League of Minnesota

Mississippi Hospitality & Bev Assn
Montana Tavern Association 
Nevada Tavern Owners Assn

New Jersey Liquor Store Alliance
New York State Liquor Stores Assn 

Empire St. Rest. & Tavern Assn

Metropolitan Package Store Assn
Ohio Licensed Beverage Assn

Retail Liquor Assn of Oklahoma 
Rhode Island Liquor Stores Assn

ABC Stores of South Carolina 
Licensed Bev. Dealers of S.D.

Texas Package Stores Association 
Virginia Licensed Beverage Assn

Tavern League of Wisconsin 
Wyoming State Liquor Assn

Wine and Spirits Guild of America

“ABL is an invaluable 
resource for the 

OLBA.  Without that 
information, Ohio 

permit holders would 
find it impossible to 

understand the issues 
confronting them at a 

national level.”  

Phil Craig
Ohio Licensed 

Beverage Association

 COMMUNICATE
How people communicate is constantly evolving.  ABL 
offers different mediums to communicate with its 
members and the public and to facilitate information 
sharing on a member-to-member basis.

Affiliate Members

ABL Insider
While ABL is at the forefront of evolving 
technologies and communications platforms, 
it has not abandoned more traditional 
mediums to get its message out.  The ABL 
Insider remains ABL’s flagship communications 
vehicle and a tangible reflection of ABL 
membership.  It is mailed to every ABL 
member, industry associates, elected 
officials, regulators and other interested 
parties.  Featuring longer form articles on 
industry news with an eye toward licensee 
interests, the Insider also features guest 
columns from alcohol industry leaders and 
other informative material to help retailers 
stay informed and help their businesses.  
The Insider’s consistency is reflective of ABL’s 
consistency and foundation as a resource for 
its members.  And if print isn’t your thing, 
you can now sign up to receive all of ABL’s 
publications through our website, including 
the online version of our the ABL Insider.

ABL Weekly
In September, ABL launched ABL Weekly, 
a once-a-week email containing editorial 
items from ABL and links to news stories that 

matter to beverage alcohol 
retailers.  Compiled from 
multiple sources over the 
course of each week, the 
mission of ABL Weekly is to 
highlight those stories that are most relevant 
to the retail tier of the industry while also 
sharing news from industry partners that could 
impact retailers.  There is also news about ABL 
members and state affiliates, complementing 
the ABL Insider’s longer-form articles and 
news features.  The design of the ABL Weekly 
is simple to allow for easy reading on mobile 
devices, and as it is sent just once a week, it 
shouldn’t clog your inbox.  Sign up for it on 
the ABL website and look for it every Friday.

Affiliate Clearinghouse
ABL connects its affiliates because its 
knows that when it comes to alcohol 
policy and regulation, if it is happening 
in one state, it has probably already 
happened, or will eventually happen, in 
another state.  By connecting our affiliates 
with information, surveys and historical 
information, ABL is helping its members 
fight important battles at the state level.

   ABL INSIDER  |  WINTER 11  |          1

THE VOICE OF AMERICA’S BEER, WINE & SPIRITS RETAILERS

A PUBLICATION OF THE AMERICAN BEVERAGE LICENSEES  |  VOL. 5, NO. 4  |  WINTER 11

ABL Insider

Updates from 
Washington

page 12-13

Managing 
Food Waste

page 15

ABL Launches 
E-News & 
Member Site

page 2

Celebrating Package 
Liquor Stores This 

November
Delivering taste, choice, and service 

to the American consumer
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For its signature 
event of the year, 
ABL “Brewed Up 
Business” at the 
9th Annual ABL 
Convention in 
Milwaukee, WI 
from June 12-14, 
2011.  More than 
200 beer, wine 
and spirits retail-
ers joined mem-
bers of the alco-
hol industry for 
three days to hear 
from featured 

speakers and 
top executives representing all three 
tiers of the alcohol industry as well as 
continuing industry education events 
and business improvement information. 

Beverage licensees interacted with senior 
management in the beer industry, trade as-
sociation executives, members of industry 
media, social media experts and some of their 
fellow retailers at the convention, culminat-
ing with the ABL Top Shelf Award Banquet 
honoring outgoing MillerCoors CEO Leo Kiely.

ABL was able to bring together retailers, 
wholesalers, suppliers and importers as well 
as brewers, distiller and vintners, to celebrate 
and discuss our industry.  The convention 
also focused on legislative and regulatory is-
sues and social media as a tool for beverage 
retailers.  It provided ABL members with an 
opportunity to hear from and interact with 

other segments and tiers of the industry, 
and it was a chance for beverage licensees to 
share what issues they find important with 
those whose products they serve and sell.

Two New Affiliates in 2011
ABL also added two new affiliate members 
in 2011.  The Alabama Beverage Licens-
ees Association (ABLA) and the Kentucky 
Association of Beverage Retailers (KABR) 
joined ABL in the summer of 2011, bring-
ing their members’ collective force to bear 
on the issues facing beverage retailers.

Following the merger of the Alabama Li-
quor Alliance and a Tuscaloosa-based re-
tail group into a single association in 2010, 
the one-year-old ABLA now represents the 
entire retail tier of the industry – including 
bars and package stores – from its head-
quarters in Tuscaloosa.  Since then, ABLA 
has been actively working to preserve the 
rights of business owners in their state and 
ensure fair regulation for beverage licensees.

In Kentucky, the more than 150 members of 
the Kentucky Association of Beverage Retail-
ers (KABR) are quickly becoming a force to be 
reckoned with.  Representing package stores 
both large and small, KABR has successfully 
opposed the sale of wine in grocery stores 
for the past five years.   KABR members are 
vigilant about other legislative issues – espe-
cially taxes.  With a lot of the large stores and 
as well as mom ‘n pop stores, the association 
touches a lot of small communities in eastern 
and western Kentucky where these family-
owned and operated businesses are located.

“On several occasions 
I have reached out to 
ABL to get to the root of 
important information 
and every time an ABL 
member or a member 
of the ABL staff has 
responded with advice 
from similar experiences 
they have encountered.” 

Jane Springer
Maryland State Licensed 
Beverage Association

 NETWORK
By bringing the alcohol industry together at the 
9th Annual ABL Convention, and welcoming new 
state affiliates, ABL is a place to network and gain 
knowledge.
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Associate Members
DIAMOND

Beer Institute
Diageo

National Beer Wholesalers 
Association

Wine & Spirits Wholesalers of 
America

PLATINUM
Bacardi USA
Beam, Inc 

Distilled Spirits Council of the 
United States

GOLD
Brown Forman
Castle Brands

Charmer-Sunbelt Group
Glazer’s Inc

Pernod Ricard USA
Republic National Distributing 

Company
SILVER

Constellation Brands
Moet Hennessy USA

Monarch Beverage Company
Patron Spirits Company

Remy Cointreau USA
BRONZE

ATM Network
Luxco

Sidney Frank Importing

 PARTNER
“We support those who support us” has become more 
than just a saying at ABL.  ABL and its members work 
closely with industry allies to protect the hospitality 
industry and the millions of jobs it provides.

Beam, Inc.
Beverage Media Group

Brown-Forman
Death’s Door Liquors

Diageo
Distilled Spirits Council of the 

United States
Don Q

E. & J. Gallo Winery
Frank-Lin Distiller Products

Mexcor Distributors
MillerCoors

National Association of 
Beverage Importers

Skyy Spirits
Tavern League of Wisconsin

2011 Convention 
Sponsors

Without partners, everyone in the beverage 
alcohol industry would stand alone.  The 
Three-Tier System, by its very nature, requires 
interconnectivity and communication 
amongst suppliers, distributors and retailers.  

ABL is fortunate to be able to work with 
representatives from all corners of the 
industry and the country.   By collaborating on 
policy initiatives, responsibility campaigns, 
public relations efforts and educational 
opportunities, ABL and its industry partners 
work for a better beverage alcohol industry 
that serves American consumers all the while 
bearing in mind that the industry is charged 
with doing so in a responsible manner.

In 2011, ABL President Chuck Ferrar proved 
just how involved ABL is in industry affairs 
as he participated as a speaker at national 
conventions for organizations representing 
all three tiers of the industry.  Speaking 
at the ABL Convention in June, the Beer 
Institute Annual Meeting  in July and the 
National Beer Wholesalers Association 
Convention in October, ABL’s President 
delivered ABL’s message to the industry. 

ABL’s Executive Committee annually also 
meets with leading distillers and the Distilled 
Spirits Council every October, and the sits 
down with the leadership of its highest-level 
associate members – ABL’s Industry Advisory 
Board – to discuss issues and commonalities.  
With ABL headquarters located just outside 
of Washington, DC, ABL staff is a regular 

attendee at industry association and 
coalition meetings.  ABL staff continues to 
make visits to its affiliates and their events 
in their states to meet with the rank-and-
file ABL members who create the strong 
grassroots fabric that sustains ABL’s mission.  

As is also evident from the wide array 
of participants and sponsors of the 
2011 ABL Convention, numerous other 
industry companies and organizations 
show their support for ABL and its 
members.  They recognize the value of a 
strong and organized retail tier, and their 
support cannot but underestimated.

ABL members are some of the last local 
businesses on America’s Main Streets, and 
ABL will continue to work with its supporters 
and allies to make sure that doesn’t change.

DID YOU KNOW...
Of ABL’s nearly 20,000 members, 704 and of them 
have a physical address on “Main Street”.

ABL President Chuck Ferrar and Phil Craig of the Ohio Licensed 
Beverage Assoction speak at the NBWA Convention.



 10 ABL Annual Report 2011                          ABL Annual Report 2011      11 

 COMMUNITY
ABL members are dedicated to supporting their 
communities and working with third parties to 
identify and implement ways to address drunk driving 
and underage access to alcohol.

By supporting server training and working 
with online server training provider 
Learn2Serve/360 Training, ABL is providing 
a tool for its members to train their staff in 
the responsible service and sale of beverage 
alcohol.  Well-trained servers are an asset to 
licensees who are invested in their businesses 
and their communities, and ABL is proud to 
support those who make that investment.

The Responsible Hospitality Institute 
(RHI) continues to examine the nexus 
of the night-time economy and 
stakeholders in entertainment and multi-
use districts.  As an RHI Board Member, 
ABL has worked with RHI in 2011 to 
quantify the economic value of hospitality 
businesses in the Washington, D.C. region.

Through its work with the Responsible 
Retailing Forum (RRF), ABL is proud to 
support responsible retailing throughout 
the country.  In association with RRF, ABL has 
helped develop a report exploring the policies 
surrounding responsible service of beverage 
alcohol.  Responsible Retailing Practices for 
On-Premises Alcohol Serving Establishments 
(RR Practices) is an examination of policies 
and practices that guard against unlawful 
alcohol sales, including sales to minors, third-
party sales to individuals who furnish alcohol 
to minors, and over-service to intoxicated 
individuals, and thus protect the safety 

and wellbeing of customers, staff and the 
community while shielding licensees and 
their staff against potential liabilities and fines.

A participating organization in the National 
Partnership on Alcohol Misuse and Crime 
(NPAMC), ABL continues to strengthen its 
relationship with those working to address 
alcohol misuse issues as they arise in the 
adjudication, assessment and treatment 
process.  By attending symposiums and 
contributing the perspective of the retail 
community, ABL is making a difference when 
it comes to address the misuse of alcohol.

In coordination with the Federal Trade 
Commission, ABL works to prevent underage 
purchasing of alcohol by reminding everyone 
that We Don’t Serve Teens.  As part of this 
promotional program, ABL members display 
point-of-sale signage to remind everyone that 
it is illegal to provide alcohol to those who are 
underage.  That goes for friends and family too, 
whom studies have shown are the primary 
sources for alcohol from those under 21.

ABL asks customers to Drink Responsibly. 
Drive Responsibly., noting the clear 
distinction between drunk driving and 
the millions of Americans who responsibly 
consume adult beverages.  This message of 
moderation has been adopted by ABL affiliates 
and other beverage alcohol industry partners.
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 CELEBRATE

In 2011, for the 58th consecutive year, tavern 
owners across the country celebrated Tav-
ern Month in May, raises their glasses and 
public awareness of the “Friendliest Place in 
Town.”  American bars and taverns represent 
the best of social culture and the community 
spirit that is at the core of the country’s civil 
fabric.  They provide thousands of dollars to 
charities, provide millions of jobs and en-
tertain tens of millions of patrons each year.  
Today’s bars and taverns reveal the changing 
cultural norms of the country while still re-
flecting the fiercely independent spirit of bar 
and tavern owners.  Bar and tavern owners 
continue to place a strong emphasis on re-
sponsible service by training employees and 
incorporating programs to prevent drunk 
driving and underage access to alcohol.  

In November, ABL and its members celebrated 
the 2nd Annual Package liquor Store Month 
by saluting independent off-premise bever-
age licensees who provide choice, service 
and value to their customers and communi-
ties.  America’s independent package liquor 
stores continue to have a positive impact by 
creating jobs, offering unparalleled product 
choices to millions of customers and leading 
the way when it comes to selling beverage 
alcohol responsibly.  Some of the last remain-
ing independent businesses on Main Street, 
package liquor stores, which in most cases 
also sell beer and wine, train their employees 
to conduct safe and responsible face-to-face 
sales to adult consumers, thus leading by ex-
ample when it comes to preventing under-
age access to alcohol.  As consumers embrace 

craft products, organic alternatives and local 
producers, independent package store own-
ers provide an environment where a knowl-
edgeable staff can educate customers on the 
thousands of options they have when it comes 
to picking the beverage that’s right for them.

In December, ABL joined with the rest of the 
industry and the country to celebrate the 78th 
anniversary of the repeal of America’s failed 
thirteen-year experiment called Prohibition.  
Licensed beverage retailers uphold their 
longstanding legacy that began before Pro-
hibition and has continued to flourish to this 
day under the three-tier system established 
following the ratification of the Twenty-first 
Amendment on December 5, 1933.  Just as 
with their businesses, beverage licensees’ par-
ticipation in trade associations at the national 
level also extends back to the repeal of Pro-
hibition.  The National Liquor Stores Associa-
tion was formed in 1935, just 15 months after 
the repeal of Prohibition.  Its on-premise sib-
ling, the Associated Tavern Owners of Amer-
ica, was founded just 11 years later in 1946.

2012 marks the 10th anniversary of ABL fol-
lowing the merger of the leading national 
off-premise and on-premise trade associa-
tions.  After a decade together, this marriage 
of small business owners from across the 
country has grown into a well-respected 
organization, and the only one that spe-
cifically represents the interests of the in-
dependent retailer of beverage alcohol.  

Now that’s something to celebrate. 

Whether its Tavern Month in May, Package Liquor 
Store Month in November or ABL’s 10th Anniversary, 
there’s always something for beverage licensees to 
celebrate.
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Let’s Celebrate!
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PRESIDENT
Chuck Ferrar

Bay Ridge Wine & Spirits
Annapolis, MD

VICE PRESIDENT
Raymond Cox

Elite Beverages
Indianapolis, IN

VICE PRESIDENT
Harry Klock

Stockman Bar
Harlowton, MT

AT-LARGE
Warren Scheidt

Cork Liquors
Columbus, IN

VICE PRESIDENT
Victor Pittman

Silver Leaf Wine & Spirits
Ridgeland, MS

VICE PRESIDENT
Robert Sprenger

Bubba’s
Marion, WI

TREASURER
Jane Springer

Maryland State Licensed Beverage Association
Westminster, MD

AT-LARGE
Rob Swearingen

Al-Gen Dinner Club
Rhinelander, WI

America’s Beer, Wine & Spirits Retailers 
 
To initiate, promote, and support laws, regulations and rules that preserve and 
protect the right of responsible on and off premise retailers of beverage alcohol to 
operate legitimate and lawful businesses without burdensome intrusion.
 
 To encourage and promote closer relations among all entities engaged in 
the responsible sale of beverage alcohol through effective communications, 
innovative services, and education and training opportunities.
 
To educate the public to a higher level of awareness regarding the scope of the 
licensed beverage alcohol industry.

ABL STAFF
John D. Bodnovich | Executive Director

Susan Day Duffy | Director of Trade Relations and Operations
Rosanne M. Ferruggia | Manager, Communications & Public Relations


