AGENDA
BOARD MEETING
WA STATE LIQUOR CONTROL BOARD
Wednesday, January 13, 2010
Headquarter Building
3000 Pacific Ave, Olympia WA 98504

10:00 a.m.

Roll Call

1. Approval for filing proposed rules (CR 102) supplemental for rules
review of WAC 314-52- Advertising rules.

.......................................................................... Karen McCall
2. Approval of final rulemaking (CR 103) for Internet Sales and

Delivery...ciouiiiiiiiiiiiiiiiiiiiieiinererieantesanssssommercssnsessnes Karen McCall
3. New BusSinessS...cioeeinieiiiriiriiiiicieriincienssensicnsramenasans Board Members
4. Old BuSIness........cecveniiinsninrsecsessssssnssscssssonsssssnsens Board Members

Recess/Adjourn




OFFICE OF THE
WASHINGTON STATE LIQUOR CONTROL BOARD
Board Meeting Minutes — January 13, 2010, 2009

Board Chair Sharon Foster called the regular meeting of the Washington State Liquor Control Board to
order at 10:00 a.m., on Wednesday, January 13 in the Boardroom, 3000 Pacific Avenue SE, Olympia,
Washington. Board Member Ruthann Kurose was present via teleconference.

Approval for filing proposed rules (CR 102) supplemental for rules review of WAC 314-52-
Advertising rules — Karen McCall

Karen recommended that the Board proceed with proposed rule changes (CR 102) supplemental
resulting from revisions to the proposed rules for WAC 314-52 since the original CR 102 was filed on
July 29, 2009. A supplemental filing was required due to the number of changes that were made. (see
attached). A public hearing is scheduled at the January 24, 2010 LCB Board meeting,

Sharon moved to approve the CR 102 supplemental rules review of WAC 314-52- Advertising rules.
Ruthann Kurose seconded the motion. The supplemental filing was unanimously approved.

Approval of final rulemaking (CR 103) for Internet Sales and Delivery — Karen McCall

Karen reviewed the recommendation that to proceed with final rule making to revise the current rules
regarding Internet Sales and Delivery. Currently, grocery store and beer and wine specialty store
licensees accept liquor orders from customers and make delivery of these orders to their residences and
places of business. (see attached)

There was a public hearing on January 6, 2010 regarding these rules, no public comments were received.
Sharon moved to approve the CR 103 final rulemaking for Internet Sales and Delivery. Ruthann Kurose

seconded the motion. The Board unanimously approved the final rulemaking as presented.

The Board Meeting was adjourned at 10:20 AM.

Sharon Foster Ruthann Kurose
Board Chair Board Member




Washington State
Liquor Control Board

Date: January 13, 2010

To: Sharon Foster, Board Chair
Ruthann Kurose, Board Member

From: Karen McCall, Agency Rules Coordinator

Copy: Pat Kohler, Administrative Director
Rick Garza, Deputy Administrator
Pat Parmer, Enforcement and Education Director
Alan Rathbun, Licensing and Regulation Director

Subject: Approval for filing proposed rules (CR 102) supplemental for rules

review of WAC 314-52 - Advertising rules.

At the Board meeting on January 13, 2010, the rules coordinator requests that the
Liquor Control Board approve the filing of notice of proposed rule making (CR 102)

supplemental regarding rules review of Chapter 314-52 WAC. An issue paper on the

proposed rule changes is attached.

Process

The Rules Coordinator requests approval to file the proposed rules (CR 102)
supplemental for the rule making described above.

If approved for filing, the tentative timeline.for the rule making process is outlined below:

January 13, 2010

Board is asked to approve filing the proposed rules (CR
102) supplemental

January 13, 2010

L. CB sends notice to rules disfribution list

February 3, 2010

Code Reviser publishes notice

February 24, 2010

Public Hearing held

February 28, 2010

End of written comment period

March 3, 2010

Board is asked to adopt rules

March 3, 2010

Agency sends notice to those who commented both at
the public hearing and in writing.

March 3, 2010

Agency files adopted rules with the Code Reviser (CR
103)

April 3, 2010

Rules are effective (31 days after flllng)

Order Approving CR 102 Supplemental Filing

(Advertising)

1/13/10
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£~ Approve Disapprove et f) T ()
Sharon Foster, Board Chair ate

___Approve Disapprove WML WU{Q (/[13/ (@)

Ruthann Kurose, Board Member Date

Attachment: Issue Paper

QOrder Approving CR 102 Supplemental Filing 1/13/10
(Advertising)



Washington State Liquor Control Board

Issue Paper

Rule Making on Advertising

Date: January 13, 2010

Presented by:  Karen McCall, Agency Rules Coordinator

Description of the Issue

The purpose of this issue paper is to recommend that the Board proceed with proposed
rule changes (CR 102) supplemental resulting from revisions to the proposed rules for
WAC 314-52 since the original CR 102 was filed on July 29, 2009.

Why is rule making necessary?

The Liquor Control Board (LCB) continues to review existing rules for timeliness, clarity,
and necessity complying with Executive Order 06-02 issued by Governor Gregoire. As
part of the Liquor Control Board’s on-going rules review process, rules regarding
advertising are being reviewed for relevance, clarity, and accuracy.

Background

In 2008, a comparison was conducted on the LCB’s advertising rules based on a 2003
Center on Alcohol Marketing and Youth (CAMY) report. It was determined the LCB
needed to update their alcohol advertising rules to reflect the agency’s focus on public
safety by minimizing youth access and exposure to alcohol advertising.

In addition, the following bills enacted during the 2006 and 2007 legislative sessions
require the advertising rules to be revised:

« SHB 3150 / 2006 session — Allows joint advertising by wineries and retailers
to promote tourism

o SSB 5721 / 2007 session — Allows financial arrangements between
sports/entertainment facility licensees and liquor manufacturers or distributors

+ HB 2240 / 2007 - For wineries only, allows “personal services” to be
performed by wineries, including COA holders, when these services are
conducted at a licensed retail premises and are intended to inform, educate, or
enhance a customer’s knowledge or experience of the manufacturer’s product.
For wineries and breweries, retailer and manufacturer listings and links are
allowed on each other’s Web sites.

The following Board Policies and Guidelines were also incorporated in this rulemaking:
o Policy Number 1-02: Use of licensed sports team name and trademark;
¢ Policy Number 1-05: Advertising events held at sports/entertainment facilities
licensed under RCW 66.24.570;

Issue Paper — Advertising CR102 1/13/10
Supplemental




» Interim Policy dated March 1, 2000, regarding criteria for approval of alcohol
advertising;

« Interim Policy on advertising vs. information for the purpose of determining the
extension of money’s worth;

¢ Board Guidelines on coupon offers.

What changes are being proposed?

Amended Section WAC 314-52-005 - Purpose and application of rules. |
Replaced the preamble with more of an “intent”. Plain talked.

Amended Section WAC 314-52-010 — Mandatory statements.
Amended section (1)(c) to conform with federal guidelines (alcoholic content of distilled
spirits). Deleted section (4) (displays of beer based on alcohol content).

Amended Section 314-52-015 — General.

Amended to add language to implement LCB interim policy dated March 1, 2000, added
additional advertising content restrictions, plain-talked. Deleted two sub-sections that
were added in proposed rules filed July 29, 20009.

Repealed Section WAC 314-52-020 — Use of insignia or reference to liquor
control board prohibited — exception.
Added language from this section to 314-52-015.

Amended Section WAC 314-52-030 — Liquor advertising prehibited in school
publication.
Amended to refer to advertising in any media. Plain-talked.

Amended Section WAC 314-52-040 — Contests, competitive events,
premiums and coupons.

Added language to implement Board Guidelines on coupon offers. Corrected RCW
reference for gambling, and plain-talked.

Amended Section WAC 314-52-070 — Outdoor Advertising.

Amended language to restrict the number of signs advertising alcohol, brand names,
and/or manufacturers that are visible from the public right of way on the outside of a
retail premises to a total of four. Amended language to restrict outdoor advertising
within 500 feet of places of worship, schools, public playgrounds, or athletic fields used
primarily by children. Added back language “where the administrative body of said
church, school, public playground or athletic field object to such placement”. The 500
feet is measured from the property line of the place of worship, school, public
playground or athletic field to the outdoor sign. “Tourist Oriented Designation Signs”
pre RCW 47.36.320 are exempt from this requirement.

Issue Paper — Advertising CR102 1/13/10
Supplemental



Amended Section WAC 314-52-085 — Programs and program folders.
Specified sporting arenas are premises holding a sports entertainment facility liquor
license. '

Amended Section WAC 314-52-090 - Advertising sponsored jointly by
retailers and manufacturers, importers, or distributors.

Added language to implement SHB 3150, HB 2240, Board policy 1-02, and LCB interim
policy on advertising vs. information. Plain-talked.

New Section WAC 314-52-095 — Financial arrangements between
sports/entertainment facility licensees and liquor manufacturers and
distributors.

The new section was created to implement SSB 5751 and LCB policy 1-05.

Amended Section 314-52-110 — Advertising by retail licensees.

Moved language from 314-52-114 to this ruie. Added language to clarify that alcohol
can't be advertised, offered for sale, or sold by the retail licensee at less than
acquisition cost except under listed exceptions. Plain-talked.

Amended Section WAC 314-52-113 - Brand signs and point-of-sale displays
on retail licensed premises.

Removed the reference to “animal” inflatables and “animal mascot” costumed
individuals. Added a restriction that inflatables and costumed individuals may not be
targeted or appealing principally to children or persons under 21 years of age. Plain-
talked.

Repealed Section WAC 314-52-114 ~ Advertising by retail licensees, offering
for sale, or selling beer, wine, or spirituous liquor at less than cost—
Prohibited—Exceptions.

Added language to 314-52-110.

Amended Section WAC 314-52-115 ~ Advertising by clubs—Signs.
Plain-talked.

New Section — WAC 314-52-120 - Sponsorship of public and civic events.
Created a rule to address sponsorship of public and civic events by industry members.
Industry members may provide the following:
» Signage with the industry members name or brand name of their products; and
* Programs or flyers to be disseminated at the event.
Acknowledgement of the industry member is allowed in any media advertisement where
the function recognizes the sponsors of the event. The size of the alcohol industry
member sponsor acknowledgement may not exceed the size of the event name.
Inflatables are not allowed inside the event area.
There may be no giveaways of alcohol promotional items of any kind to persons under
21 years of age.

Issue Paper — Advertising CR102 - 1/13/10
Supplemental



Industry members may not sponsor a special occasion license at public and civic events.
Money may not be given directly to the special occasion licensee or employees thereof,
but industry members may provide the following advertising for a special occasion
licensed event: '

o Signage with the industry members name o brand name of their products;

¢ Media coverage of the event; and

e Programs or flyers to be disseminated at the event.
Inflatables are not allowed inside special occasion license areas.
There may be no giveaways if alcohol promotional items of any kind in the special
occasion license areas.
Special occasion licensed premises are limited to a total of four signs referring fo
alcoholic beverages, brand names, or industry members that are affixed or hanging in
the windows and on the outside of the special occasion licensed premises that are
visible to the general public from the public right of way.
Brand advertising is allowed inside the special occasion license event area where
alcohol sales and consumption occur.

Issue Paper — Advertising CR102 1/13/10
Supplemental
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Comments Received on the Advertising Rulemaking

Industry Stakeholders:
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Noah Reondo — Clear Channel

Jeff Gombosky — Anheuser Busch

Shelley Sieveking — Anhueser Busch

Katie Jacoy — California Wine Institute

TK Bentler — Washington Brewers Guild & Washington Assoc of Neighbor Stores
John Morgan — Lost River Winery

Family Wineries of Washington

David E. Wojnar — DISCUS

Carolyn Louge — Washington Food Industry

Michael Transue — Washington Restaurant Association
John Guadnola - WBWWA

Jean Leonard — Washington Wine Institute

Joe Gilliam — NW Grocery

Lance Hastings — MillerCoors

Lance Miller — One Reel

Robert Townsend — Northwest Folklife

Beth Knox — Seafair

Phil Megenhardt — Bold Hot Productions

Fremont Chamber of Commerce

Bjorn Estlund — Culinary Arts Promotion Association & Festivals Inc.
Craig Cocke — Taste of Edmonds

Doris Kakie — Recreational Gaming Coalition

Prevention, Education, Health, and Law Enforcement Stakeholders:

Mary Segawa — TOGETHER

Jim Cooper — DASA

Jackie Bergonia — King County Prevention Program

Mark Ottoway — Kelso School District

Lyndie Case — Burlington Coalition

Earlyse Swift — RUaD

David A. Dickerson — MA, Director, DBHR

David H. Albert

Billie Rantala — Family Health Center, Community Outreach
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Michael Holmgren — CMAT/Americorps

Ann Penn-Charles — Drug, Alcohol & Tobacco Prevention Specialist

Naches Valley Middle/Intermediate School

Phillip A. Gonzales — Chair, Citizen’s Advisory Council on Alcoholism & Drug
Addiction

Enrique Arrendondo — owner of La Favorita Mercado in Granger, WA

Kathy Davis-Hayfield — General Manager of Tides Tavern in Gig Harbor, WA
Mervin Schneider - Asotin City Counsilor

Asotin-Anatone School District — Superintendent of Schools, Healthy Youth
Community Coalition, Jr-Sr High School Principal, Elementary School Principal,
teachers, and 5 community members ‘
Jim Borte — Port Angeles Healthy Youth Coalition

Dong Kim — Evergreen High School, Seattle

Cynthia Shurtleff, Washington Chapter of the American Academy of Pediatrics
Winnie Corral, South Everett Neighbor Center/Familias Unidas

Evergreen Health, Seattle

Dennis L. Smith — School Counselor/Prevention Coordinator

Ramona Leber — Former Mayor, City of Longview

Patty L. May — Prevention & Intervention, South Sound High School, Lacey
Angela McKinney — Prevention Specialist, Clark County

Prevention Specialist Certification Board of WA — Burlington, Kent, Whatcom
County, Arlington, Stevens County, Seatfle, and Spokane

Ann Brittain-Linenko — Northwest Chemical Dependency Professionals
Foothills Middle School, Wenatchee — Prevention Club (20 members)
Jennifer Leach — Longview School Board & Prevention & Youth Development
Harry J. Sharley — Senior Pastor, Yakima Seventh-day Adventist Church
Washington State Drug-Free Communities Coalition of Coalitions

Ann Tiley — Prevention Specialist and Parent

Jeff Soder — Youth Development Specialist

Jim Borte — Prevention Works, Clallam County

Anna Marie Dufault — Yakima County Community Mobilization

Sondra Storm — PREVENT! Coalition of Clark County

Alice M. Woldt — Washington Association of Churches

Marian Harrison — Snochomish County Health and Safety Network

Zoe Torres — Community Youth Services, Olympia

Michael Holmgren — Americorps Volunteer

Susan Mourning — Longview PD

David T. Alger — former Executive Director of Associated Ministries of
Tacoma/Pierce County

Kathy Taylor — Naches Valley Community Coalition to Reduce Underage
Drinking

Marjorie Bell — Skagit Community Mobilization Coordinator

Pat Mallonee — Mother, Early Childhood Specialist, Child Advocate

William James, Ph.D., CDP — Community Counseling Institute, Tacoma
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. Amy Carlson, CDP — Naches School District

Glenna Younkin — Orchard/Community SPF-SIG Coordinator, Wenatchee
Peggy Gutierrez — Prevention Specialist, Garfield County Human Services
Lynn Grotsky — Child Therapist, Thurston County

Sirena Elder — Big Brothers Big Sisters Mentoring Coordinator

Joe Huether — Columbia County Prevention Coordinator

Kelly Kerby — Chemical Dependency Professional

Michele Rastovich — Snohomish County Community Mobilization

Dixie Grunenfelder — Office of Superintendent of Public Instruction

Mary J. Cole — Registered Nurse, Lake Stevens

Cynthia Goodwin — Director, Department of Youth & Family Services, Mercer
Island

Cynthia Lee — Communities That Care, Mercer Island

Robert L. Birdsell, Assistant Principal, Huntington Middle School

April Carlson — Prevention and [ntervention Services

Mary Ellen de la Pena — Kitsap County Prevention Specialist

Thomas Breitenbauch — Parent, Hands Across the Bridge

Dr. Larry Swift — Executive Director, Washington State School Directors
Association :

Kali Alston — Volunteer, Longview Anti Drug Coalition

Jim Vollendroff — King County Mental Health

John Clement — King County Alcoholism & Substance Abuse

Officer Stephen Evitt — Wenatchee PD

Longview Anti-Drug Coalition

Orchard Middle School

Roger B. Tanquist — Teacher

Lauri Turkovsky — GLB Youth Support

Cindy Turpen — Community Service Officer, Longview PD

Rev. Greg Rickel — Retired Bishop of Olympia

Laurance R. Gleason — Spckane County Abuse Advisory Board
Washington State University — 2 Professors and 1 Asst Professor

Parents, Students, and Community Members:

L 2

White Swan Community — students, education and prevention, community
members, and business owners

188 Middle and High School students throughout the state of Washington
21 Parents and Grandparents

6 Community Members

Representative Ruth Kagi

Representative Cary Condotta



AMENDATORY SECTION (Amending WSR 98-18-097, filed 9/2/98, effective
10/3/98)

WAC 314-52-005 Purpose and appllcatlon of =zrules. (1)
{ (PrREAMBERE T The—ptrpose—of—this—titde—+s—+to)) The liguor control
board regulates alcohol advertising to promote public safetvy,
prevent the misuse of alcohol and reduce vouth exposure to alcohol
advertising and marketing. These rules provide reasonable
regulations as to the kind, character, size, and location of
advertising of ligquor, as authorized by RCW €6.08.060.

(2) No person engaged 1in business as a ((prodocers))
manufacturer, ({{bottiery)) importer, distributor, or retailer of
liquor( (, \_'u'__q_c:ptl_y o Jl.lld_;.J.C\_,tl_y, UL tlu.uugh oY aff:t_l.i.atc:, )) shall
publish or disseminate ((or—amsetolrepurtsted-or—dissemtrereed) )
in any media any advertisement of liquor, unless such advertisement
is in conformance with these rules/( (= Provided—Hat—tirese
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L}.J‘.DLJ_J_J\JULUJ_’ UL J_CLO.J_J_K:J_ \Jf J_J_LiLI.UL, uJ..LC‘L,L..Ly U .LJ.J.LLJ..J_CLJL,_L_\[, UL
throvwgireamr—=ffitiates) ) .

(3) The bhoard holds each {(produocery)) manufacturer,
{ (bottters)) importer, distributor, or retailer of liguor

responsible for complying with the advertising rules of the
Washington state liquor control board in any advertising material
placed by them or on their behalf by their agents. If desired,
advertlslng may be submitted prior to publication for an advisory
opinion by the ((advertistmy—coordimator—of—the)) Washington state
ligquor control board, but advisory opinions will be restricted to
advertising material submitted by ( {saridt Trrochresrs) )
manufacturers, ({(bottders;)) importers, distributors, or retailers
of liquor, or their agents,

{(4) Liguor advertising materials, defined as institutional or
educational advertising in WAC 314-52-015, intended for placement
in retail outlets of the Washington state liquor contrel board
shall be presented to the ((advertisimr—coordirsteor—of—tie))
Washington state ligquor control board for prior approval before
placement ( (= ?Luvidcd, frowever, Tt} ). A All other forms of
advertising approved and accepted by the board ( (acverttsing

cUmmittee—nﬂder—the—pr0visiens-wf—ﬁﬁ@-ﬁ&#-ﬁ%—eﬁe)) shall not be
prohibited under this rule,

[ 1] 0OTS5-2401.5



AMENDATORY SECTION (Amending WSR 98-18-097, filed 9/2/98, effective
10/3/98)

WAC 314-52-010 Mandatory statements. (1) Brand advertising
of spirituous liquor by any manufacturer shall contain the
following information:

{a}) The name and address of the manufacturer responsible for
its pubiication. (Street number may be cmitted.)

(b} A conspicucous statement of the class to which the product
belongs and the type {{therecf)) correspcnding with the statement
of class and type which is required by federal regulations to
appear on the label of the product.

(c) A statement of the alcoholic content

I, . Fad Jonm. | ] n . =
LT L UL UL U T e dilldl TIYUTUL oy Uil L L L4400y LU
> L — o a

distilled spirits shall be stated in ((percenrt—eagesby volumer—or—by
proof) ) percent alcoheol by volume.

{d) In the case of distilled spirits ((~+totler—tiarcordiatss
lJ._k.iu.t:u.J_D arrct Dycpialticb) 3 pIOdUC@d by blending or rectification,
if neutral spirits have been used in the production thereof, there
shall be stated the percentage of neutral spirits so used and the
name of the commodity from which such neutral spirits have been
distilled.

{e) In the case of neutral spirits or of gin produced by a
process of continuous distillaticn, there shall be stated the name
of the commodity from which such neutral spirits or gin has been
distilled.

{(2) Brand advertising of wine by any manufacturer or
distributor shall contain the following information:

{a) The name and address of the manufacturer or distributor
responsible for its publication. (Street number may bhe omitted.)

{(b) A conspicuous statement of the class, type or distinctive
designation to which the product belongs, corresponding with the
statement of class, type, or distinctive designation which is
required by federal regulation to appear on the label of the
product.

{3) Brand advertising of malt beverages by any manufacturer,
importer, or distributor shall contain the following information:

{a) The name and address of the manufacturer, importer or
distributor responsible for publication of the advertisement.
(Street number may be omitted.)

{b) A conspicuous statement of the class to which the product
belongs, corresponding to the statement of class which is required
by federal regulations tc appear on the label of the product.

F. P i 1 | ) 1 . i s N el | I e —] e I 1 u
((\‘1) AU UIRFL LG CULTLTINL UL DO CL . RO T T OUTIIOTED Wi UIRJIUOST
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AMENDATORY SECTTON (Amending Order 108, Resolution No. 117, filed
8/11/82)

WAC 314-52-015 General. (1) Institutional advertising shall
mean advertising which promotes company or brand name
identification, but does not directly solicit purchase or
consumption of ligquor. Educational advertising shall mean factual
information on liquer, its manufacture, history, consumption and
methods of ascertaining the quality of wvarious types of liguors

((smmﬂra3rGerman—wInes——French—cUgnats——Ur—other—cfassrftabie—types
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H—Anvy—=tatemenrt—or—iiiostratter—tdret) ) . All liguor

advertizsing on products sold in the state of Washington may not
contain any statement, picture, or illustration that:

(a) Is false or mlsleadlng ((iu qITY marteriat PaLtipulaL.

(2) nu_y DL,CI.L,CJ.I[CJ.J.L., LJJ.L,L,UJ_C, [WR N J‘.llubtJ.thJ._Uli W}.l.;.k,}.l) )_E_
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{c) Uses the Washington state liguor control board's seal or

17 1 1 11—
I T 1L LlUt IJT Al UL Al L TR UY d.llY

refers to Washington state liguor control board, except where
reguired by law;

(d) Represgents the use of liquor has curative or therapeutic
effects, if such statement is untrue ((tHr—eny particutars)) or

[ 3] OTS-2401.5



tends to create a misleading impression((+

to—Any statemert—picture;—ot Hustreatior—imptying—that) ) o

(e} Implies the consumption of liguor enhances athletic
prowess, or any statement, picture, or illustration ((referring))
that refers to any known athlete, 1f such statement, picture, or
ililustration implies, or if the reader may reasonably infer, that
the use of liquor contributed to ((swek)) anvy known athlete's
athletic achievements{(+

O —Any—dertctiorot) ) -

(f) Depicts a child or other person under legal age to consume
liquor ( (—any deptettorrof) ), or includes:

(i) Objects, such as toys or characters, ((suggestive—of))
suggesting the presence of a child, (({moxr)) or any other depiction
designed in any manner ((&s)) to be especially appealing to
children or other persons under legal age to consume liquor((+

Pk B S 1 Nd . 12 4 1 e : 1 |
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approved—talet) ) s or

(ii) Is designed in any manner that would be especially
appealing to children or other persons under twenty-one years of
age.

(g} Is targeted principally to minors by implying that the
consumption of alcoholic beverages is fashionable or the accepted
course of behavior for persons under twenty-one years of ade; oxr

(h} Uses subpliminal or similar techniques. "Subliminal or
similar technigues"™ as used in this section, refers to any device
or technigue that is used to convey, or attempts to convey, &
message to a person by means of images or sounds of a very brief
nature that cannot be perceived at a normal level of gwareness.

(2) If advertising claims the alcohcol product has a curative
or therapeutic effect or enhances health or performance, the
licensee must:

{a) Cite the name of the author and date of the research or

study supporting the claim: and
(b} Provide a copy of this research or study tc the board.

AMENDATORY SECTION (Amending Order 108, Resolution No. 117, filed
8/11/82)

WAC 314-52-030 Liquor advertising pzrohibited in school
publications. No ligquor advertising shall:

(1) Be carried in any publication connected or affiliated with
any elementary or secondary schools; ((mor—shait—any —TTguor

rdvertising) ) or
{2} Be connected with such schools ( (whernbrosdteastover—radic

A | L . I . . . (xnh} . . e y 1 J P .
T CELrevISTUITT TEOvVICTECy T IS EIrtutIUITS I auve r c s Titg, as
\] e, ul - Ta D oo 1 -4 | il F T I e 1 L] S LI ol S, P 1 .| W o :
et rITeTr T WA D T S 2 O T T, ey e Car rITdy I I o oa T auve I T IS TITY
L L L Lo e . .
COUTUEOITIE CULLT I TrPosTs To o Jet o) ) in any med:zia.

[ 4 ] QTS-2401.5



AMENDATORY SECTION (Amending WSR 98-18-097, filed 9/2/98, effective
10/3/98) :

WAC 314-52-040 Contests, competitive events, premiums and
eoupons. (1) Liquor advertisements may offer consumers premiums or
prizes, upon completion of any coupon, contest, or competitive
event, which may or may not require proof of purchase of the
advertised product((+)}. Provided, ((lowevers)) that:

(a) No one under twenty-one vyears of age is allowed to
participate, and no premiumsg, prizes, coupons, contests, or
competitive events are targeted to perscns under twentv—one vears
of age:

{b} Contests or sweepstakes that offer prizes or premiums to
consumers through a game of chance or random drawing, shall not
require proof of purchase, and must comply with the requirements of
RCW ( (946-020(141)) 2.46.0356 regarding ( {Fotteries—Zrdtprovidert
further—Fheat—T1o) ) gambling.

(2} Ligquor advertisements are prohibited by manufacturers,
importers, or distributors ((may)) that: ‘

(a) Offer any premium or prize redeemable through a Washington
state liquor store or any retail liquor outlet licensed by the
state of Washington, such as "instant"™ or "in-store" redeemable

offers;
{(b) Offer an "instant rebate" on either liguor or nonliguor

items; or

{c) Offer any premium redeemable through retail outlets
prohibited by the advancement ¢of "moneyv or monev's worth" from a
nonretail licensee to a retail licensee in chapter 66.28 RCW.

o {3) A retailer may have its own coupon offers, provided the
"after rebate™ price does not put the product below cost, and
provided there is no undue influence by a nonretail licensee, the
coupon_is at the retailer's free initiative and the retailer is
covering the entire cost.

AMENDATORY’SECTION‘(Amendlng'WSR 98-18-097, filed 9/2/98, effective
10/3/98)

WAC 314-52-070 Outdoor advertising. (1) "Outdoor
advertising” by manufacturers, importers, distributors, and retail
licensees for these purposes shall include all signs affixed or

hanging in the windows and on the outside of the premises visible
to the general public( (7 whetherpermarent—or—temporary)) from the

public right of way, advertising the sale and/or service of liquor
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govermed—as otherwise prroviced—hr—WAC—314—5 H3H—aswell—=3) ) .
excluding trade name and room name sSigns.

{2) The board limits each retail licensed premises to a total
of four signs referring to alcoholic beverages, brand names, o
manufacturers that are affixed or hanging in the windows and on the
cutside of the premises that are visible to the general public from
the public right of way. The board alsc limits the size of a sign
advertising alcohol, brand names, or manufacturers that are affixed
or hanging in the windows and on_the outside of the premises that
are visible to the general public from the public right of way to
sixteen hundred square inches.

"Sign" is defined as a board, poster, neon, or placard
displaved to advertise.

{(3) oOutdoor signs shall be designed, installed, and ((used—m
Framer— ot offerrsive—to——the—pubite;,——arnd—=hatt compty) ) in
compliance with all liquor advertising rules. These rules include,
but are not limited to:

(a} WAC 314-52-015( {ttr+which:

A e
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. 1 " . . . hi N |
Lo loadlilly L1l JITY lliduee L IdlpPal L I Wy s

P | I DL | L . . o d e i T | . o} Jo o i
VLL) [ S N N J 1 A N N W) 1Ty Pl B B S A EL S I i) Sy I LULET UL ITIdus e i dl Uil WINLGal

e P
PLUNNIULC S UVELUUITS UL L LULL,

PIE U W =1 e O PR A den . LI i s | 2 e ot ] .
VL L L) PRI T Lo ally o Ld LTI, LJ.LL.—L.LALﬁ, LTI Ul dU U, UTo 1L,

'U‘LEVJLL'C:, LW J_c;_.u_c:.bc:utatj_uu WllJ._'ull .;.D uud.;.guificd, U}Jbbﬁllc, J‘.l—lk}.chth,
or—tr—trad—taster) ) which contains advertising prohibitiens; and
() WAC 314-52-110( (1~ witiclt reguires et every

Al s O | . ). 1 1 17 ] ] 33 il
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appears o the—issued—ticernse)) which contains advertising

reguirements by a retail licensee.
({(3¥)) (4) Prior bhoard approval 1is not required before

installation and use of outdecor | (sigrs/))advertising; however,

outdoor [ {stgrss) )advertising ( (ftexetudimr—owtdoor—readerboard

LIS odyT o CLJ.IlJ/’U.L Jl.iltUJ.J'.U.L DJ.HllD Vib.‘l.l)lc thJ_Uu.':jh = WJI.lJ.dUW Uf [=3
premisesYy)) not in compliance with board rules will be reguired to
be altered or removed at the licensee's expense. If pricr approval
is desired, the licensee, applicant or their agent may submit
( (tIrree—coptes)) a_copy to the board ({advertising——oordimator))
for approval.

((t47)) {5) No outdoor advertising of liquor except _in
subsection (2) of this section, shall be placed {(tmwproximity—tov))
within five hundred feet o¢f schoeols, {(ckurches)) places of

worship, ((orptayfietds)) public playvgrounds, or athletic fields
used primarily by mincrs({7)) where the administrative body of said

schools, churches, ({prayfietdsT—object—to—suchplacerert—mor))
public plavarounds or athletic fields cbject to such placement, or
any place which the board in its discretion finds contrary to the
public interest. "Tourist Oriented Directional Signs" per RCW
47.36.320, are exempt from this requirement.

The five hundred foot distance for outdoor advertising is
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measured from the property line of the school, place of worship,
public playground or athletic field to the outdoor advertising.

AMENDATORY SECTION (Amending WSR 98-18-097, filed 9/2/98, effective
10/3/98)

WAC 314-52-085 Programs and program folders. Programs and
program folders, for the purpose of this section, shall mean
brochures for use at sporting arenas which have, as a part of their
operations, whether directly or indirectly, a retail licensed
premises. WNo manufacturer, importer, distributor, or their agent,
shall provide, without cost, directly or indirectly, programs or
program folders for retail licensees({(+—Providedt—iowever—F =t
:apt_u_t_;_ut__} arenas —as desceried abuvc, or—tireir dgcuta)), however:

(1) A premises holding a sports entertainment facility ligquor
license may accept bona fide liquor advertising from manufacturers,
importers, distributors or their agents, for publication in the

program or program folder of the { (sportirm—aremns: Frovided
frrther—That—soch) ) sports entertainment facility liquor licensee;
and

{2} Advertising is paid for by said manufacturer, importer,
distributor or their agent at the published advertising rate for
all program or program folder advertisers, including nonligquor

L 7, 1 ul LI | 1 1l 1o 1 . - 1 I |
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Hraltbituldl L dlll ol LTI UUUT U LT UL a1 UL U T CACTUO IR U ally
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AMENDATORY SECTION (Amending WSR 98-18-097, filed 9/2/98, effective
10/3/98)

WAC 314-52-090 Advertising sponsored -jointly by retailers and
manufacturers, importers, or distributors ((;prohibited)). (1) The
name of a retail licensee shall not appear in, or as a part of, or
supplementary to, any advertising of a manufacturer, importer or
distributor({+) ). _exceptL:

fa) To produce brochures and materials promoting tourism in
Washington_ state;

(b} A manufacturer, importer, or distributor may list on their
web sites information related to retailers who sell or promote
their products.
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{2) The brand name of liquor may appear in or as a part of
advertising by a retail licensee: Provided, ( (f=rt)) such
advertising is upon the retaill licensee's free initiative and no
moneys or moneys' worth has been offered {(theretaiiTicenses)) or

solicited as an inducement to secure such mention ((bv))} of any
manufacturer, importer, or | (dtstributeor-—or—their—agent;—or
sottortedtby—the—retaitt—ticernsee—or Iris—agents
e b W L i LA ) fald B aY ) i - | o | | . - . . | e .-
2 —REW— 66280t 0=ttt Iso—=sprIy —to—TJormrb—uvertIsIy
trsofer—as—1tt—is retevant) ) distributor's product.

(3) A professional sports team who holds a liguor license may
accept liquor advertisements from manufacturers, importers, or
distributors for use in sporits entertainment facilities and may
allow a manufacturer, importer, or distributor to use the name and
trademark of the professional sports team in their advertising and
promotions, if such advertising:

(a) Is paid for by the manufacturer, importer, or distributor
at reasonable fair market value; and

(bl Carries no express or implied offer by the manufacturer,
importer, or distributor on the part of the retail licensee to
stock or list any particular brand of liguer to the total or
partial exclusion of any other brand.

NEW SKECTION

WAC 314-52-097 Financial arrangements between sports
entertainment facility licensees and liqueor manufacturers,
importers, and distributors. I sports entertainment facility

licensee and affiliated business may enter into arrangements with
a manufacturer, importer, or distributor for brand advertising or
promotional events at the sports entertainment facility under the
following conditions:

(1) The facility has a capacity of five thousand or more;

(2} Entities required by WAC 314-12-030 placed on the sports
entertainment facility license due *to financial interest, may
receive advertising from ligquor manufacturers, importers, or
distributors;

(3) The advertising agreement under the provisions of this
section must be made by written agreement;

(4) The license must stock and offer for sale other
competitive brands of liquor in addition to those of the
advertising manufacturer, imporier, or distributor;

{5) The agreement may not contain credit or money's worth to
be provided by the manufacturer, importer, distributor, or sports
entertainment facility licensee;

{6) There will be no exclusicnary contracts between a sports
entertainment facility licensee and manufacturer, importer, or
distributor; and

(7) The advertising manufacturer, importer, or distributor may
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not exercise undue influence in any manner over the sports
entertainment facility licensee's liguor purchasing and sales
operations.

AMENDATORY SECTION (Amendlng'WSR 98-18-097, filed 9/2/98, effective
10/3/98)

WAC 314-52-110 Advertising by retail licensces. {1) Every
advertisement by a retail licensee shall carry the licensed trade
name or the registered franchise name cr the trademark name. The
term "trade name" shall be defined as the (({*tfcemrsed—trade))
name ({*})}) as it appears on the license issued to the licensee:
{ (Provided;—trowever—Fhat—suctr) )

{a) Words such as tavern, cafe, grocery, market, ({foodtstorer
food—cernrter;—detieatessern;) ) wine shop, ( (beer—rardor)) and other
similar words used to identify the type of business licensed, and
numbers used to identify chain licensees ({of—the—ame—trad=
mame) ), shall neither be required nor prohibited as part of the
trade name in advertisements( ( Arret }__JJ_uvidcd fu.J.tllCJ_, That) ).

(b) Advertisements by ((pultic)) a spirit, beer and wine
restaurant licensee((s)) may alsoc refer to cocktails, bar, lounge
and/cr the "room name." The term "room name" shall be defined as
the name of the room designated as the cocktail lounge and/or the
dining room {{ifItothraretrrtire—same—room)).

(2) No retail licensee shall offer for sale any ligquor for on
premises consumption under advertising slogans where the expressed
or implied meaning dis that a customer, in_ order to receive a
reduced price, would be reguired to purchase more than one drink at

a_ time, such as "two for the price of one," ((*two—for—onre
drimks ")) "buy one——get one free," or "two for $ ((—”—ﬁor—any
bJ’.lllJ’.lCl.L l_)h.l.clbc L DLUQQLI WhCJ_C L.ILU @AP.LCDD L LlllpL_LCk_,l ll!.CCI.J.lJ.J.lk_.j J_D
't}.“.l.clt cl L.-LlDtUlllCJ_ I _Lll UJ_L.I.L—_'.L tU LCL‘CL vz [=} J_CUL.LL»C\_L LJJ. J.k,C 7 WULIJ_\_A IJC
LCL:[L{J._J_C\_‘I tU PULLILQDC I = L.llall UL I L}.J_Jl.ll}& L l.iucl..lltj.t_y Uf lik:lu\_}.l. C«tt
omre—timer) ) LN

{(3) Beer, wine, or spirituous liguor shall not be advertised,
offered for sale, or sold by retail licensees at less than
acquisition cost. The provisions of this section shall not apply
to any sales made:

(a) For the purpcse of discontinuing the trade of anv product
or disposing of seasonal goods after the season has passed;

(b} When the goods are damaged or deteriorated in gquality, or
to the bona fide sgale of perishable goods to prevent logss to the
vendor by spoilade or depreciation provided notice is given to the
public:

{c) By an officer acting under the orders of any court; or

{d) In an endeavor to meet the prices of a competitor selling
the same article or product in the same locality or trade area and
in the ordinary channels of trade.
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{4} Specialty shops, wineries, breweries, and craft
distilleries acting as a retail licensee, providing free tastings
to the public, are prohibited from using any term that implies the
product is free in their advertising for such events.

AMENDATORY SECTICON (Amending WSR 98-18-097, filed 9/2/98, effective
10/3/98)

WAC 314-52-113 Brand signs and point-of-sale displays on
retail licensed premises. Manufacturers, importers or distributors
may furnish brand signs and point-of-sale material to retailers
under the following conditions:

(1} The brand signs and point-of-sale material shall have no
value to the retailer except as brand advertisement; such signs as
those ((which)) that provide illumination for cash registers, pool
tables, and other parts of the premises, have a functional value
and are not authorized. The brand signs and point-of-sale material
shall remain the property of, and be the responsibility of, the
manufacturers, importers or distributors.
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otirer—steh brand—advertising material for—disptay—=t—the potrnt—of
sete—

+3¥F)) Giant inflatabkles, such as inflated beer cans, bottles,
({enrimats+)) and banners may be provided as point-of-sale ((by

J.uauufcu..tuj.cLa, .Il.lll}_.)U.LtC.LD, or chistr ibutUJ_.::) } to retailers for
display purposes { {om et LJJ_UJ:J'-:‘J_t_y) ) inside the licensed
premises, provided the following conditions are met:

(a} ((&
cHsrtay—ttems

>} ) Novelty items as defined in WAC 314-52-080 are not
provided by manufacturers, importers, or distributors to customers
in conjunction with the display;

(b} Inflatables are not targeted or appeal principally to
youth; and

(¢} The display shall be removed if objected to by local
officials, or 1if the board( (, Hr—itts—cbseretitory ) ) finds it
contrary to the public interest.

{ (&7 Arrrirrart mEscots et ) (3 Costumed individuals
representing beer, wine, or liquor manufacturers may be provided as
point-of—sale ( (by mduufaL..tuJ_\:J_.:, J..llLJ:JUJ.t\:‘J.D, or—cHstr ibutUJ_,::) ) to
retailers for display and promotion purposes on their property,
provided the following conditicons are met:

(a) The costumed individual is limited to the manufacturer,
importer, distributor, or employee thereof and the costumed
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individual's activities on-premises are limited to socializing with
customers and not conducting any activity that the retail licensee
would cotherwise have to assign employees to;

3317 . —1 3 . Fadllnd 1 1 1 b LN W ad
(b) ((.t'l.!_J. Lolall 2 1ULEIIOTTS dlT O LU ITIeE Sy ter VHEPULUUITL U Y UL

stclt u‘u'.:aylcl_yb,

tcr)) Novelty items as defined in WAC 314-52-080 and
( {(frretoetry) ) the purchase of drinks, are not to be provided to
customers by the costumed individual in conjunction with such
displays;

({(tF)) [{c) The costumed individual must comply with the
regulations regarding lewd and obscene conduct (WAC ({33H4—1t6—125))
314-11-050) ;

(d) The costumed individual may not be targeted or appeal
principally to youth; and

(e) ((_LJ_ He—Proara—finds—it L.UIJ.LLGLJ( o e _]_Jublip J_J.ll._C,LC:DL_,

It—may—prUhIbit—the—usE—Uf—the“abwve-mentrwned—acttvrtres—)) The

board may prohibit the use of costumed individuals if the use is
contrary to the public interest.

AMENDATORY SECTION (Amending WSR 98-18-097, filed 9/2/98, effective
10/3/98)

WAC 314-52-115 Advertising by clubs--Signs. (1) Clubs shall
not engage in any form of soliciting or advertising which may be
construed as implying that the club operates a ((pubHe—spreits
beer—ard—wirre—restaurant)) premises((;——=tavers)) open to the
public, or that social functions at which club liquor may be
consumed, are open to the public((. Brervrictets Frowever;
CJ‘_J_L,U.lClJ_J..A_‘LJ.J.H MI.L‘..‘J.llL)\:J.DJ.l.;_LJ DLIGILL ,U.UL, L}C bUlLDJ._LLCJ_\:‘u I:l.uVCLL_.;.D.;.lU:j, Clllbl
whrere)}.  Clubs that provide lunch or dinner to the public{(+
‘t‘h‘l—S)) may ((uc aebvrerttsedh: Provichect J_u.LL_u':L, Suedr o.uVCJ_L.J..::J_ug))
advertise but must specify no liguor service is available.

{2) Clubs and/or their auxiliary organizations may advertise
social or other club events to their membership through the public
media under the following conditions: { (Provided;,—Such) )

{a) Advertising ({%fs)} must be clearly directed to their
membership only (({and) )}

(b) Advertising cannot be construed as implying that the
general public is welcome to attend({+

£ 3y e 'EN | e . K . 1 i) Ko . \) Ko . l
=N} AUV L L 1ToTIng L [ L5 AL UL LIS o i Ly o W ) L7y N1 To UL Platalldos

Pldbcd fU.L publj_\, ViCWJ:Ll\J D].J.CI.:IL:L bC \:JUVC_LIJ.’C:'J_ }J_y tllC }__J_[_L)V .LDJ._L)!JD "\_)f
subsectiomr(2—ofthts—ectiton-

) )i _and

(c) Advertising club functions with placards placed for public
viewing shall be governed by (a) and {(b) of this subsection.

{3) Advertising may be directed to the public generally in
connection with events of special public interest ((such—easFiag

= L .4 ' u km kol S I 1 . ) . d
Tayy MEMoTrTar Ody, VoULoIdlhs DAy O SUCIT OTHTr UL,L,q:;.Luua,)) under
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provisions set forth in WAC 314-40-080(3).

((+5r)) (4) A private club may hold a public membership
function as oubtlined in WAC 314-40-040{(6). The function must be
advertised as a membership drive.

(5) Clubs shall not advertise the events held with the nonclub
event endorsement per RCW 66.24.425(3).

(6) Clubs desiring to have radioc or television broadcasts
originating from their licensed premises may do so((%))
provided ( (+Hrat) ) o

(a) Such broadcasts consist only of entertainment or other
matter which is in the public interest and may not contain:

(i)_Any announcement of opening or closing hours({ (7))L

(ii} Any invitation to visit the club((y)): or

(iii) Any statement which may be construed as advertising ox
any implication that the club is operated as a public place.

(b) The only reference to the c¢lub during such broadcasis
shall be limited to a statement at the opening and closing of the
program as c¢riginating from the club guarters.

NEW SECTTION

WAC 314-52-120 Public and civic events. (1) Industry members
may sponsor public and civic events and provide the following:

(a) Signage with the industry members name or brand name of
their products; and

(b) Programs or flyers to be disseminated at the event.

(2) Acknowledgment of the sponsor, either by name, brand, or
both, is allowed in any media advertisement where the function
recognizes the sponsors of the event. The size of the alcohol
industry sponsor acknowledgment may not exceed the size of the
event namée.

{3) Inflatables are not allowed inside the event areas.

(4) There may be no giveaways of alcohol promotional items of
any kind to persons under twenty-one years of age at events held in
public areas including, but not limited to, street fairs, parks,
and government buildings.

(5) 1Industry members may not sponsor a special occasion
license at public and c¢ivic events. Money may nol be given
directly to the special occasion licensee, or employees thereof,
but industry members may provide the following advertising for a
gpecial occasion licensed event:

’ {(a) Signage with the industry members name or brand name of
their products;

{b) Media coverage of the event; and

{c) Programs or flyers to be disseminated at the event.

{6) Inflatables are not allocwed inside special occasion
license areas.

(7) There may be no giveaways of alcohol promotional items of

[ 12 ] 0TS5-24G1.5



any kind in special occasion license areas.

{8} The board limits each special occasion licensed premises
to a total of four signs referring to alcoholic beverages, brand
names, or manufacturers that are affixed or hanging in the windows
and on the outside of the special occasion licensed premises that
are visible to the general public from the public right of way.
The board also limits the size of a sign advertising alcochol, brand
names, or manufacturers that are affixed or hanging in the windows
and on the outside of the special occasion licensed premises that
are visible to the general public from the public right of way to
sixteen hundred square inches.

(9) Brand advertising is allowed inside the special occasion
license event area where alcohol sales and consumption occur.

REPEALER

The following sections of the Washington Administrative Code
are repealed:

WAC 314-52-020 Use of insignia or reference to
liguor control board prohibited—-
Exception.

WAC 314-52-114 Advertising by retail licensees,

offering for sale, or selling beer,
wine or spirituous liquor at less
than cost--Prohibited--Exceptions.
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Washington State
Liquor Control Board

Issue Paper

Internet Sales and Delivery

Date: January 13, 2010

Presented by:  Karen Rogers, Licensing Division

Description of the Issue

The purpose of this issue paper is to recommend that the Washington State
Liguor Control Board (WSLCB) proceed with final rule making to revise the
current rules regarding Internet Sales and Delivery.

Why is rule making necessary?

Grocery store and beer and wine specialty store licensees accept liquor orders
directly from consumers, and deliver liquor orders directly to consumers at their
residences and places of business. The WSLCB created rules that reflect these
current practices.

Public Comment
There were no comments at the public hearing held January 6, 2010. Two
comments were received prior to the public hearing.

R.Corbin Houchins, Attorney at Law.

Comment:

Does the time of delivery proposed in subsection (6) refer to the licensee’s time
(i.e., Pacific) or to the recipient’s time?

Response:

The recipient’s time.

Comment:

Is the regulation intended to apply only to deliveries in Washington?
Response:

No. The rule will apply to both in- and out-of-state deliveries, with the
understanding that other states may have applicable regulations of their own.
Comment:

Would the operator of a site with links to retailers be considered a third-party
service soliciting orders on a licensee’s behalf for the purposes of subdivision
(4)a)?

Response:

Yes, if the operator is anyone other than a licensee or a licensee’s direct
employee. The rule intends that a licensee will own the licensed business’s
website, and that a licensee or a licensee’s direct employee will operate the
website when accepting or processing orders or payments via the Internet. A
third-party service, such as PayPal, Merchant Account Services or Google
Checkout, may act as an intermediary to transmit payment, provided that such
third-party service does not accept or process orders and payments, or advertise
or otherwise solicit customer business on behalf of a licensee. A third-party
service may also create, program, and perform periodic maintenance of, a
licensee’s website.

CR 103 — Internet Sales and Delivery 1/13/10



Jessica Nguyen, Attorney - Cairncross & Hempelmann, P.S.

Comment:

If liguor purchased on the Internet is delivered to a hotel or condominium unit,
may the package with the liquor be left with the hotel concierge or condominium
management office?

Response:

Yes, a congcierge or a person employed in a management office may accept
delivery so long as that person is at least fwenty-one years old and does not
show signs of intoxication, and delivery occurs between 6:00a.m. and 2:00a.m.

What changes are proposed?

Creates Chapter 314-03 WAC — Allowed Activities. This chapter contains
activities that are permitted for some, but not all, (retail) license types.

New Section WAC 314-03-020 — Consumer orders, internet sales, and
delivery for grocery stores and beer and wine specialty shops.

Sets the requirements and conditions under which a grocery store or beer and
wine specialty shop licensee may accept liquor orders from, and deliver liquor
orders to, consumers. '
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Washington State
Liquor Control Board

Date: January 13, 2010

To: Sharon Foster, Board Chairman
Ruthann Kurcse, Board Member

From: Karen McCall, Agency Rules Coordinator

Copy: Pat Kohler, Administrative Director
Rick Garza, Deputy Administrator
Pat Parmer, Enforcement and Education Director
Alan Rathbun, Licensing and Regulation Director

Subject: Approval of final rulemaking (CR 103) for Internet Sales and Delivery.

At the Board meeting on January 13, 2010, the rules coordinator requests that the
Liguor Control Board approve final rulemaking {(CR 103) regarding new rules for internet
sales and delivery.

The Board was briefed on the rule making background, public comment, and agency
response for this rule making. An issue paper and text of rule changes are attached.

If approved, the Agency Rules Coordinator will send an explanation of the rule making
to all persons who submitted comments. After sending this explanation, the Rules
Coordinator will file the rules with the Office of the Code Reviser. The effective date of
the rules will be 31 days after filing.

_'//Approve Disapprove Qfﬂéﬁéw ’%EZ/?‘ -/ TRt 9

Sharon Foster, Chairman Date

\/Approve Disapprove W WZQ/ L/13 (2.0

Ruthann Kurose, Board Member Date

Attachment: Issue Paper
Rules .
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