Alcopops:
The Hidden Truth
Get the Facts
FACT #1 — Alcopops are escaping normal tax rates.

What are alcopops?
♦

Sweet, fruit-flavored
drinks that look and
taste like soda pop,
lemonade, punch
and tea 6

♦

Alcopops are not beer.
They are an alcohol
product that contains
distilled spirits.

♦

Also known as
“flavored malt beverages (FMBs),”
“malternatives,” and
“flavored alcoholic
beverages”

♦

Bridge between nonalcoholic beverages
and the harsher
tastes of traditional
alcohol products.3
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♦

Even though alcopops contain the same amount of alcohol as beer, they
contain a different type of alcohol. Beer is derived from a fermented brew
while alcopops contain distilled spirits. 1

♦

Alcohol derived from distilled spirits is more pure than fermented alcohol.
It tastes smoother and doesn’t have the bitter beer taste, making it more
appealing and easier for youth to consume. 2

♦

The Trade and Tax Bureau (TTB) did an ingredient analysis of alcopops.
Of the 114 tested, 105 contained over 76% distilled alcohol. 3

♦

Currently, alcopops are classified as beer even though they contain distilled spirits. Being misclassified allows the alcohol companies to avoid
higher taxes and have wider availability to sell their products. 4

♦

Utah state law mandates that distilled spirits be sold in state liquor stores.5

FACT #2 — Alcopops are advertised and targeted to youth.
♦

Alcopops have bright, flashy packaging that appeals to youth. 6

♦

The TTB has stated that alcopops “exhibit little or no traditional beer or
malt beverage character. Brewers…remove the color, bitterness and taste
that are generally associated with beer.” 2

♦

The packaging, taste, and marketing closely resemble distilled spirits’
products, not beer products. Alcopops are beverages for “new drinkers”
who have not acquired the taste for alcohol and a stepping stone from
soda pop to distilled spirits. 7

♦

When asked what one type of alcoholic drink they would most prefer to
drink, nearly 30% of teens said alcopops compared to only 16% for beer
and 16% for mixed drinks. 8

♦

By treating alcopops as beer, distillers are able to market their brand
names on network television, which is off limits to distilled spirits products. 3

FACT #3 — Alcohol companies deceive us.
♦

“The beauty of this category [alcopops] is that it brings in new drinkers,
people who really don’t like the taste of beer.” 9

♦

“Our goal is to win the entry-level beer drinker.”9

♦

Research shows that nearly 90% of the population begins drinking before
21, and the average age of initiation is 16 years old. 10

♦

The alcohol companies have a misguided effort to protect its economic
stake in the alcopops market at the expense of the health and safety of
youth of our communities. 11
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