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The Sober Truth 
The only reasonable explanation for 
drinking Budweiser is to get drunk.

It’s certainly not for the taste.  
Johns Hopkins University study, 2013
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*****
Transcript: AB InBev Staff AA Meeting
Welcome to Alcoholics Anonymous!…
My name is Michel. I’m the CEO of AB 
Inbev, and I am a profitaholic.
   First, because alcohol is second only to 
tobacco as a cause of premature death, 
let’s all observe a moment of silence for 
all our customers who have passed on 
before realizing their full monetary value.

   Next, please all join me in the Serenity 
Prayer: “Grant me the serenity to accept the 
regulations I cannot change, the courage to 
change the ones I can, and the marketing 
studies to know the difference. Amen.”
   Now, allow me to review and comment 
briefly on the AB  Inbev 12 Step Program. 
Remember: Provided you follow these 12 
simple steps, you are guaranteed freedom 
from the profit-destroying addiction of 
listening to your conscience.
1. We admitted we were powerless and 
that our wives had become unmanageable. 
Granted, for most of the executives here, 
this probably refers to your ex-wives. 
2. We came to believe that a Power 
greater than monopolization could 
restore us to profitability. 
I am referring, of course, to the ill-fated 
takeover of SABMiller in 2015, which left 
us with a $106 billion debt hangover.



To get the takeover approved and manage 
the gigantic debt we took on, we had to sell 
off some the most profitable parts of the 
business, leaving some observers wondering 
if we were drunk when we did the deal.
3. We made a decision to turn our swill 
over to the gods of Marketing as we as we 
understood them.
God knows people aren’t buying this stuff 
for the taste! 
4. We made a searching and fearless 
inventory of our brands. 
Let’s face it, 630 different beer brands is a 
lot of labels to push, especially when most 
of them taste pretty much the same. 
5. We admitted to God, ourselves, and 
our stockholders the nature of our wrongs. 
The economic cost of alcoholism exceeds 
$100 billion annually in the U.S. alone, and 
an estimated 100 million people worldwide 
have an alcohol use disorder, or AUD. 
(Coincidentally, AUD also stands for the 
Aussie dollar, one of our most profitable 
markets until the stupid regulators made us 
sell our Australian business to Asahi.) 
6. We were ready to have our lawyers 
contest all these defects of monopoly.
While we may own 4 of the 5 most valuable 
beer brands, with only 30% of the global 
beer market, AB Inbev is far from a being a 
monopoly. Get back to us when it’s 100%.
7. We humbly asked God to remove our 
competitors.
Especially those pesky little independent 
craft breweries in the U.S. market. While all 
9,118 of them only produced 5% of the 
roughly 15 billion gallons that we churn out 
annually, the little bastards are catching up 
faster than Bluto at a beer pong party.
8. We made a list of all persons who had 
harmed us, and became willing to get 
revenge on them all.

This especially goes for the terrorist who 
started the online rumor about the Corona 
virus having something to do with the beer. 
(Of course, the Covid lockdowns them-
selves were a huge boon to the alcohol biz.)
9. We sought revenge on such people 
wherever possible, except when to do so 
would require admitting culpability.
Believe me, if we ever track down the idiot 
who started the online rumor claiming that 
we water down our beers, or that an ex-
employee admitted to peeing in a Budweiser 
beer tank for over 12 years, we’ll give them 
a free shot or two…Sure, IPA lot when I 
drink beer (hehe) but we do not water down 
or pee in our beers! (They just taste that way.)
10. We continued to take personal 
inventory and when wrong promptly 
passed the buck to somebody else.
Clearly, the $6 billion the industry spends 
annually on advertising, for example, has 
no effect whatever on underage drinking. 
11. We sought through prayer and 
meditation to improve our contact with 
the Consumer as we understood Him.
Research shows that underage drinkers 
consume about 7.5% of all alcohol sold, so 
it is imperative that the industry focus more 
of its advertising budget on the all-important 
and ever-growing youth market.
12. Having had a financial awakening, we 
tried to carry this message to the public, 
by increasing our already exorbitant 
advertising budget.
We may own the top two brands that college 
students like to get shit-faced on (Corona 
and Bud Light), but regrettably, only one in 
7 high school seniors binge drink. Clearly, 
we need to expand our promotion of Bud 
pong, tailgate parties, and other fun stuff. 
   In closing: For all you do, this Bud’s for 
you!… Bottoms up to the bottom line! ◾


