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IN THE UNITED STATES DISTRICT COURT 
FOR THE WESTERN DISTRICT OF WISCONSIN 

______________________________________________________________________________ 
 

MILLERCOORS, LLC, )  
  ) 
 Plaintiff, )  
  )  
v.  )  Case No. 19-cv-218-WMC 
  ) 
ANHEUSER-BUSCH COMPANIES, LLC, ) 
  ) 
 Defendant. ) 
 

 
Declaration of Andrew R. Goeler 

 
 
 

1. My name is Andrew R. Goeler.  I am currently the Vice President for Bud Light.  

As an employee, representative, and senior executive of Anheuser-Busch (“A-B”), I have 

become familiar with material aspects of the beer industry.  I have almost 40 years of experience 

working at A-B.  I am familiar with the events described in this Declaration either by personal 

experience or personal review of the documents referenced in this Declaration.   

2. I have worked for A-B in sales and marketing since 1980.  From 1980 to 1985, I 

worked for an A-B owned distributor as a sales representative and brand coordinator.  In 1985, I 

began working at the A-B headquarters in St. Louis, Missouri as a Manager of Advertising, 

where I developed programming and advertising plans for 12 company owned distributorships.  

From 1986-1987, I was the Executive Assistant for the Office of President responsible for 

coordinating communications for the Office of President.  In 1988, I returned to marketing and 

sales for company owned distributorships.  I developed regional marketing programming and 

managed and led a sales group of 80 employees.  In 1991, I returned to A-B Headquarters as the 

Manager, Geographic Marketing, where I developed geographic marketing programs for critical 
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mass metro areas.   

3. In 1994, I became the Bud Light Brand Manager.  In that role, I developed 

national brand programming for Bud Light.  Two years later, in 1996, I was promoted to Bud 

Light Director, where I led Bud Light national marketing activities.  I was the Bud Light Director 

for four years.  I then became the Budweiser Director and, in that role, led Budweiser’s national 

marketing activities.   

4. In 2005, I moved into A-B’s craft brewing area, where I served as the Vice 

President, Import and Craft and Specialty Group.  I later became the CEO of Goose Island 

Brewery; and the Chief Marketing Director for the High End Division.  In those roles, I created, 

developed, and led A-B’s initial High End group; led Goose Island Brewery through national 

expansion; and worked on marketing plans for 10 craft breweries.   

5. In 2017, I returned to Bud Light as Vice President, leading Bud Light’s national 

marketing activities, which I continue to do today.  In this role, I manage and am personally 

involved with advertising, marketing, and packaging for Bud Light, including the advertisements 

that are at issue in MillerCoors’ motion.  Over my almost 40 years of working at A-B, I have 

gained extensive knowledge of nearly every aspect of the beer industry.  As part of my job, I 

keep up to date on our competitors, including their marketing and communications to the public.     

6. Bud Light is the best-selling beer in the United States, followed by Coors Light 

and Miller Lite.  Bud Light is a light American lager, and is lower in calories and carbohydrates 

as compared to A-B’s original lager beer, Budweiser.  A-B has brewed and sold Bud Light since 

1982.   

7. After I returned to Bud Light in 2017, I began considering new marketing ideas.  I 

brought my team to the St. Louis brewery to see how Bud Light is brewed from start to finish.  
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While I had seen these processes before, I looked at them with new eyes as I was considering 

what made Bud Light different from other light lager beers and allowed it to achieve its crisp, 

clean taste.  

8. During our visit, we were shown the four essential ingredients used to make Bud 

Light – rice, hops, barley, and water.  We held each of the ingredients in our hands.  We saw 

each step of the brewing process.  I was amazed by the meticulousness of the brewing process 

and the attention to quality and detail. 

9. My team and I were inspired by what we had seen during our trip, and wanted to 

use it as inspiration to tell consumers why they should choose Bud Light.  We knew that 

consumers were demanding more transparency.  They also told us that they were interested in 

knowing what was in Bud Light and what was not in Bud Light.  Consumers noticed that Bud 

Light has a few simple, ingredients while other beers used corn syrup or dextrose.   

10.  Since before 2016, and during this same time, Miller Lite was aggressively 

running comparative advertising, claiming that Miller Lite has “more taste” than Bud Light.  I 

reviewed MillerCoors’ official website and saw that MillerCoors listed corn syrup as an 

ingredient of Miller Lite.  I also saw that Coors Light used corn syrup as an ingredient.  Bud 

Light, in contrast, did not.    

11.  Below is an example of MillerCoors’ competitive advertising.  It is a comparison 

between Miller Lite and Bud Light, tweeted on February 2 and 3, 2019: 

Case: 3:19-cv-00218-wmc   Document #: 31   Filed: 04/18/19   Page 3 of 16



4 
 

   

12.   Bud Light had already listed ingredients on its website and listed other 

nutritional information on its packaging.  In 2012, A-B was the first major brewer to list its 

ingredients on its website.  However, as part of the Beer Institute’s Voluntary Disclosure 

Initiative, both A-B and MillerCoors agreed to do this for all products by the end of 2020.  As 

part of our commitment to transparency, we decided to change our Bud Light packaging to 

include a list of ingredients and per serving information on calories, carbohydrates, fat, and 

protein.  While nearly every other food product category in the grocery stores lists their 

ingredients on their packaging, the alcohol industry did not.          

13. Bud Light’s advertisements and packaging do not say anything negative about 

corn syrup.  Bud Light makes no health or safety claims in its advertising and never says that 

corn syrup is harmful to human health.  In fact, A-B uses corn syrup in some of its other 

products, including Natural Light and Busch Light, and discloses this on its website.  

14. The fact that MillerCoors uses corn syrup to make Miller Lite and Coors Light is 

also publicly known.   

15. MillerCoors listed “corn syrup” as an “ingredient” of Coors Light on its website 

as of June 20151:   

                                                 
1 http://www.millercoors.com/Our-Beers/Great-Beers.aspx (June 24, 2015)  
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16. MillerCoors also listed “corn syrup” as an “ingredient” of Miller Lite2: 

 

17. In addition, on the part of MillerCoors’ website listing ingredients for all beers, it 

identified “corn syrup” as an “ingredient” for both beers:   

 

 

                                                 
 
2 Id. 
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18. Even today, MillerCoors’ website identifies on one webpage (without 

qualification or further explanation) “corn syrup” as an “ingredient” in Coors Light3: 

 

19. The same is true for Miller Lite4: 

 

   

20. During Super Bowl LIII, MillerCoors’ Chief Public Affairs and Communications 

Officer Pete Marino posted on Twitter that MillerCoors “use[s]” corn syrup: 

                                                 
3 https://www.millercoors.com/beers/great-beers/coors-light 
 
4 https://www.millercoors.com/beers/great-beers/miller-lite 
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21. On the night of the Super Bowl, Miller Lite posted the following on Twitter in 

response to a corn-related tweet from a corn farmer: 

 

22. On February 4, 2019, MillerCoors posted on Twitter that it was “proud of our 

beers” and “we’re happy to have this fight any day of the week”: 
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23. Two days after the Super Bowl, MillerCoors took out a full-page ad in The New 

York Times, in which it wrote a letter to “Beer Drinkers of America.”5  In this ad, MillerCoors 

stated, among other things, that “Miller Lite is indeed brewed with ‘corn syrup.’  We’d like to 

thank our competitors for taking the time and money to point out this exciting fact to such a 

large, national audience not once, but twice.”  MillerCoors went on to state, “We should mention 

that a majority of American beer drinkers agree that Miller Lite has more taste than Bud Light.  

So, when we say Miller Lite has great taste, it’s not puffery.  It, like the ‘corn syrup,’ is a fact.”  

Miller Lite went on to clarify, “To be clear, ‘corn syrup’ is a normal part of the brewing 

process….”   

24. In this same letter, MillerCoors stated, “You see, the ‘corn syrup’ … helps make 

Miller Lite taste so great.”   

25. In addition, MillerCoors responded on Miller Lite’s Twitter feed as follows:  

 2/4/19 Post: 

 

 2/7/19 Post: 

                                                 
5 A copy of MillerCoors’ February 5, 2019 letter in the New York Times can be found at 
https://www.campaignlive.com/article/millercoors-responds-bud-light-full-page-ny-times-ad/1524845. 
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 3/21/19 Post: 

 

 3/25/19 Post: 

 

26. On February 6, 2019, Coors Light posted: 
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27.  Following the Super Bowl, on February 4, 2019, Beer Business Daily reported 

that  a “MillerCoors’ spokesman told [the reporter] privately that they were actually excited that 

AB opened the door to the [ingredient] conversation.”  

28. This contrasts with what was reported in Beer Business Daily the next day, 

February 5, 2019, which stated that “[o]ne source reveals that #corngater or whatever you want 

to call it has been a long-known blind spot for Miller Lite and Coors Light.  Certain MC 

employees had raised the issue in the company as a potential liability several years ago, and now 

there’s not much MillerCoors can do about it as all their breweries are plumbed for corn 

syrup.…”  

29. In the February 5, 2019 ad in the New York Times, MillerCoors “thanked” Bud 

Light for “starting this conversation on such a big stage.”  

30. Gavin Hattersly, MillerCoors’ CEO, called the advertisements a “gift” in a 

February 13, 2019 article in the Milwaukee Business Journal, stating: “‘Anheuser-Busch could 
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not have handled it as a better gift if they tried harder,’ [Hattersly] said. ‘Our distributors are 

proud.  They are fiercely competitive and they like nothing more than a good fight.’”6   

31. Adam Collins, MillerCoors’ Vice President of Communications and Community 

Affairs, also posted the following on his Twitter feed (3/8/2019 Post): 

 

 32. Similar posts have been made by MillerCoors on its Twitter feed, including two 

posts on March 8, 2019 and another post on March 11, 2019:  

 

                                                 
6 https://www.bizjournals.com/milwaukee/news/2019/02/13/millercoors‐ceo‐calls‐bud‐light‐cornsyrupad‐a.html  
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 3/8/19 Post: 

 

 

 

 

 

 

 

 

 

 

 

 3/8/19 Post: 
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 3/11/19 Post: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 33. I understand that MillerCoors cites to reported statements made by me post-Super 

Bowl LIII to support its motion for preliminary injunction.   

 34. MillerCoors refers to a February 7, 2019 Beer Business Daily article titled, 

“Surprising Draft Stats from Super Bowl ’19,” and in particular the section titled, “A-B’s Andy 

Goeler on Distributor Tour to Explain #Cornberate.”  The publication includes a few sentences 

about things that were reported that I said, but provides no context or quotes of my remarks. 

 35. MillerCoors refers to an interview that I gave to Mike Pomranz from Food & 

Wine Magazine, portions of which were published in an article titled, “Bud Light Is ‘Very 

Happy’ With All the Corn Syrup Controversy.”  A complete copy of this article is attached as 
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Ex. 1 and can also be found at https://www.foodandwine.com/beer/bud-light-corn-syrup-andy-

goeler-interview.  MillerCoors claims to quote statements made by me in the article, but those 

statements are incomplete and again taken out of context. 

 First, MillerCoors asserts that in the interview, I “‘stated that AB’s research showed that 

corn syrup is an ‘ingredient[] [consumers] preferred not to consume if they didn’t have 

to.’”   

o Mr. Pomranz’s actual question was, “What is wrong with corn syrup?”     

o My full response to this question was, “People started to react to corn 

syrup, they started to react to no preservatives, and they started to react 

to no artificial flavors.  These are things that consumers on their own 

had perceptions – for whatever reason – that these were ingredients 

they preferred not to consume if they didn’t have to.  So it was pretty 

clear to us what to highlight.  If you look at our packaging, we 

highlight all three of those.  No corn syrup.  No artificial flavors.  No 

preservatives.  It was purely driven by consumer desire.”  Ex. 1, p. 2.   

 Second, MillerCoors claims that I “added that ‘some consumers – for their 

own personal reasons – have concluded that they prefer not putting something 

like corn syrup, if they had a choice, into their body.’” 

o Mr. Pomranz’s actual question was, “But for these ads, you decided to 

focus on corn syrup instead of no preservatives or things like that.  

Why do you think consumers see corn syrup as something they don’t 

want?”   

o  My full response as reported to this question was, “I think it’s 
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probably an ingredient that some prefer not to consume is the simple 

answer...  So consumers are the ones that are saying, “Wow, I prefer 

not putting preservatives [in my beer].”…  Some people don’t care.  

They’re fine with it, but some consumers – for their own personal 

reasons – have concluded that they prefer not putting something like 

corn syrup, if they had a choice, into their body.”  Ex. 1, p. 3.  

 36. Finally, MillerCoors references an interview I gave to the Milwaukee Business 

Journal, where MillerCoors claims I “announced that his company will ‘continue to run the 

current [Campaign] until it starts to reach a certain level of saturation.’”  A full copy of the 

Milwaukee Business Journal article is attached as Ex. 2.   

 This statement came in response to the question, “What is the future of the corn 

syrup ads on television?”  Id., p. 5.   

 My complete response was, “We will continue to run content focusing on 

ingredient transparency.  We’ll continue to run the current content until it starts to 

reach a certain level of saturation.  We think it has a ways to go.  Once it reaches 

that, like we do all the time, we’ll start putting new pieces of content in.  That’s an 

ongoing piece of managing the brand.”  Id. 

 37. Following the Super Bowl, in a February 4, 2019 entry on its corporate blog, 

Miller Coors referenced that high fructose corn syrup (also called HFCS) was “Public Health 

Enemy No. 1.”7   

 

 

                                                 
7 https://www.millercoorsblog.com/news/about-those-bud-light-ads/ 
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