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Editorial

Editorial Cartoon  Cam cardow, The Ottawa Citizen

Those looking for something 
to mock need look no further 
than the corner of 22nd and 

Spring streets in Oak Brook, Ill., 
today, where the American Fami-
ly Association has planned a press 
conference announcing its call for 
a boycott against McDonald’s. Not 
because of the food, but in protest 
of the fast food giant “throwing 
the full weight of their corpora-
tion to promoting the homosexu-
al agenda, including homosexual 
marriage.”

Yeah.
The AFA lambasts McDonald’s 

for failing to remain neutral in the 
culture wars, which is, of course, 
code for not agreeing with the 
group’s agenda. Among the restau-
rant’s offenses are promoting ben-
efits for domestic partnerships and 
earning a high score from the Hu-
man Rights Campaign, a promi-
nent LGBT lobbying group.

The association is specifical-
ly objecting to McDonald’s recent 
$20,000 donation to the National 
Gay and Lesbian Chamber of Com-
merce in Washington, D.C. That 
puts it squarely on the side of doz-
ens of corporate giants that have 

done the same including Kodak, 
UPS, Intel and amusingly, its big-
gest competitor, Burger King.

So why is the group going after 
Ronald McDonald instead of the 
King? It’s not clear, and the last 
thing we want to do is to accuse its 
members of not making sense.

But McDonald’s should be 
ashamed of itself for working with 
groups that encourage inclusive 
policies. It should know better con-
sidering it has 31,000 locations in 
119 countries serving more than 
45 million people a day. It has a 
responsibility to fall in line with 

a militant Christian group that 
blamed the Virginia Tech shooting 
on the lack of god (read: their God) 
in schools. Anything less would be 
an affront to basic business tactics 
of appealing to as many customers 
as possible.

Furthermore, the leaders of the 
association should be applauded 
for fighting the good fight against 
the evil Golden Arches.

And while they’re at it, they 
should try to force McDonald’s to 
get rid of the dollar double cheese-
burger too. That kind of value 
must be a sin.

Between the Iraq War, deniers of global 
warming, Guantanamo Bay detainees 
and pushy American tourists, the Unit-

ed States’s perception in the global com-
munity has hit a staggering low. So the last 
thing we need is for the world to know how 
vile our beer is.

Belgian company InBev bought Anheuser-
Busch, which brews nearly half of all U.S. 
beer, in a $52 billion deal. The European 
company announced its intentions to pro-
mote Budweiser internationally to the level 
of Coca-Cola. But Budweiser, like all other 
top American beers, is swill. Just look at our 
two most popular domestic brands – there’s 
Miller Lite, which tastes like pennies, and 
Bud Light, which tastes like bland pennies.

Our only hope is that InBev takes some 
mercy on the beer drinkers of the world. For 
example, they could put a stop to Anheus-
er-Busch’s practice of re-bottling expired 
batches of Budweiser as Natural Light. With-
out Natty Light, fraternities would turn to 
the next cheapest method of getting drunk: 
sucking on wet naps. 

In the best-case scenario, the purchase 
would bring European beer sensibilities 
to America. To find out what Belgian beer 
tastes like, go buy some Stella Artois. The 
first thing you’ll notice is that it doesn’t taste 
like pennies. It tastes like Euros.

Stella Artois is one of about 200 beers 
brewed by InBev. I’ve never tried the oth-
ers, but they’ve got to be good. For example, 
they make St. Pauli Girl, a brand that goes to 
the trouble of hiring Playboy Playmates as 
spokesmodels, then keeps them fully clothed 
in advertisements. That requires a lot of con-
fidence in their product. American beer com-
panies would have to hire two Playmates, so 
the first one would have somebody to make 
out with. 

So maybe, beer-wise, things will turn 
out okay. But that’s not the end of the story. 

InBev is also reportedly looking to unload 
Anheuser-Busch’s non-beer assets. This 
includes theme parks like Busch Gardens 
and SeaWorld. Can we really trust the Bel-
gian conglomerate to keep these parks’ best 
interests in mind? What about the employ-
ees? What if SeaWorld’s new ownership hires 
illegal Mexican killer whales to replace hard-
working American orcas? 

But ultimately it comes down to the beer, 
and the risk that Budweiser proliferation 
could actually hurt people. It’s already hap-
pening in Belgium where, within hours of the 
Anheuser-Busch sale, Prime Minister Yves 
Leterme offered to quit his post. This is for 
real. According to Belgian sources, Leterme 
“was upset about having a stupid name.” 

No, the excuse given was that Leterme 
couldn’t handle the ethnic tension between 
the Dutch-speaking Flemish and the French-
speaking Walloons. While I can’t prove that 
this potential governmental collapse is actu-
ally due to American beer, I can baldly assert 
so if I claim I am “speculating.” 

InBev’s purchase will topple world gov-
ernments and worse, slightly alter SeaWorld. 
That means the time to act is now. We have 
to buy back Anheuser-Busch by pooling our 
money, every beer-tasting penny of it. But if 
that doesn’t work, there’s always wet naps.

Scott is a third-year law student. He is a licensed 
supplier of Mexican killer whales.

We must save Bud, the whales
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