
MEDIA RELATIONS 
C 

I. Background 

The third quarter of 1986 brought the issue of environmental 

tobacco smoke to the forefront with the publication of the 

National Academy of Science and Surgeon General's Reports. These 

reports created media attention at levels unprecedented in recent 

years, This carried over well into the first quarter of 1987, 

and still continues, though at a reduced level, Some press 

accounts now report ETS as though increased risk has been 

established without doubt, 

In 1987, it is estimated that the media relations team will 

participate in over 600 broadcast interviews, 1,500 print 

interviews, fill over 4,000 information requests from the public 

and the media, make personal contact with over 1,000 journalists, 

and conduct 250 interviews with consulting experts. 

11. Assumptions 

o As a result of a more aggressive approach, The Institute is 

seen as a reliable source and credible newsmaking organization by 

an increasing number of journalists, Many national and local 

media outlets make efforts to include The Institute's views for 



balance. Maintaining, and in fact increasing, thia momentum will 
', 

remain of paramount importance in the upcoming year, 

o The media continues to be interested in tobacco-related 

issues and legislative activity. Congressional and national 

level activity combined with distinct occurrences (e.g. Beverly 

Hills restaurant ban) make the national news. Anti-smokers show 

no signs of abating attacks of the industry at local levels. The 

. Institute must continue to take a leading and aggressive role as 

a source of information and experts to put such events in 

perspective in addition to providing substantiated opposition. 

o There is no reason to suspect that current trends in media 

6 coverage of ongoing issues will cease, but it is evolving. 

Specifically: 

1 1) Environmental tobacco smoke (ETS) coverage has, to a 

large extent, shifted from being covered predominantly on a 

national level, to being raised at local levels in the 

context of political battles and consideration of smoking 

restrictions. The exception to this is announcements of 

I "new findings" or major statements by leaders in the 

anti-smoking community, 

d I -- Virtually all surges in the level of major coverage 
UI f r  

of ETS science are tied to specific anti-smoking initiatives 
0 P 
N 

(e.g. New York Public Health Council, National Academy of 0 



Sciences, and Surgeon General's report) , There is littLe or 

no independent reporting on ETS science. 

-- Media interest in smoking restrictions is bolstered 
immediately following coverage of an ETS development, In 

the wake of such stories, attention given to relatively 

minor happenings (e.g. Cambridge smoking restrictions) 

receive a higher amount of coverage, 

2 )  Continued press activity will track tobacco excise 

taxes (statelfederal levels) and proposals to censor the 

industry's speech. On both issues., our political and press 

strategies of incorporating coalition members and allies 

work well, and should continue to be emphasized along with 

industry viewpoints. Broadening the base of support is 

often a successful press strategy. 

o Industry positions are generally strong and compelling. 

Allies and expert consultants have assisted. in gaining a great 

deal of ground. Increasing utilization of both resources through 

carefully planned, aggressive media strategies is the challenge. 

1)  As we have seen in the past, the staging of preemptive 

media activities works well, and allows greater latitude to UI 
0 

frame our message while weakening that of the opposition. CR 
in 
4 

One example of this which clearly stands out was the P 
P 



pre-emption by The Institute of the NAS' call for banning 

smoking on airlines. 

2) Through staff visits, consultant appearances, and the 

sending of reinforcing materials to all levels 'of media 

nationwide, we continue to develop a base of contacts and 

information, As the level of awareness rises, skepticism 

decreases, and visibility of the industry's views increases, 
, 

3) Satellite transmissions to deliver information to 

electronic media have become analogous to messenger dispatch 

of news releases to newspapers, Amid clutter, the content 

of both must be news - or feature writing. TI has had 

successful experience in the satellite medium, and, by 

expanding its use can counter the numerical superiority of 

grass-roots opposition. 

111. Objective 

To encourage fairer coverage and editorial balance of key tobacco 

issues in the media. 



IV .  Strategies, Goals and Tactics 
. . 

Strategy I: Increase levels of media outreach activities, 

2 counter-attack, and offensive press strategies 

Goals and Tactics: 

1) Keep the Institute in the driver's seat through 

speakers' availability and, to the extent possible, 

knowledge of anti-smoking announcements before the fact. 

Working closely with the TI Information Center, refine and 

improve the cont.inuing program to monitor anti-smoking 

research and activities. ' Using this information, develop 

press strategies to counteract publication or announcements 

whenever possible. 

a) Conduct preemptive media conferences or in-person 

media damage control operations. 2 

b) Alert the media to TI availability and position 

via national and/or local wire services. 2 

C) Distribute position papers, press releases and 

2 other materials, 

d) Produce TV and radio satellite packages for 

targeted or blanket feeds. 2 





e) Use satellite sequential interviews to make 

experts or TI representative available to press. 1 

2) Raise the high level of grass-roots contact through 

targeted mailings and issue c'ampaigns. Specifically, 

conduct no fewer than three such mailings each quarter. 

a) Conduct mass-scale "FYI" and Tobacco Update 

distribution of favorable clippings, tra,nscripts, 

editorials, statements, etc, to targeted national and 

grass-roots reporters. 

b) Incorporate speakers' new media contacts into 

target lists. 1 

c) Bring the capability for such mailings in-house; 1 

updateirefine various target lists on a quarterly 

basis, 

d) Increase dissemination of materials and contacts 

with appropriate trade publications, allied and 

industry supplier's trade journals. 2 

e) Continue to promote "Prohibition: Lessons from 

the Past" video, showing anti-smokers as new-era 

prohibitionists. 



'-7, hd * 
3) Use media t r a d e  publ icat ion adve r t i s ing  t o  inc rease  

awareness of and demand f o r  T I  speakers. '  Place a t  l e a s t  r+ . 
' C  ' .  

i '  one ad promoting the  media teams' a v a i l a b i l i t y  i n  Edi tor  and - '. 
Publisher and Broadcasting magazines each s i x  months, \: . 

1 
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4 )  Improve developnent of  more thorough con tac t s  wi th  t h e  

n a t i o n a l  media r ep resen ta t ives  i n  Washington, D.C. 2 , \.- 

t h e  cu r ren t  systemat ic  approach by: . 
pJ ;k? 

COPY '! 
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\ L )  

a)  Continuing t o  r e f i n e  t h e  t a r g e t  l i s t  of key, .. 
'J ' 

\ I 

i n f l u e n t i a l  r epo r t e r s  based i n  Washington, with 
, 

designat ion of s p e c i f i c  i s sues  of  i n t e r e s t  t o  each 

ind iv idua l .  1 

b) In coordinat ion with t h e  i s sues  managers, 

determining which i ssues  should be handled each month, 

and meeting with  no fewer than 10 designated r epor t e r s  

per  month. 1 

c)  Providing a continuous feed of information ( a t  

l e a s t  one follow-up package per month) on sub jec t s  o f  

i n t e r e s t .  1 

5)  A: l e a s t  once per qua r t e r ,  schedule and promote a 

news-making event,  u t i l i z i n g  s a t e l l i t e  transmissions and 



third party allies wherever possible to garner the most 

possible exposure. possibilities include : 

a) ETS surveys using the Portable Air Sampling System 

(PASS) 'units ; 

b) Polls of public attitudes on tobacco-related 

issues ; 

c) Coalition groups speaking out on key issues; and 

d) Press breakfasts on topical  concerns, 

Strategy 11: Expand the "Truth Squad" (third-party experts) 

approach in the management of the ETS issue, while broadening the . 

issue to that of indoor air quality. 2 

I wa1s and Tactics: 

1)  Redirect the press to questions left unanswered by 

anti- smokers and ETS research. 

a) Using media trade publications, advertise "The 10 

Questions Anti-Smokers Don't Want You to Ask." 

b) Use these questions to focus press queries about 

TI'S position. 



2) Continue to promote the indoor air quality issue, 

a) Based on current success, more frequently schedule 

media tours, by third parties, scientific, and 

technical experts. Schedule at least three tours per 

month. 

( 1 )  Two scientists will be promoted by a PR agency 

and travel independently of TI, and 
/' 

(2) Continue to utilize at least one ETS expert 

who will accompany a TI speaker. 

b) In mailings to and conversations with the media, 

include studies and facts which show ETS to be a signal, 

not the cause, of poor indoor air quality, 

c) Increase exposure of scientists via satellite 

deliveries. Plan and promote' at least one 

"progressive dinner," obtaining State Activities 

Division advice in determining what media market would 

be most appropriate each quarter. 

d) In conjunction with legislative appearances of 

scientific witnesses, determine on a case-by-case basis, 

the advisability of promoting these witnesses to the 

media, 



Strategy 111: Improve t h e  management and coordinat ion of media 
I 

r e l a t i o n s  e f f o r t s .  

Goals and Tactics! 
. 

1 )  Improve cu r ren t ly  s a t i s f a c t o r y  coordinat ion among 

Public Affa i r s  i s sue  managers, and Federal  Relat ions  and 

S t a t e  A c t i v i t i e s  personnel,  t o  provide fo r  t h e  bes t  

s t r a t e g i c  planning aa wel l  as t h e  most thoughtful  and 

advantageous pos i t ions  taken with the  media. 

a) Insure maintenance of c l e a r l y  desisnated c learance  

points  f o r  m a t e r i a l s ,  quest ions  and/or new developments 

on i ssues .  Develop "checkl is t"  t o  be used when such an 
1 occasion a r i s e s .  

b) Assure a meeting between t h e  d i r e c t o r  of  media 

r e l a t i o n s  and designated r ep resen ta t ives  from t h e  o the r  

d iv i s ions  no l e s s  than once a month, t o  determine and 

review a c t i v i t i e s  i n  l i g h t  of developments, 1 

2) For key i s s u e s ,  keep up t o  d a t e ,  i n  concer t  with i s s u e  

managers and appropria te  other  s t a f f ,  agenda poin ts  f o r  

speakers '  use with t h e  media. 2 



3) Raise the  standard of q u a l i t y  of t h e  media team's 
. 2  a c t i v i t i e s ,  and a s ses s  improvement on a regular  basis .  

a) In addi t ion  t o  d a i l y  s c r u t i n y ,  conduct, a t  l e a s t  

once a  month, a  comprehensive review sess ion  among t h e  

media r e l a t i o n s  team of video tapes  and newspaper 

c l i p s .  1 

b) Begin sending, each qua r t e r ,  v ideo taper  of 

speaker performances t o  an ou t s ide  media consul tan t  f o r  

ifidependent evaluat ion and exper t  commentary, 1 

C) Regularize each six-months, a  video taped review 

sess ion  between .each media team member and the  Public 

Af fa i r s  Division i s sue  managers, 2 

4) Continue "walk and shoot" planning -- combining long- 

range s t r a t e g i c  e f f o r t s  with d e t a i l e d  mapping of  a l l  team 

a c t i v i t i e s .  This w i l l  include:  

a) Advance t a rge t ing  of l oca t ions  f o r  media a c t i v i t y  

with Sta t e  A c t i v i t i e s .  

( 1 )  Gain advance approval ( a t  l e a s t  two months i n  

advance) f o r  media tours  by t r a v e l i n g  speakers and 

consul tan ts .  



(2 )  ~ e - c l e a r  a c t i v i t y  no l a t e r  than two weeks 

p r i o r  t o  depar ture .  No media meetings w i l l  be s e t  

up with out  t h i s  l a t e r  c learance by Regional Vice 

President.  

(3)  For ind iv idua l  media o r  speaking engagements, 

gain  approval from Regional Vice President  p r i o r  t o  

acceptance. 

( 4 )  Document a l l  such coordinat ion,  , . +  9 - . - 
~ fi 

b) Select ion of the  appropr ia te  s o l o  consul tan t  o r  

speaker /consul tant  team f o r  each media market, 

c) Monthly meetings of media team t o  designate  t h e  

market assignments a s  appropria te .  

d )  Two-month calendar planning of s p e c i f i c  media tou r s  

with consul tan ts ,  speakers t  media contac t  t o u r s ,  

consul tants  who do media work without a  T I  

represen ta t ive  schedule,  and o ther  t r a v e l  plans.  The 

two month planning f o r  each t r ave l ing  speaker w i l l  

include : 

( 1 )  A minimum of two t r a v e l  days per  week, o r  t he  

equivalent  on a  monthly b a s i s ;  



(2)  A minimum of one c o n s u l t a n t / a l l y  in terview t o u r  

per month i n  a major media market; 

(3) A minimum of one two-day major market media 

contact  tour  -- which may inc lude  p a r t i c i p a t i o n  i n  a 

media conference. 

5) Increase by 15 percent  compared with 1987, t h e  speaker 

team goa l s ,  s tandards  and c l e a r  expec ta t ions  of 

performance.2 Speakers w i l l  be expected t o  complete, on a 

monthly b a s i s ,  the  following: 

a) No fewer than f i v e  media con tac t s  per tour .  

b) No fewer than f i v e  j o i n t  in terviews per each 

designated monthly c o n s u l t a n t / a l l y  in terview tour .  

C) No fewer than two media appearances on the  road 

involving more than two days of advance no t i ce  f o r  

unso l i c i t ed  reques t s ,  

d) With the  exception of Sundays, holidays and days 

involving four o r  more hours of a i r  t r a v e l ,  no fewer 

than two media interviews o r  con tac t s .  

S t r a t egy  I V :  Increase the  use of consul tan ts  and a l l i e s  on 

o ther  i s sues .  2 



.a . .  Goals and Tactics: 

1) Increase the  v i s i b i l i t y  of independent voices  and 

consul t ing  exper ts  on tobacco-related i s sues .  

a) Each t r ave l ing  speaker w i l l  be asaigned a t  l e a s t  

one consu l t an t / a l ly  media tour  each month, 

b) No fewer than f i v e  interviews will be conducted on 

each v i s i t  t o  a major media market. 

2) Broaden the  press  and public percept ion of opposi t ion t o  

anti-smoking measures. 

a) To the  g r e a t e s t  ex ten t  p o s s i b l e ,  coverage of 

consul tan ts ,  a l l i e s ,  and independent exper t s  w i l l  be 

2 used f o r  mass-mailings . 

3) Work with i s sue  managers t o  increase  t h e  number o i  and 

determine the  a d v i s a b i l i t y  of exper t  consul tan ts  f o r  media 

use. 2 



A, Sta f f  

1) Media Relat ions:  

(Vacant media r e l a t i o n s  d i r e c t o r  pos i t i on  t o  be 

f i l l e d ) ,  Horan, kkrryman, Gosr, Hal ick i ,  Smith and 

Baumann 

2) Other public Affa i r s :  

Issue Managers, Information Center, Special  

Pro jec t s ,  Production Services 

3) Other S t a f f :  

Federal Relat ions ,  S t a t e  A c t i v i t i e s  and d a t a  

processing 

4) Consultants 

Public r e l a t i o n s  counsel ,  exper t  consu l t an t s ,  P.R, 

Aids, TV and rad io  s a t e l l i t e  s e r v i c e s ,  da t a  base 

providers ,  

B. Materials  

Press r e l eases  
Statements 
Advisories 
Fact Sheets 
Daybookfcalendar no t ices  
Videos 
"FYI" and Tobacco Update mail ings 
In-house mail ing l is ts  - 

Poll  Documents 
Economic Impact ma te r i a l s  L 

S c i e n t i f i c  Reports 
Clip and broadcast  monitor s e rv i ces  



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER NAME Public Af fa i r s  - Media Relat ions  No. 1303 

1987 1987 1988 
&count P a e  Budget E a t h a t e d  Budget 
Number Descri p t j  on Re f . ($000) ($000) ($000) - 

~ a v e l . . . . . . . . . . . . . . . . . * . * . . . * . . . * .  .... 
Conferences & Meetings.......,...,, ,... .... Books & Subscrjptions.......,,...., .... Off ice  Supplies.................... 
Postage L Delivery................. .... 
~ e ~ r o ~ u c t i o n ,  p r in t ing  & Drafting..  .... .... Other Off ice  Expenses.............. ................ Membershi p and ~ r a i  nf ng ........................... Advert is ing.  .... Profess iona l  Fees.................. .... Outside da t a   bases.........^....,., .......... Purchased computer services . .  

The proposed budget f o r  Media Relations a c t j v i  t i e s  ;In 1988 r e f l e c t s  s eve ra l  
proposed changes i n operat i  ons and expectat i  ons . Reduced budget l i  ne l terns 4 

(Postage & Delivery,  Reproducti oh, Pr in t ing  & Draft ing,  and Other Offj ce 
b p e n s e s )  r e s u l t  from bri  ngi ng seve ra l  capabi l j  t i  es j n-house, and no expected. 
v jdgo lh - ro l l  p-roductio_n_, Proposed increases  f o r  1988 (Advert is jng,  Training,  
and Profess iona l  Fees) a r e  a t t r j  bu tab le  t o  r e t a i n i n g  a media consul tan t  t o  

e rov ide  ongoing evaluat ion,  increased adve r t i s ing  i n  media t rade  pub l j ca t ions ,  
l l l i n g  the  S t a t e  Activl t i e s  Division reques t  f o r  PR counsel f n  key markets,  

expendi t u r e s  f o r  s a t e l l i  t e  and e lec t ron i  c support  ; and j ncreased specj  a1 proj  ec t 
suppor t ,  The l a t t e r  contemplates l o c a l  PR firm a s s i s t a n c e  In  publ jc j  zing 
r e s u l t s  of envf ronmental tobacco smoke surveys,  jnvolvin use of t he  Portable 

f o r  Indoor Al r Research. 
f Air Sampling System (PASS), to  be conducted by the  new, ndustry-founded Center 



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER Public Affairs - Media Relations No. 1303 

1987 1987 1988 
Bud et Eetimated Budget 
($o#o) ($000) ($000) 

Account #GOO1 - Conferences and Meetings 
Tobacco College a $ 30 $ 33 

1 Account #5101 - Postage 6 Deliverr 
I 

I Mailgrams 
Targeted op-ed mailings (24) 

$ 12 
.3 

"~rgeted radio/TV news mailings ( 1  2) 9 
rrgeted print issue mailings (24) 9 
ationwide media mailings (2) c;; I 

Targeted print/broadcast mailings ( 4 ) *  I 

1 Account 15201 - Reproduction, Printinq 
b Draitinn 

Preparation of mailing & press materials 
Production of video & audio 

$ 45 

materials .. . "Behind the Headlines" 20 . Issue B-roll tapes (5) 35 

Media team and Truth Squad 
oromotional ads 



PQST CENTER Public Affairs - Media Relation8 Page 2 NO* 1303 

Account t7301 - Professional Feeg 
Media relations 

PR counsel in key markets (per 
, SAD request)" 

Special proj ects support 
Publicity for PASS studies* 
( 6  @ $30,000) 1 Miscellaneous 

1 Satellite/electronic support 

Media training for consultants/staff* 

Budget Errtimated Budget 
($000) ($000) ($000) 

3 -- 
544. l'n h i )  



INFORMATION CENTER 

I. Background 

The role of the Information Center (the "Center") is to maintain 

a document file and library, and to provide information and 

analyses to individuals responsible for developing policy, 

I managing issues and communicating positions on behalf of The 

I: Tobacco Institute's member companies. 

1 I Management of the Center was assigned to the Public Affairs 

I Division in 1986. The Center was successfully reorganized in 

1987 according to a plan approved and launched in the fourth 

quarter of 1986. The plan, designed to promote efficiency, 

economy and versatility in providing information services. 

brought about significant changes in staff, basic services and 

assignments. 

Among its many positive results, the reorganization achieved its 

fundamental objective: to develop a flexible, versatile and 

creative staff. Each of the Center's six positions was redefined 

and one was upgraded between May 1986 and May 1987 to reflect its 

changing mission. The Center was fully staffed by the beginning 

of 1987, and individuals not on the Division roster on October 1, 

1986, now occupy four of the Center's six positions. 



. -_ Center staff developed an internal research capability, thus 

meeting another objective of the reorganization. Center staff 

responded to specific requests for substantive research, 

producing quality reports on, among other subjecta. the National 

canker Institute, the House Subcommittee on Health and the 

Environment, the anti-smoking movement, convenience-store 

economics, and Korean-American business and political activity, 

Similarly, staff prepared extensive profiles of members of 

I Congress and their districts, .political organizations. and 

various industries, They also attended and repotted on 

scientific conferences, congressional hearings and news 

conferences. Meanwhile, the Center handled an average of 65 

routine requests for information per month from Inrrtituts and 

member-company staff. 

Center staff also became responsible for managing several 

on-going functions and projects, including the weekly Executive 

Summary, the meetings-coverage procedures, Freedom of Information 

Act requests to government agencies, the annual Tobacco Industry 

Profile, and the annual survey of member companies and the 

Council for Tobacco Research to determine the level o f  tobacco 

industry funding of biomedical research. 

Pursuant to the final objective of the reorganization, the Center 

streamlined its basic clerical functions, replacing its 

inefficient electronic archival system with an electronic index 



. of narrower scope and supplementing it with greater reliance on 

on-line commercial information services and nearby libraries. 

fie Center also acquired a personal computer, anablin8 rtaft to 

manage the Institute's collections, and conduct on-line research, 

more efficiently, 

XI. Assumptions 

o ihe reorganization has resulted in greater efficiency, 

improved morale and better work-product. Attention must now 

shift from the elements of the reorganization -- establishing 
operating procedures and guidelines -- to fine-tuning the 
Center's role and increasing the direct involvement of Center 

staff in Division and Institute activities, 

t 

o Issues managers and other Institute professionals are 

relying increasingly upon Center staff, rather than consultants, 

to fill their research, analysis and other information needs. 

This reliance should result in considerable cost savings, 

o Strategies to tap the full range of abilities of Center 

staff are the focus of this 1988 plan, Further strategies to 

improve the Center will be developed as problems and needs are v 

identified. 



*.. 111. Objective 

To provide e f f i c i e n t  s e r v i c e  t o  I n s t i t u t e  s t a f f  and member 

companies with respec t  t o  t h e i r  research  and information needs. 

IV. S t r a t e g i e s ,  Goals and Tactics 

I 
St ra t egy  I: Following es tab l i shed  procedures,  provide and 

sys t ema t i ca l ly  repor t  on bas i c  information serv ice$ .  2 

i Goals and Tac t ics :  

1) Prepare 1 2  progress and var iance  r e p o r t s  i n  1988 -- by 

the  second Friday of each month. 

2) Receive 12  a c t i v i t y  r epor t s  from each profess iona l  

s t a f f  member -- by t h e  second Wednesday of each month. 1 

3) Prepare quar t e r ly  a c t i v i t y  r e p o r t s  f o r  the Division 

Director within 10 days of t he  end of each qua r t e r .  1 

4) produce 52 e d i t i o n s  of the Executive Sumaary. Distri- 

bute t o  I n s t i t u t e  Executive Committee members by &he c lose  

of business each Friday. 1 



5) Prepare 26 calendars of significant meetings and 

conferences possibly requiring coverage; distribute every 

other Tuesday to Institute professional staff and counsel. 1 

6) Prepare 26 status reports on pending Freedom of 

Information Act requests; distribute on alternate Tuesdays 

to Institute professional staff and counsel. 1 

7) Prepare "Tobacco News Today" clipping service; 

distribute daily by 9:30 a.m. to Institute professional 

staff. 

8) Prepare the annual Tobacco Industry Profile; ' distribute 

to Institute staff, member companies and others on 

distribution list by June 1. 1 

9 )  Prepare the annual report on funding of biomedical 

research by Institute member companies and the Council for 

Tobacco Research; distribute to Institute senior staff, 

spokespersons and member-company staff . involved in 

preparing the report, 1 

10) Conduct monthly staff meetings to set priorities, adjust 

assignments and revise operating procedures as required. 



. Strategy 11: EZpphasizing service and efficiency, maintain 

fundamental library functions, including reference assistance, 

routine information retrieval and processing of requests for 

publications, 

Goals : 

1) Answer each request for information within 48 hours. 

I 

2) Process requests for subscriptions and other 

publications within 48 hours of receipt, 

3) Obtain and deliver various executive branch and 

congressional directories to users within one week of 

publication, 

4) Conduct semi-annual surveys of Institute rtkff for 

comments regarding Center services. 

5 )  Conduct an annual survey of Institute staff regarding 

the relevancy and usage of the journals maintained in the 

Center. 

6) Identify 12 new private collections, such as other trade 

associations, available for research purposes, 1 



I . - . .  Tact ic8 : 

1) Periodically distribute advisory bulletins to all 

Institute staff regarding Center services and contacts. 1 

2) Provide on-demand reference assistance. 

3) Maintain an iasue-based electronic index of important. 

reports, articles, books, legislative matarials, transcripts 

and videotapes. 1 

4) Assist users of the Center's electronic index with 

searches and retrievals, 1 

5 )  Participate in professional associations for informa- 

tion specialists and in library organizations, particularly 

the Special Libraries Association. 2 

6) Maintain good "inter-library loan" standing, 

7) Maintain system for logging and processing requests for 

information. 

8) Maintain current information on researchireference 

products and services. 



. . Strategy 111: Develop closer working relationships with 

principal users through aggressive marketing of ~ o r k ~ p r o d u c t  and 

the Center's service orientation. 1 

Goals : 

1) Work with principal users to develop at least two 

requests for substantive analytical research per mon,th. 1 

2) Coordinate with the vice president of issues management 

to ensure that Center staff participate in monthly meetings 

of the issues management team for the purpose of 

coordinating and expanding Center involvement in issues 

management activities. 1 

Tactics : 

1) Ensure that Center staff participate in sitrategy or 

other working-group meetings on specific lssues or projects, 

and assist in developing strategies and information to 

manage such issues and projects, 1 

2) Encourage Center professionals to increase their 

visibility among principal users through informal contacts. 1 



3) Propose and conduct discrete research projects for 

principal users. 1 

4)  Circulate finished work-product to principal urers and 

Center staff. 1 

5 )  Anticipate specific information needs and forward 

pertinent information to appropriate staff. 

6) Conduct analytical research on trends affecting the 

evolution "of issues, as appropriate, 

7) Monitor and report on scientific meetings and 

legislative and regulatory hearings, as appropriate. 2 

8) Prepare briefing materials for 8pecific events, such as 

legislative or regulatory hearings or media events, as 

appropriate. 

Strategy IV: Encourage and assist with the professional 

development of Center staff. 1 

Goals : 

P 
1) Ensure that all Center staff participate in at least two 

fr  
P 

specialized training courses, seminars, conferences or P 
a, 



*. - - % a  
other forums in research techniques, writing, a relevant 

academic field, management or other pertinent area of 

study. 1 

2) Ensure that all Center staff submit for consideration 

at leaat one new project proposal per month, with 

I justification and resources outlined. 1 

1) Consulting with other Division managers, naintain and 

distribute information on training programs of possible 

interest to Center staff and others . 1 

2) Investigate and report on training prograns that could 

be offered by The Institute "in house. t, 1 

3) Encourage staff to join and participate in relevent 

professional organizations and societies. 

4) Ensure staff's continuing literacy in the use of all 

available on-line computer services. 2 

5 )  Encourage long-range professional planning v i a  informal 

quarterly performance reviews and atrategy sessions. 1 



- , V. Resources 

A. Staff 

1 )  Center Staff:  

Lyons, Picciano, Schoonmaker, Hrycaj, Myers, Rusk 

2) Other Staff : 

Sparber , Stuntz, Mbran, Dedick, Duff in ,  Data 

Processing s t a f f  

3) Consultants/ Professional Services : 

Federal Document Retrieval, Inc. 

The SRC Group, Inc, 

DP's computer consultants 

B .  Materials : 

DECmates; IBM PC-XT and corresponding software; 

commercial computer services; the VAX; reference and 

periodical col lect ions;  academic, public and private 

l ibraries;  federal agencies. 
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Account Page 
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1987 
Estimated 
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$ 45' 
1 
2 
2 
2 
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1988 i nc rease  of 18% over 1987 pro jec t ions  caused by consol idat ion of four  
i s s u e  a r e a s '  computer s e rv i ces  budgets -- t o t a l i n g  $20,000-- i n  t he  
Information Center. $15,000 of t h i s  amount w i l l  aupplamant t he  Center 's  
e x i s t i n g  computer s e rv i ces  budget t o  cover t he  growth i n  demand for 
commercial database research anticiglated i n  1988. $5,000 has been a l l o t t e d  
f o r  p ro fes s iona l  s e rv i ces  r e l a t e d  t o  Freedom of In fomat ion  Act reques t s ,  
document r e t r i e v a l ,  and o ther  research se rv ices .  Otherwise, a s l i g h t  dec l ine  
I n  marginal c o s t s  i s  expected. 

# Includes $15,000 of $20,000 d i s t r i b u t e d  among t h e  four  i s sue  a reas  ( 1  305,  
1306, 1308, 1309) in 1986. 



TAX ISSUE 

I. Background 

In 1987, we conducted a public affairs campaign hammering the 

points that all excise'taxes are regressive and undermine tax 

reform. Whenever possible, we encouraged third party groups' 

and our economists' network to communicate this message, 

This strategy appreciably enhanced our traditional arguments 

that an increase in the tobacco excise tax has an adverse 

impact upon the tobacco economy and the economy as a whole. 

Our strategy to date has been successfully employed on the 

federal level and increasingly in the states. 

c 
We also were assigned to develop a comprehensive plan to 

counter any Congressional effort concerning cigarette pricing 

in commissaries, exchanges and ship stores, The focus of 

this plan is to encourage military groups to forcefully 

oppose any change in the pricing issue as a threat to the 

commissary benefit. Although considerable progress was made, 

a comprehensive plan has not yet been fully implemented. 

11. Assumptions 

o Cigarette excise taxes are proposed at the federal, 

state and local levels to raise general revenue to support 



- .  earmarked p r o j e c t s ,  t o  d e t e r  smoking--especially youth 

. , smoking--and t o  compensate f o r  t h e  a l l eged  " soc ia l  cost" 

smoking imposes upon soc ie ty .  

o  Federal  d e f i c i t  reduction l e g i s l a t i o n ,  r e s u l t i n g  c u t s  i n  

f e d e r a l  funding t o  s t a t e  and l o c a l  governments, and 

aggress ive lobbying by anti-smoking groups,  f o s t e r  a 

p o l i t i c a l  environment conducive t o  inc rease r  i n  c i g a r e t t e  
I 

exc i se  taxes.  So f a r  t h i s  year ,  e i g h t  Congressional b i l l s  

have beenaintroduced t o  increase  t h e  f e d e r a l  exc ise  t ax ;  93 

s t a t e  and l o c a l  b i l l s  have been introduced.  

o Excise taxes  a r e  t 'regressive" taxes .  h e y  are imposed 

upon consumers regard less  of t h e i r  a b i 1 i t y . t o  pay. According 

t o  a  recent  Congressional Budget Off ice  s tudy,  tobacco exc ise  

taxes  a r e  the  most regress ive.  

o Excise taxes  a r e  incons is ten t  with t a x  f a i rnes s .  The 

ob jec t ive  of the Tax Reform Act of 1986 was t o  r e s t r u c t u r e  

t h e  f e d e r a l  tax code t o  assure  fairness--many s t a t e s  a r e  

following s u i t  . But excises  requi re  c i t i z e n s  who purchase 

c e r t a i n  goods and se rv i ces  t o  pay higher  taxes  than those who 

do not .  

o Labor- l iberal ,  t a x  reform, minor i ty ,  conservative and 

indus t ry  groups embrace the  f a i rnes s  and r e g r e r s i v i t y  i s sues  



* . and can e f f e c t i v e l y  lobby aga ina t  proposals t o  increase  
-. 

exc i se  taxes .  

o The f e d e r a l  d e f i c i t  reduct ion movement has p r e c i p i t a t e d  

a search  f o r  revenue sources.  A House-Senate conference 

committee has conceptual ly  approved $65 b i l l i o n  i n  new taxes  

f o r  t h e  next t h ree  years  i n  an at tempt t o  meet Gramm-Rudman 

t a r g e t s .  Although t h e r e  a r e  a number of a l t e r n a t i v e  revenue 

sources  more cons i s t en t  with t a x  f a i r n e s s ,  

exc i se s - -pa r t i cu l a r ly  "sin" taxes--are o f t en  posit ioned a s  

t h e  only p o l i t i c a l l y  v i a b l e  revenue op t ion ,  

o Although earmarking continues t o  be a t h r e a t  on t h e  

f e d e r a l  l e v e l ,  i . e . ,  proposals t o  earmark f o r  h e a l t h  ca re  and 

counter-adver t is ing,  t he  d e f i c i t  reduct ion movement he lps  

a s su re  t h a t  no e x i s t i n g  revenue w i l l  be d iver ted  o r  any new 
$ 

t a x  earmarked f o r  anything o the r  than d e f i c i t  reduction.  

o Increased f ede ra l  exc ise  taxes  a r e  de t r imenta l  t o  t h e  

tobacco economy and the  economy as  a whole. A l l  components 

of t h e  tobacco indus t ry  and the  Congressional tobacco family 

should e f f e c t i v e l y  oppose any increased exc ise  tax .  

o The Department of Defense i s  committed to  reducing 

tobacco consumption among m i l i t a r y  exchange, sh ip  s t o r e  and 

commissary patrons. If the  m i l i t a r y  and Congress conclude a 

tobacco education program is i n e f f e c t i v e  i n  reducing 



consumption, they w i l l  seriously consider proposals t o  
" : db . $1 

. * . ,. eliminate the sa le  of tobacco products i n  Department 

f a c i l i t i e s  or ra i se  the price of tobacco products t o  

prevailing r e t a i l  rates.  

o Military and veterans groups view the commissary and 

exchange system as an in tegral  component of t he i r  

compensation package. They view proposals t o  eliminate the 

sa l e  of tobacco products in  commissaries as a threat  t o  the 

system. 

111. Objective 

To discourage rel iance on tobacco excise taxe8 a s  a source of 

revenue by demonstrating tha t  excise taxer are regreraive and 

inconsistent with f a i r  taxation. 2 

To posture any proposal concerning the wale of c igare t tes  i n  

mil i tary  commissaries as  a threat  t o  the  campisaary system. 1 

IV. Strategies,  Goals and Tactics 

Strategy I: Demonstrate that  excise taxes are  regressive, 

inconsistent with tax fairness and are an inef f ic ien t  and 

unacceptable solution t o  economic and socia l  problems. 





(5, . Goals : 

1 Commission two op-ed articles in 1988 from each 

consulting economist. As articles are published, 

promote through economists and third party groups and 

submit to appropriate federal and state legislators, 

2) Conduct at least one editorial board briefing per 

economist with local press on the excise tax issue, 1 

3) Conduct at least ten presentations on the excise 

tax issue before national and' regional tax policy 

conferences. Use economic consultants, 1 

4)  Support preparation and promotion of at  least five 

allied group studies/reports on the excise tax issue, 

including at least one study on earmarking for health 

services. 1 

5 )  Support at least 20 editorial board briefings by 

allied groups in targeted legislative districts. 1 

-- 
6) Conduct at least one federal excise tax advertising 

campaign and at least three state campaigns, 1 



7) Organize broad based t ax  reform ' c o r l i t i o n s  i n  a t  , k , , f  - 
.c. 

l e a s t  t h ree  s t a t e s .  1 f l  ' , . . ( 
. .. . *,' 

,-,Abf a * E..? ". ,,. \* 

L p  &f .' . - - 
8) Conduct t a x  reform conferences fa a t  l e a s t  t h r e e  . - + 

* .I ' 
1 s t a t e s .  

9 )  Prepare and aggress ively  promote a t  l e a s t  one 

r e g r e s s i v i t y  s tudy  sponsored by an indus t ry  group, i , e . ,  
t 

Coal i t ion  Against Regressive Taxation. 1 

Tactics : 

I 1 )  Continue t o  maintain and r e f i n e  economists' network 

f o r  preparat ion of op-eds, e d i t o r i a l  board b r i e f i n g s ,  

preparat ion and de l ive ry  of testimony, the  l a t t e r  a s  

I coordinated by t h e  S t a t e  A c t i v i t i e s  and Federal  

Relations Divisions. 

2) Commissi~n economic c o n s u l t ~ n ~ s  t o  wit@ Wid 

d i s t r i b u t e  op-ed a r t i c l e s  opposing exc ise  taxes  f o r  

publ icat ion i n  major p re s s ,  

3) Assign economic consul tan ts  t o  conduct e d i t o r i a l  

board b r i e f ings  on t h e  exc ise  t ax  i s sue .  1 



f, 4) Assign economic consul tan ts  t o  make a secondary 

d i s t r i b u t i o n  of any a r t i c l e s  t o  appropr ia te  s t a t e  o r  2 A' i!- . ,. 
f e d e r a l  l e g i s l a t o r s .  /, ~~1 A .-.d 9 I - " .  ;. 

" 

5) U t i l i z e  TAN and f i e l d  s t a f f  network t o  make a \, 

s i m i l a r  d i s t r i b u t i o n  t o  l e g i s l a t o r s .  

6) Encourage economists t o  d e l i v e r  presentat ions  a t  

na t iona l  and reg iona l  t ax  pol icy conferences,  poe twing  

exc ise  taxes  a s  i ncons i s t en t  with princf p les  of fa i r  

taxa t ion .  1 .- 

7) As  appropria te  , encourage economic consul tan ts  t o  
h 

u t i l i z e  " s o c i a l  cost"  arguments ( s e e  ' " ~ o c i a l  Cost" plan,  

p. 134) t o  counter por t raya l  of exc i se  taxes  a s  user  

f ees  on the  s t a t e  and f e d e r a l  l eve l .  1 

8) Commission a s tudy demonstrating t h e  po ten t i a l  

adverse impact of exc ise  faxes on f e d e r a l  and s t a t e  t a x  

revenue. Seek t h i r d  party sponsorship and publ icat ion 

of r e s u l t s  i n  an economic journal .  Promote as 

appropria te .  1 

9) Commission a study demonstrating t h e  acce l e ra t ion  

of  goverrnent spending when taxes  a r e  increased.  Seek 

t h i r d  pa r ty  sponsorship and publ icat ion of r e s u l t s  i n  an 

economic journal .  Promote a s  appropria te .  1 



10) Continue to support as appropriate, via Tobacco 

Industry Labor Management Committee, l~borlliberal 

organizations. i . e . ,  Citizens for Tax Justice, New 

Populist Forum, Coalition on Human Needs, Labor Council 

for Latin American Advancement, Coalition of b b o r  m i o n  

Women, and their efforts to oppose excise taxes. 2 

11) Continue to support minority groups, Le., 

Congressional Black Caucus, League of United U t i a  

American Citizens, etc,, and their efforts to oppose 

excise taxes. 2 

12) Support conservative groups, i.e., Zhe U.S. Chamber 

of Commerce, National Association of Mnufacturers, 

etc., and their efforts to oppose any tax increase. 2 

13) Continue to support industry groups, i .e . , 
Coalition Against Regressive Taxation, and their efforts 

to oppose all excise taxes. Consider comaissioning a 

new economic study on the regreseivity of excise taxes. 2 

14) In cooperation with federal relations division, 

encourage a menber of Congress to request an updated 

Congressional Budget Office study on the regressivity of 

excise taxes. 1 



15) Support allied group public advertising campaigns 

opposing excise taxes on the state and federal level. 2 

16) Organize broad based tax reform coalition$ in 

selected states identified by state activities division, 

Support tax reform conferences in selected states. 1 

17) Cultivate relationships with health care and senior 

citizens organizations, e.g., National Council of Senior 

Citizens, and encourage their opposition to earmarking 

of excise taxes to finance health care, 2 

Strategy 11: Demonstrate the viability of progressive 

alternatives to excise taxes as a revenue resource and 

encourage allied group support in promoting these 

alternatives. Encourage significant involvement of Institute 

member companies. 1 

Goals : 

1) Support in the first quarter of 1988 a national, 

academic.conference on reducing the deficit, tax 

fairness and alternative revenue sources. Publish the 

1 academic conference proceedings by July 1 ,  1988. 

2) Working with industry allies, commission three 

allied group studies of alternative revenues. 1 



.. .. Tactics : 
I 

1) Coordinate a major meeting f o r  member company t a x  

exper t s  t o  re-examine t h e  quest ion of a l t e r n a t i v e  

revenue options.  1 

2) Sponsor a t h i r d  pa r ty ,  n a t i o n a l  academic conference 

i n  Washington, D.C. on reducing t h e  d e f i c i t ,  preservlng 

t ax  f a i r n e s s ,  and long-tern,  p rogress ive  revenue 

sources.  Publish and promote conference proceedings . 
Follow up with media tours  and e d i t o r i a l  board 

b r i  ef i ngs . 1 

3) Encourage and support e f f o r t s  of a l l i e d  groups, 

i . e . ,  Ci t izens  f o r  Tax Jus t i ce ,  Congressional Black 

Caucus and Center f o r  National Poll cy t o  s tudy and 

promote a l t e r n a t i v e  revenue sources consi s t e n t  wi t h  t a x  

f a i  rness . 1 

4) Maintain an up-to-date index of a l t e r n a t i v e  revenue 

options and t h e i r  revenue r a i s i n g  p o t e n t i a l .  As 

appropr ia te ,  provide t o  a l l i e d  groups researching 

a l te rna t i .ve  revenue sources ( see  above). 1 

Stra tegy  111: Reinforce the  negative e f f e c t  of exc ise  taxes  

on the  tobacco economy and promote un i ty  among t h e  tobacco 

indus t ry  fami l y .  2 



* .  - \ Goals : 

1) Di.$tribute t o  40 Congressional tobacco f m i l y  

members exc ise  t a x  information k i t s  i n  t h e  f i r s t  q u a r t e r  

of 1988.' 

2) Brief a t  l e a s t  t en  n a t i o n a l l  reg iona l  a g r i c u l t u r e  

groups- on the  excise  t a x  issue.  1 

3) Update the  f e d e r a l  excise  tax video as appropr ia te  

and t o  complete a genera l  excise  tax video i n  the f i r s t  

qua r t e r  of 1988. 1 

Tactics : 

1)  Maintain up-to-date informati on on the economi c 

i.mpact of tobacco on the  na t ion ' s  economy and t h e  

potenti  a 1  e f f e c t  of excise  t ax  proposals. U t i l i z e  Chase 

update ( see  "Sod a 1  Cost" pIsn) . As appropr ia te ,  

d i s t r i b u t e  t o  Members of Congress, s t a t e  and l o c a l  

l e g i s l a t o r s  and a l l i e d  groups t o  oppose exc ise  t a x  

increases  . 

2) Support f e d e r a l  r e l a t i o n s  d i v i s i o n  i.n prov1di.ng 

tobacco family members with ma te r i e l s ,  i .e. ,  f a c t  

s h e e t s ,  extension of remarks, e t c , ,  and a s s i s t  i n  

coordi nating t h e i r  e f f o r t s  t o  oppose exci s e  taxes .  2 



3) Brief nationallregional agriculture groups as 

appropriate and encourage their active support on the 

excise tax issue. 2 

4 )  Support efforts of tobacco family groups, L e e ,  

National Tobacco Council, National Association of 

Tobacco Distributors, etc., in communicating opposition 

to excise taxes. 2 

5 )  Update federal excise tax video for-use by tobacco 

family members of Congress. Prepare a general excise 

tax video for use by field staff. 1 

Strategy IV: Reinforce the commissary and exchange system 

as an integral part of the military compensation package and 

I encourage military and veteran groups to forcefully oppose 

1 any infringement of the benefit--including the cigarette 

pricing issue. 1 

Goals : 

1) Conduct at least one meeting of the MUitafy 

Coalition to discuss the importance of the commissary 

and exchange system. 1 



2) Brief at least ten military/veteran groups in 1988 

on potential threats to the commi8sary and exchange 

system, 1 

3) Commission at least one economic impact study of 

proposals restricting the sale or effecting the price of 

tobacco products in commissaries and exchanges, 1 

4 )  Commission at least one public opinion poll on the 

importance of the commissary and exchange benefit to the 

military, 1 

5) Support at least 12 Military Coalition media tours 

(one a month) on the importance of the commissary and 

exchange sys tem . 1 

6) Submit at least 10 articles to the military press 

on the importance of the commissary and exchange . . - 

system. 1 .  

Tactics : 

1 )  Support as appropriate Military Coalition meetings 

on the importance of the commissary and exchange system 

to the military and potential threats to the system. 

Promote as appropriate, 1 



2) Brief military and veteran groups on threats to the 

system and encourage their support in opposing any 

reduction of their benefit. Provide with appropriate 

materials. 1 - 

3 )  Maintain current information on military smoking 

behavior and cigarette sales in commisearies and 

exchanges for articles, op-ed pieces and economic impact 

studies, 1 

4) Commission economic impact studies sponsored by the 

Military Coalition on the effect of any proposal 

concerning cigarette pricing or availability in 

commissaries, exchanges and canteens, Promote as 

appropriate. 1 

5 )  Commission public opinion polls sponsored by the 

Military Coalition to demonstrate and reinforce the 

positive value of the commissary and exchange benefit to 

the military and posture any restriction as a threat to 

the entire system. Promote as appropriate, Encourage 

military press coverage.'- - 

6) Sponsor Military Coalition media tours on the 

importance of the commissary and exchange benefit 

posturing any restriction as a threat to the entire 

system. 1 
4 



7) Encourage and a s s i s t  m i l i t a r y  and veteran groups i n  

the  preparation and submission of a r t i c l e s  and op-eds t o  

the m i l i t a r y  press on the importance of t h e  commissary 

and exchange system, 1 .  

1)  Management : 

. Ross 

2) Division s t a f f :  

Stuntz,  Panzer, Duff i n ,  Production Services ,  

Media Relat ions,  Information Center, 

3) Other s t a f f :  

Federal Relations : Payne, White, O1Rourke, 

State  Ac t iv i t i e s  : Batt ison,  Duhaime, 

appropriate  f i e l d  s t a f f .  

B, Consultants 

1)  Economists 

2) Public Relations Counsel 

3) Legislative Counsel 



4) Survey research firms 

5) Military spokesperson 

6) Tobacco Industry Labor Management 

Committee 

C. Xaterials 

1 )  Videos 

2) Datacards 

3) Topic Sheets 

4) Materials from coal i t ions  and third party 
organizations 
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(20 @ $2,500) 

Minority groups 
Alternative Revenue Studies* 
( 3  @ $25,000) 

Other 
CART* . Military coalition* 

Statistical info. on smoking 
in the military . Commissary poll . Commissary economic study 
Meetings . Media tours 
( 6  @ $5,500) 

American Agriculture Movement 
State tax reform coalition* 
State tax reform conference* 
(3 @ $15,000) 



PRODUCT REGULATION 

I. Background 

Afte r  two years of r e l a t i v e  q u i e t ,  s e v e r a l  events in 1987 

moved t h e  c i g a r e t t e  ingred ien ts  and " ~ e l f - e x t i n g u $ s h i n ~ ~ ~  

1 
c i g a r e t t e  i s sues  back i n t o  the  publ ic  eye. 

; 

The Federal  Trade Commission announced plans to shut  down its 

tar and n i c o t i n e  t e s t i n g  l a b ,  prompting Congressional 

hear ings  and renewed c a l l s  to  g i v e  t h e  Consumer Product 

Safe ty  Commission o r  t h e  Food and Drug Administration 
I 

a u t h o r i t y  t o  regula te  c i g a r e t t  ea . The Surgeon General 's  
I 

1 r e p o r t ,  on " the  pharmacology of q u i t t i n g , "  an t i c ipa t ed  l a t e  
7 

t h i s  year ,  w i l l  tu rn  a t t e n t i o n  t o  t h e  product r a the r  than 

adve r t i s ing  o r  environmental iesues .  And, t h e  

CPSC-coordinated f ede ra l  study on t h e  t echn ica l  and 

commercial f e a s i b i l i t y  of a "sel f -ext inguishing" c i g a r e t t e ,  

w i l l  be completed and submitted t o  Congress. 

I " 
A t  t h e  same time The Tobacco I n s t i t u t e ' s  f i r e  prevention 

program grew s u b s t a n i t a l l y  i n  1987. We have working 

r e l a t i o n s h i p s  w i t h  over 225 f i r e  departments i n  t h e  Mitcd 

S t a t e s ,  and have given educat ional  g r a n t s  t o  over 130 c i t i e s  

I and 47 f i r e  s e rv i ce  organizat ions .  



o Publ ic ,  l e g i s l a t i v e  and media i n t e r e s t  i n  t h e  c i g a r e t t e  

manufacture/ ingredients  i s s u e  has been r e l a t i v e l y  l i g h t  over 

t h e  l a s t  two years.  Anticipated r e l e a s e  i n  Congress, o r  v i a  

t h e  media, of a l i s t  of some 900 ing red ien t s  used by American 

c i g a r e t t e  manufacturers and turned over t o  t h e  office on 

Smoking and Health i n  1986, with assurance. of secrecy,  i n  

compliance with t h e  1985 l abe l ing  law, has  no t  mater ia l ized ,  

o A t  the  same time, t h e  work of t h e  t echn ica l  study group 

examining the  f e a s i b i l i t y  of t h e  "sel f -ext inguishingn 

c i g a r e t t e  moved t h a t  i s sue  almost completely ou t  of the 

o These two years of r e l a t i v e  peace on these  i s sues  is  

changing . Ci g a r e t t e  companies a r e  coming under 5 ncreasing 

a t t a c k  and sc ru t iny  over the  manufacture of t h e i r  products, 

Legi.slati.on has been introduced i n  t h e  House, by Rep, Jim 

Bates (D-Cal.), t o  al low t h e  Consumer Product Safety 

Commission t o  " regula te  t h e  s a f e t y  o f  tobacco and tobacco 

products ." - - 

o Also, U . S .  Department of Agriculture o f f i c i a l s  i n  1987 

announced t h a t  some exported c i g a r e t t e s  contafned dicctmba, a 

substance sometimes used by tobacco growers. That 



,\*. 4 

t announcement prompted a Congressional hearing, and more 

questions about ingredients other than tobacco that ate 

contained in cigarettes, 

o Cigarettes contain, in addition to tobacco, substances 

to enhance or add flavor, to retain moi8turd and to control 
11 

1 

II burn rates, Various public sources suggeet that 

manufacturers have chosen from as many as 2,000 substances, 

in addition to tobacco, to achieve these effects, According 

to published reports, these include licorice and cocoa, 

shellac and clove oil, and triethylene glycol, catechol, 

comerin ("deer tongue") and calcium chloride, 

0 o A list of some 900 ingredients commonly used by U.S. 

cigarette manufacturers has been provided to the Office on 

Smoking and Health. Legislation requires that federal 

officials regard this list as a "trade secret," To date, 

that list has not been released. 

o Results of the CPSC-coordinated study will create 

renewed public, media and legislative interest (most likely 

on the federal level), in the llself-extinguishing" cigarette 

issue, and thus additional opportunity for scrutiny o f  the 

cigarette manufacturing process. 



C -. o Although t h e  number of f i r e  deaths  r e l a t e d  t o  c a r e l e s s  

smoking decreased i n  t h e  e a r l y  p a r t  of t h e  decade, t h e  l a t e s t  

d a t a  i n d i c a t e  t h a t  trend has leveled o f f  and even increased,  

Even though t h e  death r a t e  remains lower than it was f ive  

years  ago, ca re l e s s  smoking s t i l l  is regarded by many as an 

. important cause of acc iden ta l  f i r e s ,  

o  In t h e  p a s t ,  a s  many as 15 s tates  have considered " f i r e  

I 
I safe"  c i g a r e t t e  l e g i s l a t i o n .  To d a t e  ia 1987, b i l l s  

r equ i r ing  manufacture of " s e l f ~ e x t i n g u i s h i n g w  c i g a r e t t e s  a r e  

pending i n  Massachusetts and New Jersey;  a Minnesota b i l l  

ca r r i . es  over t o  1988. Thfs con t r a s t  is due l a r g e l y  t o  t h e  

i f a c t  t h a t  o f f i c i a l s  a r e  await ing t h e  outcome of t h e  f e d e r a l  

. s tudy.  

o  Although f i r e  s e rv i ce  h o s t i l i t y  t o  t h e  tobacco indus t ry  

1 has subsided,  i t  is  f a r  from nonexistent .  Many major f i r e  

s e r v i c e  groups have i n  the  pas t  adopted r e so lu t ions  i n  

support  of ' tself-extingui shin&" c i g a r e t t e  leg4 s l a t i o n .  

Although these  reso lu t ions  a r e  outdated,  they  may continue t o  

r e f l e c t  t he  pos i t ions  of some of these  groups, and may be 

used t o  j u s t j  fy lobbying. Meanwhi l e S  Ths Ins t I  t u t e  has 

helped improve r e l a t i o n s  and haa demonstrated t h a t  t h e  

indus t ry  can a c t  responsibly t o  he lp  dea l  with t h e  f i r e  

problem. 



o Elected officials remain unaware of the severity of the 
1 

\.-. overall accidental fire problem and the availability of good 

prevention and education programs. They also are unaware of 

The Institute's role in fire prevention, The fire service 

believes that these public officials, and representatives 

from other industries, should be playing a larger role in the 
I 

overall fire prevention effort, 

o Anti-smokers argue that the contents of cigarettes 

i should be scrutinized at least as rigorously as those of leu8 

controversial products. To industry arguments that the . - 

contents of cigarettes are "trade secrets," the anti-smokers 

1 respond that public safety is more important than trade 

C secrets, and that no other industry has the same privilege, 

Similar industry arguments on the "self-extinguishing" 

cigarette (that a "fire safe" cigarette, even if feasible, 

might not be as appealing to consumers as current 

cigarettes), have in the past added to fire rervice hostility 

toward the industry. 

111. Objectives 

To demonstrate to legislators, journalist8 and consumerr that 

cigarette manufacturers act responsibly by using iwtedientr 

which have been scientifically scrutinized, and to reinforce 



the fact that the security of "trade 8ecretsU is a 

fundamental part of a free market econay. 1 

To demonstrate to key public off icials  and to fire rer r ice  

leaders that the tobacco indwtry acts voluntarily md 

responeibly i n  f ire prevention. 

IV. Strategies, Goals and Xacticu 

Strategy I: Work with manufacturers of other con8umer 

products, and with trade associations and manufacturers 

representing the ingredients suppliers industry, to raise 

public awareness of the current rigorous process by which all 

ingredients, including those in cigarettes, are reviewed. 

Promote concept that trade secrets are a necessary elanent of 

a competitive marketplace. 1 

Goal : 

To produce and have published in 1988 1s op-ed pieces 

by economists on the importance of competition and the 

role of trade secrets in a free market economy. 1 



Tactics : 

1) Review existing literature on the importance of 

trade secrets; prepare briefing papers for uae in 

meetings with other industries., 

2) Identify spokespersona, if available, who are 

familiar with the issue; seek their assistance in 

briefing other industries and representing our 

views to the media, and in briefings with 

legislative representatives. 1 

3) Identify officials within appropriate trade 

associations representing ingredients manufactur~ra 

and brief them on the issue, Seek their support in 

publicly stating that ingredients that have been 

identified as being used in cigarette manufacture 

all have been subjected to proper scrutiny by 

the appropriate regulatory agencies, and that 

anti-smoker efforts to weaken consumer confidence 

in those ingredients as applied to cigarette 

manufacture could also affect consumer views of 

other products which use the same ingredients, 1 

4) Commission economist team to develop 

arguments and produce op-ed pieces highlighting the 





importance of competi t ion i n  a free-market economy, 

and how t r ade  s e c r e t s  f o s t e r  t h a t  competi t ion,  1 

5) If appropr ia te ,  commiseion economic inlpact s tudy  of 

t h e  e f f e c t  on research and development of new products 

of e f f o r t s  t o  fo rce  manufacturers t o  d i s c l o s e  trade 

s e c r e t s ,  Seek th i rd -pa r ty  sponsorship and promote, v ia  

op-ed p ieces ,  testimony, e t c , ,  a s  appropr ia ta ,  1 

6) Support, through a major a s soc ia t ion  of 

manufacturers,  a second economic impact study of 

t h e  e f f e c t  on competition of po l i t i ca l ly - in8p i r ed  

d i sc losu re  of c o n f i d e n t i a l  information.  1 

7) Encourage manufacturers of wel l  known products 

protected by t r ade  s e c r e t s  t o  speak out on the  

negat ive  e f f e c t s  of d i sc losu re  of such s e c r e t s ,  4 

8) Encourage the  inventors ldevelopers  o f  

popular products t o  speak out  on t h e  importance of 

t r a d e  s e c r e t s  t o  technology and investments, 1 

Strategy 11: Work with f i r e  o f f i c i a l s  and, when poss ib l e ,  

o the r  p u b l i c  o f f i c i a l s  a t  t he  s t a t e  and/or  l o c a l  l e v e l  t o  

improve the  qua l i t y  and increase  the  a v a i l a b i l i t y  o f  

education and prevention programs f o r  f i r e  departments, 





Goal : 

To have working relationships in 275 localities by 

January 1, 1989, an increase of 50 from the previous 

year's goal. A working relationship signifies (1) a 

TI-sponsored project in place, (2) TI staff contact with 

the local fire service and (3) awareness or involvement 

of public officials. 2 

Tactics : 

I) Develop video formats for existing programs 

(e.g., smoke detector programs) by June 1 ,  1988. 1 

2) Develop and implement promotion plan for 

all TI fire safety materials by January.1, 1988. 1 

a) Assess feasibility of offering nationwide 
LL L ..-A; - - - q  distribution- of aii progr-ms rnrougn naLrvnaA 

Volunteer Fire ~ouncj.1.~ 

b) Develop catalogue of fire prevention 

materials and programs, for distribution 



i,n response t o  reques t s  f o r  informat ion,  

by January 1. 1988.' 

3) Conti.nue c i f y  g r a n t s  program, awarding an 

addi t iona l  30 g ran t s  i n  1988. To d a t e ,  130 c i t i e s  have 

received gran ts  from t h e  program. 2 

4) Continue g ran t s  t o  f i r e  s e r v i c e  organizat ion8 . 
f o r  f i r e  prevention education programs, rupporting 

an add i t iona l  3 programs i n  1988. To d a t e ,  47 f i r e  

se rv l  ce organi za t ions  have received g r a n t s .  2 

5 )  Seek loca les  a s  oppor tun i t ies  t o  i.mplement 

T I  programs as  follows: 

a) Make d i r e c t  contac ts  with indi.vidua1 

departments and o f f i . c i a l s  i n  order  t o  

e s t a b l l  sh programs, 

b) Work through s t a t e  and r eg iona l  f i r e  

s e rv i ce  groups t o  coordi.nate f ntroduct ion 

o f  programs l o c a l l y ,  

c) Work through e l ec t ed  o f f  i cl als' offl  ces  

t o  approach l o c a l  departments, 



d) Approach fire officials who have 

commented favorably on research 

supported by The Institute. 

e) Follow up on all requests for assistance 

from fire service and public officials 

generally aware of our efforts. 

f )  Follow up with departments already 

participating in the program. 

I Strategy 111: Maintain and increase fire service awareness 

of the tobacco industry's contribution to fire pteventi on. 

I v & 

I Efforts will target California, Connecticut. Florida, 

I J 

Illinois, Iowa, Kansas, Massachusetts, Michigan, Minnesota, 
,' 

~isso;ri, New Jersey, New Mexico, New %rk, Ohio, @igon, 
/ 

Pennsylvania, South Carolina, Tennessee, 'leias, Virginia, 

Washington and West Virginia. 

Goals : 

1)  Encourage placement of at least five articles, 

each describing a program supported by the 

industry, by fire service personnel in fire 

trade publications. 





2) Obtain at least five mentions per quarter in ' 

national, state and regional Eire service 

3) Appear on the program of at least rvo national 

and five regional fire service conferences 

in 1988. Attend at least a dozen other 

conferences, to privately promote industry 

programs. 

Tactics: 

1) Encourage local departments to publicize 

industry efforts in newsletters, publications 

of national, regional, state and county 

fire associations, 

2) Maintain and improve relations with key fire 

1 trade journalists. 

3) Maintain and improve relations with 

individuals responsible for planning 

I maj or conferences . 



4) Conduct individual briefings as part o f  

visits to departments, conferences and 

other meetings. 

5 )  Identify opportunities to promote program 

in media relations visits to appropriate 

regions. 

6) Consider implementing additional model 

fire safety programs in regions of  the country 

identified by federal and/or state activities 

staffs. 

C 
Strategy IV: Continue to encourage discursion rmong f ire  

service leaders and concerned public officials about the 

overall accidental fire problem. 

See Strategy 111 for discussion of priority regions, 

Tactics : 

1 )  Make presentations of 1987 research findings 

of decision-maker attitudes toward fire safety and 

education to major fire service groups and to 

representatives of groups surveyed in the report. 



2) Publish findings in state chiefs and 

firefighter publications. 

3) Encourage fire service, financial, education 

and other officials to comment on study in articles, 

speeches and correspondence. d th public 

officials , 

4) Meet with State Activities Policy Committee 

to consider actively supporting smoke detector 

legislation at the state and local levels. 

5 )  Seek additional opportunities to assist key 

fire service organizations (e.g., IAFC, ISFSI, 

IAFF, NVFC, IABFF, Burn Concerns, Pan Educational 

Institute) with additional programs and proj ecta 

aimed at fire prevention, 

6) Where appropriate, cooperate with Federal 

Relations and State Activities Division to arrange 

briefings on fire prevention issues between elected 

officials and representatives of the fire service, 



" - 
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V. ' Resources 

A, Staff 

1 )  Public Relations : Sparber , Stuntz 

Osborne 

2) State Activit ies  : Yoe, appropriate 

fi.eld s ta f f  

3) Federal Relations : Vinovich, White 

B .  Consultants 

1) Legal : John Rupp, Covington & Burling 

2) Fire Experts: Pat Mieszsla, Burn 

Concerns, Inc. ; Ron Coleman, Phoenix 

Technology, Inc . ; John Sroka , John Sroka 

and Associates; Larry Zoeller, Larry 
(I 

Zoeller and Associates ; Carolyn Perroni 

Inc . ;  Phil Schaenman and Barbara - - 

Lundquist , TriData; Anthony Grsnito 



C. Materials 

1) New Tools for Volunteer Firefighters 

2) Firesafety...for the Rest of Your W f e  

4) Fire Education Evaluation Survey 

5 )  Smoke detector programs (1) urban 

(2) rural 

6) Research reports 

7) Fire Sense 

8) Reprints of appropriate articles 
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I. Background 

Coalition activities supportive of specific issues are 

described in the issues, media relations and special projects 

plans. In this plan, we propose activities to improve 

relations with groups and individuals that fall into three 1 
I . general categories : (1) the tobacco family, (2) coalitions 

with which we have existing relations among some but not all 

groups and/or on some but not all issues, and (3) coalitions 

with which we have no relationship as yet, 

The success of many of these activities will depend upon the 

involvement and cooperation of staff from other divisions 

within The Institute, and from member companies and other 

tobacco-related organizations. 

11. Assumptions 

o The tobacco industry is a highly competitive assortment 

of individuals, businesses and trade associations. Unity of 

its competitors in public affairs represents the industry's 

greatest strength; conversely, disunity can be its greatest 

weakness. 



I ,! o In dealing with publ ic  i a sues ,  t h e  indus t ry  has come t o  

r e l y  more and more heavi ly  on development of e f f e c t i v e  

c o a l i t i o n s  t o  complement and supplement i t 8  conununications 

a c t i v i t i e s .  The development, maintenance and involvement of  

c o a l i t i o n s  by The I n s t i t u t e  and i t s  member companies has 

become a  p r i o r i t y  communications a c t i v i t y  which has  produced 

outs tanding r e s u l t s ,  

o  Our a l l i e s '  g r e a t e s t  s t r eng th  -- independence -- remains 

a l i m i t  on the  usefulness  of these  c o a l i t i o n s ,  A l l i e s  may 

not  agree or even have an i n t e r e s t  i n  a l l  induatry  i s s u e s ,  

and may not be wi l l i ng  o r  ab le  t o  a s s i s t  i n  911 ways 

requested.  

o  Although a  g r e a t  dea l  of  progress has  been made i n  

e s t ab l i sh ing  and involving c o a l i t i o n s  i n  our i s sue  programs, 

a  g r e a t  deal  of a d d i t i o n a l  work remains, p a r t i c u l a r l y  i n  the  . 

a reas  of tobacco family and farm i s s u e s ,  minori ty  and women's 

i s s u e s .  

o In order t o  a t t r a c t  a l l i e s  and maintain t h e i r  i n t e r e s t  

i n  our i s sues ,  The I n s t i t u t e  must become more involved i n  

responding t o  requests  f o r  a s s i s t ance  on non-tobacco 

concerns,  and in  iden t i fy ing  and o f f e r ing  a s s i s t ance  on some 

i s sues  before we a r e  asked. 



;,. : ., 
111. Objective 

Establish and maintain working relation8 with other groups 

and individuals for the purpose of demon~tratily brwd 
I support for industry positions and initiatives. 

IV. Strategies and Tactics * 

Strategy I: Improve working relations with all major . 

segments of the tobacco industry, 

Tactics 

1) Maintain and improve ongoing communications with 

the basic segments of the industry. Use established 

methods such as the Tobacco Observer and other Institute 

publications, as well as guest columns in 

tobacco-related trade journals, and new means as 

appropriate. 2 

2) As appropriate, restructure Tobacco Ob~erver in 

accordance with results of readership survey to be 

conducted in 1988. Continue to assess its usefulness as 

a communications/educetion vehicle for tobacco family 

members. 1 



I-. .- 
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3) As part of an aggressive member company relations 

program, continue to conduct regular briefings for 

member company executives and public affairs officers, 

on issues of concern and ongoing projects at The 

Institute. 2 

4) Provide editorial material and services for member 

company communications on public irruer and, in support 

of state activities and federal relati~ns, undertake 

communications projects focused on specific events. 2 

5 )  Provide public relations services and material in 

support of events, projects and communications sponsored 

by tobacco family groups. 2 

6 )  Conduct and promote specialized seminars for family 

members: Annual Tobacco College in Washington as well 

as a traveling version for use at sales force and other 
L 

company and allied meetings; conduct a laborlmanagement - - -  
seminar for tobacco family unions as appropriate; 

identify opportunities for similar sessions aimed at 

other industry segments. 2 

7) Assess continued 8uppor.t of Tobacco Growers ' 
Information Committee. 
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8) Continue to improve relatione with the National 

Association of Tobacco Distributors by identifying joint 

projects, supporting appropriate activities, and 

offering non-financial resources, including materials 

and opportunities for member attendance at annual 

Tobacco College. 

g) Improve relations with other industry trade 

associations, such as Tobacco Merchants Aern., Retail 

Tobacco Dealers Assn., Tobacco Associates, Cigar 

Association and Smokeless Tobacco Council, etc,, by 

supporting appropriate activities, identifying issues of 

joint interest, and offering, as appropriate, 

non-financial resources. 

10) Identify offfcers and activists in tobacco family 

organizations, willing to speak out on iseues. Develop 

a Tobacco College program to train potential 

spokespersons. 1 

1 1 )  Accelerate development of relations with key 

wholesale and retail groups, including the National 

Assn. of Wholesale Grocers, the National Grocers Assn., 

the Food Marketing Institute, the National Aasn. of 

Wholesaler Distributors, the National Assn. of 

Convenience Stores, the General Merchandising 

~istributors Council, the Chain Drug Assn., and the 



National Wholesale Drug Asan. Identify isrues o f  joint 

interest and offer, as appropriate, non-financial 

resources as assistance. 

12) Work with Federal Relations and State Activities 

Divisions to improve relations with key growers* 

organizations and other tam groups. Identify issuer of 

joint interest and provide support 48 appropriate. 

13) Reinstitute guest column on tobacco irrues in trade 

publications; seek opportunities for additional columns 

and/or publications. 

14) Support as appropriate the Tobacco Industry Labor 

Management Committee. 

15) Assess feasibility of raising tobacco as an issue 

in Southern Presidential primaries, as a means of 

ensuring obf ective treatment. Develop and implement 

Super Tuesday program as appropriate, 1 

Strategy 11: Broaden relationships with non-tobacco stoups 

with which we are now working; establish relationships with 

new groups. 



2 .  Tac t i c s  : 

1) Continue t o  e s t a b l i r h  r e l a t i o n s  with non-tobacco 

labor unions,  p a r t i c u l a r l y  those represen t ing  white 

c o l l a r  workers and manufacturing unions ou ts ide  t h e  

tobacco industry .  Maintain and expand r e l a t ion8  with 

AFL-CIO and s t a t e  labor  f e d e r a t i o n s ,  and l o c a l  labor  

f ede ra t ions  i n  major c i t i e s .  2 

2) Estab l i sh  and bui ld  on r e l a t i o n s  with minori ty  

I counci 1s within the  AFL-CIO represen t ing  women, Hispanic , 

and Black t r ade  un ion i s t s ,  focusing on indoor a i r  

1 q u a l i t y  and excise  t a x  i s sues  t h a t  a r e  of concern t o  

other labor  groups. 1 

3) Broaden membership of Tobacco Industry U b o r  

1 Management Committee t o  include a s soc ia t ions  and unions 

represent ing suppl ie r  i ndus t r i e s .  1 

4 )  Expand r e l a t i o n s  with publ i shers '  groups. 

Broaden t o  include r epor t e r s '  and broadcasters '  groups, 

using adve r t i s ing  t h r e a t s  and o the r  i s sues  as  points  of 

di scussion.  2 

5 )  Bui l d  on ex i s t i ng  re la t i .onsh ips  with wmen'8 and 

minori ty  groups on t ax ,  adve r t i s ing ,  workplace and 

d i  sc r imina t j  on issues. 2 



i... 

3) Federal Relat ions:  White, Leggett 

6 )  Estab l i sh  ob jec t ive  r e l a t i o n s h i p s  with Asian 

r e t a i l e r  communiti.es i n  major c i t i e s ,  e.g., Korean and 

Chinese businessmen, 1 

7) Continue t o  e s t a b l i s h  ob jec t ive  r e l e t lonab ips  with 

groups represen t ing  t h e  disabled on acc identa l  f i r e  

( s p e c i a l  needs) ,  t a x  ( r e g r e r s i v i t y )  end workplace (equal 

access)  i s sues .  

8) Identi  f y  t r a d e  a s soc ia t ions  represent ing major 

supp l i e r s  t o  member companies ; work with member company 

publ ic  a f f a i r s  r ep resen ta t ives  t o  garner  support  on key 

i s s u e s ,  

I V .  Resources 

A. S ta f f  

1 )  Public Relat ions:  A l l  s t a f f  

2) Sta t e  Acti.vi t i  es  : - Regional vI ce  p re s iden t s ,  

reg iona l  di r e c t o r s  

4) Administrat ion:  Ad am s 



B. Consultants 

1) Public Relations Counsel : ~Leishman-~iliard, 

  ill & Knowlton 

2) Labor Relations Counsel: Regional labor 

consultants, Michael A. Forscey 

3) Support to Labor Management Committee: 

Savarese & Associates, 0gi1vy & Mather, 

John Jarvis 

4) Minority Counsel: Mario Obledo, Gene 

Reyes 

C, Materials 

1) Chase Econometrics studies 

2) Tobacco Heritage publications 

3) Tobacco Observer and TI Newsletter 

4) Issues materials are detailed separately 

in each issues plan 



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER NAME Public Affairs - General Coalitions 

I Account Page Bud et Estimated Budget 
Number 
7 

Description Ref. ($080) ($000) ($000) - 
Travel - General.................,. .... 
Furniture, Fixtures & Equipment.... .... 
Office Supplies.....,.......,...... .... 
Postage & Delivery...........,..... .... 
Reproduction, Printing & Drafting.. . . . . 
Other Office Expense............... 
Membership & Staff Training........ .... 
Advertising Space & Promotion..,,.. . q . .  

Professional Fees.................. .... 
Purchased Admin. Services.. , . . , . . . . . . . . 
Support of Tob./Other Organizations . . , . 

Overall, a slight decrease, especially reflecting retainers negotiated with 
most key consultants, which should mean significant reductions in 
professional fees. 



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER Public Affa i r s  - General Coalitions 

1987 1987 1988 
Budget Estimated Budget 
($00d) ($000) ($000) 

I 

~ Tobacco Heritage $ 50 $ 60 $ 20 
I 
I 

Production of ma te r i a l s  f o r  o ther  orgs. 40 30 40 

ount t6201 - Advertising Space & 
o t ion  

Miscellaneous placements with 
a l l i e d  groups 

Account t 7301  - Profess ional  Fees 

Labor consul tan ts  
Gr i f f in*  
Regional labor consultants* 
(per  SAD request)  
Forscey* 
Zoel ler  & Assoc,  

PR Counsel 

Minority 
Mario Obledo* 
Gene Reyes* 
Ci rcu la t ion  Experti 

Other Al l ied Groups 
Fleishman-Hi l l a rd*  
H i l l  & Knowlton* 

60 
60 

( 1306) 
( see  7501) 





C ' CENTER Public Affairs - General Coal i t ions  Page 2 NO. 1307 

1987 1987 1988 
Budget Estimated Budget 
($000) ($000) ($000) 

Account t7501 - Support of Tobacco and 
beher Organizations 

National  Tobacco Education Council . National  Tobacco Council* 

Tobacco Industry  Labor Management Corn. . PR support  t o  Committee i s sues /p ro j ec t s  
Ogilvy & Mather* 
Savarese & Associates* . Miscellaneous pro jec t s  

John Jarvis* 

Tobacco Growers Information Committee 

her  tobacco "family" support 
NATD* 

American Agricul ture  Movement* 

Minority groups* 

Women's groups* 

Veterans ' groups* 

-- -. 1 00 I 
" 

(see 7301) (see 7301) .. .. 180 .. I 100 .. 25 60 .. 75 90 



ADVERTISING ISSUE 

I, Background 

It is our objective plan to position the issue as an attack 

on the Constitution, rather than an attack on cigarette 

advertising. T.I. has been very successful in accomplishing 
I 

I that objective, 

I 
1 Through painstaking preparation, the industry clearly got the 

better of the free speech case in four sets of Congressional 

hearings -- two before the W a w a n  subcommittee in 1986 and 
1987, one each before the Luken subcommittee and the Ways and 

C Means committee this year. 

Another major victory, stemming from a massive effort, came 

about when the hetican Bar Association rejected a resolution 

in favor of a prohibition of tobacco advertising. 

The creation and development of the Freedom to Advertise 

Coalition (FAC), which has proved itself to be a viable 

coalition of advertising and media trade associations, i s  

also a notable accomplishment, 

While more work remains to be done, our coalition with the 

National Association of State Boards of Education is 



. ', 
developing i n t o  a s i g n i f i c a n t  community presence i n  s e v e r a l  

t. , . key Congressional d i e t r i c t s .  

o In order  t o  accomplish i t r  o v e r a l l  goa l  of e l imina t ing  

c i g a r e t t e  smoking i n  t h e  United S t a t e s  by t h e  year 2000, t h e  

anti-smoking c o a l i t i o n  w i l l  continue t o  s t r i k e  a t  t h e  

indus t ry ' s  marketing p rac t i ce s ,  

o Current ly ,  t he  c o a l i t i o n  r e l i e s  on two s t r a t e g i e s  t o  

accomplish t h i s  goal  -- one i s  t h e  d i r e c t  approach of banning 

c i g a r e t t e  adver t i s ing  and promotion; t h e  o t h e r  i$ t h e  

i n d i r e c t  approach of prohib i t ing  t a x  deductions f o r  c i g a r e t t e  

adve r t i s ing  and promotional expenses. 

o Since both approaches r a i s e  s e r ious  First Amendment 

concerns t o  a broad spectrum of American s o c i e t y ,  t h e  

anti-smoking movement may abandon i t s  f r o n t a l  a t t a c k .  

1 o Contrary t o  expec ta t ions ,  t he  AMA/ Synar proposal has 

worked i n  our favor. It has r a l l i e d  many respected groups,  

such a s  ACLU, acd powerful i n t e r e s t s ,  such as newspaper 

publ i shers ,  t o  our s ide .  When our opponents discover  t h e i r  

mis take ,  they w i l l  r ep lace  an ad ban with l e s s  d r a s t i c  b i l l s  



. . t o  con t ro l  t he  content  o f  adver t i s ing  o r  t o  provide f o r  
1. 

counter-adver t is ing . 

o In tu rn ,  l e s s  d r a s t i c  a l t e r n a t i v e s  may r e s u l t  i n  the 

de fec t ion  of some, o r  a l l ,  o f  our  present al l ies,  For 

example, ad agencies and media au f fe r  no econmie  lor8 from 

text-only adver t ia ing  and may even ga in  from counter= 

adve r t i a ing  funded by a d v e r t i s e r s  o r  t h e  government. me 
ACLU might not  regard earmarking exc ise  t u e s  for beulth 

promotion a s  v i o l a t i n g  the First Amendment, . 

o Promotion i s  becoming a l a rge r  f a c t o r  i n  the i ndus t ry ' s  

marketing mix. In 1980, t h e  adver t i s ing /proro t ion  r a t i o  was 

70/30; four  years l a t e r  it was near ly  50/50. This t rend 

could weaken our lirtks with adver t i s ing  and p r i n t  media t r a d e  

a s soc ia t ions ,  requi r ing  us  t o  reach ou t  to  form c o a l i t i o n s  

with groups i n  the  promotional segment. h e  f r e e  speech 

a spec t  of t h e  indus t ry ' s  promotional p r a c t i c e  w i l l  c a l l  f o r  

1 research  and d e v e l o p e n t .  

o The l ega l  p rofess ion ,  i . e .  t h e  American Bar Association,  

has r e j ec t ed  the view t h a t  an adver t i s ing  ban i s  

c o n s t i t u t i o n a l .  But l e g a l  scholars  w i l l  continue to  debate 

t h e  implicatLor,s of t he  Posadas decis ion,  

o However, o t h e r  i n d u s t r i e s ,  t r ade  a s soc ia t ions  and t h e i r  

labor  organizazions  ( e  .g . endangered i n d u s t r i e s  such a s  





a <  . a lcoho l i c  beverages, a l l  t e r r a i n  v e h i c l e s  and ma l l  arms 

manufacturers) may be considered as p o t e n t i a l  a l l i e s  should 

t h e  i s s u e  s h i f t  focus,  

o  The anti-smoking network w i l l  a c t  as "watchdogs" of 

adve r t i s ing  and promotional a c t i v i t y  and denounce c i g a r e t t e  

i ndus t ry  "code v io l a t ions"  and urge t h a t  t h e  Federal  Trade 

Commission be given rulemaking a u t h o r i t y  to r e g u l a t e  "unfair"  

c i g a r e t t e  adver t i s ing .  

o  On t h e  s t a t e  and l o c a l  l e v e l ,  anti-smoking groups w i l l  

continue t o  push f o r  proposals t o  r e s t r i c t  adve r t i s ing ,  

promotion and s a l e  of tobacco products,  including:  rampling 

bans ; l imi t a t ions  on b i l l boa rd  and t r a n s i t  ads ; r e s t r i c t i o n s  

on vending machice s a l e s  ; higher  mininun age  laws f o r  

s a l e /  possession of tobacco products ; sub jec t ing  tobacco 

adve r t i s ing  to  s a l e s  t axes ;  and denying tobacco adver t i s ing  

as a business expezse. 

o In pa r t i cu l a r  , anti-smoking a c t i v i s t s  w i l l  conduct 

"s t ing"  operat iozs  i n  which a teenager goes on a shopping 

t r i p  and demor.s:rates t h e  ease of buying c i g a r e t t e s  and/or 

a l coho l i c  beverages. These media events  w i l l  be used t o  

launch and support adve r t i s ing  r e s t r i c t i o n  measures. 

o  To g e t  s t a t e  and l o c a l  j u r i s d i c t i o n  over tobacco, t h e  

American Medical Association and the American Lung 



.- . Association will continue effor ts  t o  repeal the federal 
I 

{...- pre-apt ion of s t a t e  laws regulating tobacco advertising and 

promotional ac t iv i t ies .  The AMA/ Synar proposal would remove 

the federal pre-emption clause. 

111, Objective 

To demonstrate t o  elected o f f i c i a l s ,  on the fedetal, utate  and 

local  levels,  t o  opinion leaders, t o  the m a 8  and to the  

general public that  : 1 

(a) The Firs t  Amendment of the United States B n r t i t u t i o n  

protects the freed- t o  t ruthful ly  advertise and 

promote any legal  product brand, i n c l u d i q  

cigarettes ; 1 

(b) Cigarette advertising is merely the  f i r a t  victim on a 

slippery slope that  includes many other vulnerable 

products ; 1 

(c) Young people are not targeted by or especially 

vulnerable t o  c igaret te  advertising. In fac t ,  our 

member companies a re  responsible corporate citizens, 

t ruthfully and f a i r l y  aarketing the i r  products t o  

adult smokers, not  youth. 1 



I <- 111. St ra teg ies ,  Goals and Tactics 

Strategy I: Increase o f f i c i a l ,  media and public focus on the  

f a c t  t h a t  the r igh t  t o  adver t i se  i s  guaranteed by the U.S. 

Consti tut ion,  and t ha t  ad bans, copy r e s t r i c t i o n s  and 

counter-advertising proposals must pass the  Central  - Hudson 

t e s t s ,  one of which i s  t ha t  r e s t r i c t i ons  must advance the  

government's i n t e r e s t ;  thus,  position the  Is rue  as a defense of 

a cons t i tu t iona l  process ( i  .e . commercial rpeech) ra ther  than a 
I 

spec i f i c  product. 
I 
I 

Goals : 

1 )  To encourage e d i t o r i a l  v i s i t s ,  media tours ,  o p e d  

a r t i c l e s ,  video playdates and l eg i s l a t i ve  v i s i t s  i n  

"ho~etowns" of 20 key Members of Congress. 1 

2) To organize a F i t s t  Amendment cadre of ad agencies, ad 

clubs,  ad media in  each of these 20 key locat ions,  1 

3) To repackage and update exist ing materials  under the  

Freedom t o  Advertise aegis by the end of t h i s  year,  with 

all new s tud ies ,  surveys and publication8 completed i n  

the f i r s t  half of next year, 1 





.. . T a c t i c s  : 

1)  Expand t h e  body of c r e d i b l e  profess iona l  l i t e r a t u r e  

and journalism rebu t t ing  t h e  most common cha tger  leve led  

a t  t h e  indus t ry ' s  adve r t i s ing  and promotion, which 

f ind ings  w i l l  a l s o  s a t i s f y  t h e  Centra l  Hudson c r i t e r i a .  I 
__I__ 

2) Through t h i r d  partier, such as Freedom t o  M v e r t i r e  

Coal i t ion  and tobacco state members, make widespread use  

of  "Tobacco Ad Bans: The Larger Issues" as well as t h e  

P h i l i p  Morris conceptual  video. Target audiences inc lude  

Members of Congress and t h e i r  s t a f f ,  ad c lubs  and o t h e r  

cons t i t uen t  groups of c o a l i t i o n  members, "family" 

l e t t e r -wr i t i ng  ga ther ings ,  and media i n  connection with 

e d i t o r i a l  board v i s i t s  by ad and media a s soc ia t ion  

teams, 1 

3) Continue t o  make widespread d i s t r i b u t i o n  o f  t h e  

16-country study and t h e  5-nation study -- which 

demonstrate t h a t  ad bans do not  work -- t o  ad c lubs  and 

cons t i t uen t  groups of our  c o a l i t i o n  members. Repackage 

i n  sho r t e r  vers ion along with excerpts  from WHO s tudy  and 

Council of Economic Advisors report .  1 



F-,, 4)  Comb t h e  l i t e r a t u r e  f o r  a r t i c l e s  and p o l l s  showing 
I- . 
L t h a t  adve r t i s ing  does no t  cause young people t o  smoke. 

Seek profess iona l  journa l  publ ica t ion .  then d i s t r i b u t e  

r e p r i n t s  t o  key leg  is latotr  , media, and business schools  

i n  t h e i r  d i s t r i c t s .  1 

5 )  Commission a  comprehensive review o f  the economic, 

marketing and business  l i t e r a t u r e  t o  demonstrate t h a t  

adve r t i s ing  of  a mature product,  l i k e  c i g a r e t t e s ,  does 

no t  increase  aggregate demand. Get it published i n  an 

opinion journal ,  . - 

6 )  Canvass the  world l i t e r a t u r e  f o r  re levant  a r t i c l e s .  

Monitor papers given a t  the World Conference on Smoking 

and Health i n  Japan. Encourage r e l e a s e  of the l i t e r a t u r e  

survey a t  a press conference of an i n t e r n a t i o a a l  

adve r t i s ing  group. 

7) Support t h e  Freedom t o  Advert ise  Coal i t ion  (PAC) a s  

appropria te .  1 

8) Ezlist the  d i r e c t  support  of t h e  Communications 

Committee i n  expanding our  c o a l i t i o n  bu i ld ing  to  include 

supermarkets, convenience s t o r e s ,  m i l i t a r y  canteens and 

commissaries, as well as tobacco wholesalers ,  r e t a i l e r s  

and vending machine companies. 2 



9) Measure t h e  economic impact on t h e s e  groups of  

l e g i s l a t i o n  r e s t r i c t i n g  tobacco adver t  i r i n g  and 

promotion: disseminate t h e  da t a  t o  t h e s e  a l l i e d  groups i n  

order  t o  develop a const i tuency opposed t o  such 

l e g i s l a t i o n .  Seek s t a t e  f ede ra t ion  policy statement on 

job impact, i f  appropria te .  (See # l l  below). Conduct 

b r i e f i n g s  as appropria te .  2 

10) Expand r e l a t ionsh ips  with organiza t ions  a f f ec t ed  by 

promotional bans. Spec i f i ca l ly  encourage the Committee 

f o r  Affordable Sports  and Entertainment (CASE) and i t s  

membership t o  become a c t i v e  and express i ts  opposi t ion t o  

e l e c t i v e  o f f i c i a l s  and t h e  media, through credible 

spokespersons. 2 

11)  Assess the  f e a s i b i l i t y  o f  developing a c o a l i t i o n  of 

labor  unioas whose members would be adverse ly  a f f ec t ed  by 

adve r t i s i zg  and ptomotioaal l e g i s l a t i o n ,  such as s i g n  

pa in te rs  ; pr in t e r s  ; newspaper r epor t e r s  and workers ; 

ma chin is:^, musicians and o ther  t r ades  involved i n  auto 

racing and o ther  s p o r t s  promotion. U t i l i z e  t h e  

Massachusetts S t a t e  Federation (AFL-CIO) pos i t ion  

statement,  i f  enacted in  October, i n  c o a l i t i o n  

development. 



12)  - Encourage a c t i v e  support of  groups and ind iv idua l s  

bene f i t i ng  from corpora te  sponsorship of t h e  ar ts  as we l l  

as those i n  o ther  i n d u s t r i e s  who sponsor auch a c t i v i t i e s .  

Iden t i fy  c red ib l e  spokespersons f o r  media and l e g i s l a t i v e  

t o u r s ,  as appropria te .  2 

13) Use public opinion research 'and economic s t u d i e s  t o  

show public approval of indus t ry  s p o r t s  sponro t rh ip  and 

impact of i t s  

14) Ident i fy  a network of groups t h a t  oppose ad bans , 

i deo log ica l ly  o r  a r e  a f f ec t ed  economically. Assess t h e  

impact, b r i e f  them and seek,  as a minimu l e v e l  o f  

commitment, use of t h e i r  corporate  names a s  part o f  a 

broad-based c o a l i t i o n  l i k e  FAC o r  passage of ant i -ad ban 

r e so lu t ions .  These r e so lu t ions  w i l l  be promoted t o  

l e g i s l a t u r e s  and media. 

S t r a t egy  11: Demonstrate t h a t  t he  proposed r e s t r i c t i o n  of  

tobacco adver t i s ing  and promotion s e t s  a dangerous precedent 

t o  o the r  i ndus t r i e s  and t h e i r  t r a d e  groups -- t h e  "Slippery 

Slope Strategy. 11 1 



. . %.' Goals : 

1 ) To fonn a  new c o a l i t i o n  by June 1 ,  1988 o f  

manufacturers most threatened by enactment of Synar 

and Stark. Or t o  broaden t h e  base of t h e  Reedom t o  

Advertise Coal i t ion  t o  ' include them, 1 

2) To develop by June 1 .  1988 cr cdmplete a c t  of 

documentation cons i s t i ng  of an issue paper, a 

l e g i s l a t i v e  a n a l y s i s ,  a review o f  r c i a n t i f i e  

l i t e r a t u r e  and a public opinion pol l .  It would 

" s e l l "  o the r s  on jo in ing  t h e  c o a l i t i o n ,  1 

Tac t i c s  : 

1 )  Encourage t h i r d  p a r t i e s ,  such as adve r t i s ing ,  a d  

media and l i b e r t a r i a n  groups t o  adopt d a t a ,  s t u d i e s  

and l i t e r a t u r e  we have developed. Also support t h e i r  

public r e l a t i o n s  and pub l i c i ty  e f f o r t s ,  as 

2) Develop s h o r t  review papers (based on our 

broadcast ban experience) f o r  use as op-eds o r  t r a d e  

a r t i c l e s  reminding media and l e g i s l a t o r s  t h a t  o the r  

groups -- adve r t i s ing ,  media, d i s t r i b u t o r s  -- s u f f e r  

from adver t i s ing  and promotion bans,  no t  t h e  tobacco 

industry.  1 



3) Contract  f o r  a paper by a former FTC commissioner 

o r  t o p  commission o f f i c i a l  ( o r  former J u s t i c e  Dept. 

o f f i c i a l )  point ing out  t h a t  an ad ban i s  an 

ant i -compet i t ive  proposal which limits consumer 

information and f r eeze  market sha re  a t  cu r ren t  

l eve l s .  1 

4) Commission a review a r t i c l e  by some s c i e n t i f i c  

t h ink  tank such as t h e  Franklin I n s t i t u t e  t h a t  would 

demonstrate t h a t  (a) tobacco is not  unique as an 

a l leged h e a l t h  hazard end (b) l i s t  t h e  great  numbers 

of c i t a t i o n s  i n  t h e  l i t e r a t u r e  o f  o t h e r  gener ic  

products and p rac t i ce s  t h a t  could e a s i l y  sha re -  t h e  

same s t a t u s .  Seek publ icat ion i n  Science o r  s i m i l a r  

profess ional  journal .  1 

5) ' ~ s t a b l i s h  t h e  ground work f o r  a coalition of 

obvious "vulaerables" t o  ad bans o r  tax-code 

censorship,  including manufacturers , supp l i e r s  and 

d i s t r i b u t o r s .  They would be a c t i v a t e d  t o  f i g h t  o f f  

" l e s s  d r a s t i c "  text-only o r  counteradver t i s ing  

a l t e r n a t i v e s .  1 

6 )  Develop background b r i e f i n g  papers f o r  use with 

each of these  p o t e n t i a l  c o a l i t i o n  groups. 1 



7) Assist c o a l i t i o n  groups i n  car ry ing  out  

l e g i s l a t i v e  mobi l izat ions  o f  t h e i r  memberahips t o  

r e g i s t e r  t imely and e f f e c t i v e  response t o  
1 l e g i s l a t o r s .  

8) Develop s t ronge r  c o a l i t i o n s  with  supp l i e r s  o f  t h e  

i n d u s t r i e s  t h a t  d i r e c t l y  b e n e f i t  from t h e  tobacco 

indus t ry ' s  t r a d i t i o n a l  a d v e r t i s i n g  and promotional 

a c t i v i t i e s .  1 

9)  Seek broad-based corpora te  cooperation with o t h e r  . 

threatened i n d u s t r i e s  i n  funding symposia o r  seminars 

on The First Amendment, a d v e r t i s i n g  and consumer 

choice. Sponsorship might inc lude  t h e  Freedom t o  

Advertise Coal i t ion ,  t h e  Freedom of Expression 

Foundation and a consuner group. ~ o p i c s  would cover 

the  e f f e c t s  of ad r e s t r i c t i o n s  on competi t ion,  f r e e  

access t o  consumer information,  freedom of choice ,  

e t c .  1 

10) Develop an award f o r  p resen ta t ion  a t  these  events  

f o r  outstanding defense of commercial speech. 

1 1 ) Encourage t h e  U. S. Cons t i tu t ion  Bicentennial  

Commission, F i r s t  Amendment Congtess , b e r i c a n  Bar 

Association,  U. S. Chamber, Washington Legal 

Foundation t o  cover commercial speech i n  t h e i r  

a c t i v i t i e s ,  by o f f e r ing  support  g r a n t s .  

100 



12)  Working with Media Relations s t a f f ,  explore 

similar opportunities with therReporters Ccmmittae 

for  Freedom of the Press, Sigma Delta Chi  and 

professional t rade associations of m i n o ~ i t y  news 

media, e.g., the  Aasociatlon of Black Journal is ts  and 

the National Association of Hlspanic Journal is ts ,  

Resolutions should be so l i c i t ed  from these groups. 

Strategy 111: Increase the level  of awareness among loca l ,  

s t a t e  and federal o f f i c i a l s  and opinion leaders tha t  smoking 

is only one of a constel lat ion of adul t  pract ices;  t ha t  

soc ia l  and family factors  a re  the p r h a r y  fac tors  shaping the 

behavior of young people; and that  member companies a c t  
2 responsibly in t h i s  regard, 



I .  Goals : 

1) To support in 1988 a total of 20 community-based 

"parent-child" communications programs, at the rate of 5 

per quarter, and help publicize them locally and in 

Washington, DOC. 2 

2) to gain professional and legislative recognition for 

the industry's effort to shield youth from cigarette 

advertising, 2 

Tactics : 

e 1) Involve local, state and federal elected officials in 

the opening and operation of each of these community 

programs. After the first year of operation, aupport a 

Washington D.C. conference of key participants at which 

they will meet their Member of Congress. 1 

2) Reaffirm the industry's position against youth 

smoking by commissioning a case history study of its 

experience in dealing with the problem, With NASBE, 

publicize the study through a one-day seminar and through 

appropriate professional publication. 2 

3) .  Assist educational consultant and associated groups 

to distribute the parent guidebook8 "Helplng Youth 



Decide" (HYD) and "Helping Youth Say No" (HYS) and 

related materials developed with National Association of 

State Boards of Education. 1 

4 )  Prepare a video tape presentation for staff a n d *  

consultants to use in visits with elected off icials ,  

editorial boards and educational leaders that will 

demonstrate the good faith efforts of cigarette maker3 

regarding youth. 1 

5 )  Support, as appropriate, National Automatic 

Merchandising Association (NAMA) point of purchase 

awareness campaign; seek and support similar 

opportunities with other vending trade groups, retailers 

and other industries. 1 

6) Join forces with others to create a multi-industry, 

multi-disciplinary study group on how best to discourage 

youth from early adoption of adult practices, of which 

smoking is just one. 1 

IV. Resources 

A. Staff 

1 ) Management : Panzer 



2) Division s t a f f :  Media Relations, 'Production 

Services and Information Services s t a f f s .  

3) Other s t a f f :  State Act iv i t ies  and Federal 

Relations s t a f f s  . 

B. Consultants 

1 )  Economic/ legal  experts 

2) Education organi tations and coneultants 

3) Public Relations counsel 

4) Research firms as necessary 

5) First Amendment consultants 

C. Haterials 

Booklets, folders,  news releases,  audio and 

videotapes; HYD and HYS materials, other printed 

materials 



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER NAME Public Af fa i r s  - Advertising I s sue  No. 1308 

. 

Account Page Budget Estimated Budget 
Number -- Description - Ref. ($000) ($000) ($000) 

$101 Postage & Delivery.a.a..a.e..a.*..a .... $ 80 
5201 Reproduction, Pr in t ing  & Drafting..  

$ 15 
338 245 

$ 15 

* .... 115 
, 5401 Other Off ice  Expense.......,.,,.,.. .... - 0 

6201 Advertising Space & Promotion...... .... 650 0 0 .... I 7301 Profess iona l  Fees..,............... 330 260 $9& 
7501 Support of Tob./Other Organizations . . , . 265 357 49 5 
8030 Outside Data Bases................ .... 5 3 0 

I 

TOTALS.. . . . . . . . . . . . . .a . . .a.aoa .... $ 1.668 $880 $ 1 , 1 2 2  

A# noted i n  t h e  previous pages, many new Division a c t i v i t i e s  and p ro jec t s ,  
baar ing foo tnote  1 ,  are deemed necessary t o  p ro t ec t  t h e  indus t ry ' s  r i g h t  t o  
a d v e r t i s e  i t s  products. The added expense, e s p e c i a l l y  f o r  new s t u d i e s ,  t h e i r  
promotion, and th i rd-par ty  support ,  is d e t a i l e d  on t h e  following pages. 



COST 

THE TOBACCO INSTITUTE 

1988 BUDGET 

CENTER Public Af fa i r s  - Advertising Is8 No. 

1987 1987 1988 
Budget Eat imated Budget 
($000) ($000) ($000) 

I 
Account 15101 - Postage 6 Delivery 

I "Helping Youth Decide" (HYD) booklets  
d i s t r i b u t i o n  

Spanish HYD 

HYD booklet  (1987 - 200,000 copies)  

"Helping Youth Say No" booklet* 
( 1  987 - 200,000) 

Misc. p r i n t i n g ,  r e p r i n t s ,  e t c  .* . 16 country & 5 nat ion s tud ie s  . Youth smoking suwey . Aggregate demand study . In t e rna t iona l  l i t e r a t u r e  review . Coal i t ion  impact repor t s  

Ad ban videos* 

HYD parent  education tape s e t s  

HYD ad r e p r i n t  (1987 - 200,000) 

New success s t o r y  fo lder  pr in t ing  
(1987 - 20,000) 



" T CENTER Public Affa i r s  - Advertising Issue Page 2 No, 1308 

1987 1987 1988 
Budget Estimated Budget 
($000) ($000) ($000) 

Account t6201 - Advertising Space 
h Promotion 

HYD n a t i o n a l  i n s e r t i o n s  
"Helping Youth Say No" 

~ c c o u n t  # 7301 - Profess ional  Fees 

~ d v e r t i s i n ~  c r e a t i v e  f ees  
Public r e l a t i o n s  counsel* - 

Media tou r s  (10 @ $5,500 each) 
James Peterson 
J o l l y  Ann Davidson* 
Economic, behavioral  6 opinion s tudies* 

C 
Economic i m  a c t  s tud ie s  1 Sc ien t i f  i c /  ehavioral  research . Public opinion surveys 
Coal i t ion impact s tud ie s  . H i s t o r i c a l  review of broadcast ban 
Youth smoking case study 

Labor counsel* 
Savarese & Associates 
Forscey 

/ Account #7501 - Support of Tobacco 
& Other Oreanizations 

National Association of S t a t e  Boards 
of Education (NASBE)" 

F i r s t  Amendment Coali t ions 
Freedom t o  Advertise* 
Seminars ( 3  @ $30,000)* 

Other Education groups 
CASE/ Arts groups* 
Supplier  & Dis t r ibu tor  coa l i t ions*  
Vulnerable manufacturer coa l i t i ons*  
cupport t o  Labor Management Committee 
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($000) ($000) ($000) 



PUBLIC SMOKING ISSUB 

I, Background 

As a r e s u l t  of t h e  1986 Surgeon General 'and National  Academy 

o t  Sciences r e p o r t s  on environmental tobacco moka,  an 
I 

explosion of anti-smoking l e g i s l a t i o n  war introduced a t  both 
I 

I 

t h e  s t a t e  and l o c a l  l e v e l s ,  Midway through the year it was 

I apparent  t h a t  t he  budget f o r  public smoking was not  adequate 

1 t o  meet t h e  l e g i s l a t i v e  support and public communication 

chal lenges  these  r epor t s  presented, 

In  p a r t  because of more aggress ive marketing o f  our 

resources ,  i n  par t  because of t h e  increased public awareness 

of  t h e  ETS i s s u e ,  we were ab le  once again t o  meet o w  goals 

f o r  mailings, and corporate  and indoor a i r  q u a l i t y  b t i e f i n g e  

by midyear, desp i t e  our having quadrupled most goals  from 

1986. These accomplishments a l s o  occurred with one l e s s  

s t a f f  member assigned t o  the  issue.  We continued t o  expand 

t h e  broader i s sue  of indoor a i r  q u a l i t y  with media tou r s  

involvicg v e n t i l a t i o n  experts .  We a l s o  have completed 

production of :hree workplace and indoor a i r  q u a l i t y  videos 

f o r  use i n  pr iva te  a s  wel l  as l e g i s l a t i v e  b r i e f ings .  

With add i t i ona l  funds made ava i l ab le  i n  August, we moved 

forward w i t h  plans t o  encourage t h e  h o s p i t a l i t y  industry  t o  



i a .  recognize smokers as a significant portion of their 

t-  clientele, with development of ETS and indoor air quality 

advertising, and with plans to increase significantly the 

number of experts on the road bringing the 

workplace/ETS/indoor air quality issues to the public via 

media tours. 

11. Assumptions 

o Most smoking restrictions and smoking restriction 

legislation are based on the alleged health effects of 

environmental tobacco smoke on the nonsmoker; proponent8 are 

(C strongly motivated by annoyance. The 1986 Surgeon ~dneralls 

and NAS reports provided additional ammunition for 

legislative activity. 

o Although other viewpoints exist, it has been difficult 

for scientists with these viewpoints to express themselveg 

within the scientific community. A network of anti-smokers 

in leadership positions effectively muzzles opposing views; 

publication of articles with these views is difficult. 

o Federal, state and local public smoking activity 

continues to increase. As of June, 1987, 5 bills were 

pending at the federal level; 189 state and 178 local bills 

have been introduced. Eighteen state proposals have been 



enacted; however, local legislation has a greater chance of 

passage - - 53 bills (30 percent) have been approved so far 

this year. Since the first public smoking leaislation was 

passed in 1973, some 42 states and 198 localities have 

restricted smoking in public places, Of these, 12 states 

restrict smoking in the private workplace and 23 states 

address smoking in government facilities , In addition 167 

localities restrict smoking in the workplace, 

o Although many private employers who regulatei moking 

attempt to accommodate smokers and nonsmokers, some implement 

smoking bans and discriminatory hiring policies. The public, 

the business community, and the news media perceive a growing 

. @ 
trend toward severe restriction. 

o Employers and restaurateurs are receivina substantial 

pressure from anti-smoking organizations to severely restrict 

smoking to protect the public's health, reduce overhead 

expenses and thereby increase profits. 

o Although the Public Affairs Division has caused 

increased focus on the broader issue of indoor afr quality, 

environmental smoke is still viewed as a separate and 

distinct issue, and smoking restrictions continue to be 
- 

viewed as the only way to improve indoor air quality, 



* - 
o Over the past year, several jurisdictions have taken 

preliminary steps to address the problem of indoor air 

quality, either as a free standing proposal to address 

ventilation standards or as a companion bill to a smoking 

I restriction proposal. 

I o Most employers and restaurateurs would prefer to develop 

their own responses to the issue rather than respond to 

specific legislation or to anti-smoker demands ; however, we 

are seeing a growing trend toward support of legislation 

and/or total bans as easy ways out of dealing with a 

potentially difficult issue, 

(3 " o The Institute can and does call upon considerable 

resources to broaden the issue to the greater problem of 

indoor air quality and to assist employers and others in 

dealing with the public smoking issue in a responsive and 

reasonable manner. Although the Institute has provided 

assistance to a number of institutions, many continue to be 

unaware of our resources and willingness to provide 

assistance, 

111. Objective 

To increase public policy makere' awareness of the need for 

proper ventilation as the one effective means of dealing with 



# .  

h moat or a l l  of the components of indoor air pollutioa in the 

(..- workplace and public places; and to diaeorrrage lq i# latort~  

and organizations from unfairly dircriminating againat 

employees and others who moke. 

IV. strategies, Goal8 and Tactic. 

Strategy I: Focus g r e a t e r  a t t e n t i o n  on t h e  broader issue of 

indoor a i r  q u a l i t y  and the  need f o r  improved v e n t i l a t i o n  

systems o r  more e f f i c i e n t  u8e of e x i s t i n g  systems, 

I 1) Conduct a t  l e a s t  500 b r i e f i n g s  on t h e  broader 

i s s u e  with o f f i c i a l s  from l abor ,  indus t ry ,  t r a d e ,  

environmental groups and the  media throughout 1988. 2 

2) Continue ACVA media tou r s ,  conducting a t  l e a s t  

1 7  i n  targeted communities throughout the  year, 2 

3) Continue Truth Squad ( lay and s c i e n t i f i c  spokesman 

teams) media tou r s ,  focusing on indoor a i r  q u a l i t y  

i s sues .  Conduct a t  l e a s t  24 (two per month). 1 





4) Continue media tours  by Alan Katzenstein,  a l a y  

exper t  on environmental quest ions ,  sponsoring a t  l e a s t  

two per month. 2 

5 )  Iden t i fy  by June 1, 1988, a spokeapexson f o r  t h e  

National Energy Management I n s t i t u t e ,  capable of 

car ry ing  NEMI's message regarding v e n t i l a t i o n  adequacy 

t o  t h e  press.  Conduct a t  l e a r t  one media tour  a month 

once spokeepereon is i d e n t i f i e d  and t r a ined .  1 

6 )  Assist the  tobacco indus t ry  funded Center f o r  

Indoor A i r  Research i n  conducting an a d d i t i o n a l  s i x  

"br iefcase"  s t u d i e s  i n  p r i o r i t y  l oca t ions  i d e n t i f i e d  by 

S t a t e  A c t i v i t i e s  and/or ~ e d e r a l  Relat ions .  Such ETS 

s t u d i e s  will have been completed i n  New York, Dallas and 

Washington. 1 

Tactics : 

1) Through the  Center f o r  Indoor Air Research, 

encourage s c i e n t i f i c  research and publ ica t ion  of 

a r t i c l e s  t h a t  point  t o  environmental tobacco smoke a s  a 

minor indoor a i r  q u a l i t y  f ac to r .  2 

2) Through the  Center f o r  Indoor Air Research, 

encourage continued and expanded p a r t i c i p a t i o n  by 



scientific consultants on committees of organizations 

studying indoor air quality, 2 

3) Through the State Activities Division and the 
* 

Center for Indoor Air Research, identify localities in 

which portable air sampling system (PASS) teats might be 

conducted, with credible third party rupport and 

sponaorahip. Assist sponsors in promoting results via 

news conferences, media releases. A8 additional studies 

are conducted, summarize cumulative results and release 

to media in jurisdictions considering restrictions, 1 

4) Continue to assist the Federal Relations and State 

Activities divisions in opposing unnecessary aaoking 

restriction legislation and regulation, emphasizing the 

need to examine the broader issue of indoor air quality. 

Provide scientific, economic, ventilation, and other 

expert testimony as requested. 

5 )  Point to smoking restrictions/bans as an 

ineffective response to poor indoor air quality. 

Identify, prepare and promote positive case studies 

where indoor air quality was improved without 

restricting smoking. 

6 )  In conjunction with ACVA (a company devoted to the 

identification and control of internal pollution 



Y . . * '  problems in public and commercial buildings) medf a 

tours, sponsor ACVA indoor air quality issue ads in 

newspapers in media tour cities, 1 

7) Identify opportunities to use ACVA indoor air 

quality corporate video in legislative, media and issue 

briefings. Update video as appropriate. 2 

8) Continue support of National Energy Management 

Institute indoor air quality project, through the 

Tobacco Industry Labor Management Committee. Identify 

appropriate NEMI spokespersons; promote the project as 

appropriate. 1 

9 )  Continue to identify additional 'ventilation experts 

who also are qualified to conduct media, corporate and 

legislative briefings. 2 

10) In consultation with the State Activities division, 

identify legislation/ordinances that have been 

introduced, passed or are pending that impose smoking 

restrictions as a means of improving indoor air quality. 

With third party (i.e. labor) support, shift the focus 

from smoking restrictions to ventilation standards. 

Seek to repeal existing smoking restrictions. 2 





1 1) Through Tobacco Industry Labor Management Committee 

and the National Energy Management Institute, identify 

opportunities to conduct building ventilation studies in 

areas or among employers.considering smoking 

2 restrictions. 

12) Develop and implement nationwide ETS/ Indoor Air 

Quality advertising campaign. Seek third party 

support. 1 

Strategy 11: Work with employers and business organizations 

to increase awareness and credibility of the Institutega 

C workplace programs. Encourage resronabla emploprr response 

to employee demand for smoking restrictions or to state and 

local legislation. 

Goals : 

1) Conduct in 1988 at least 500 workplace smoking 

issue briefings with institutions that axe facing the 

issue. A briefing shall consist of either an on-site 

visit by an Institute representative, possibly 

accompanied by a specialty consultant, or a detailed 

phone/correspondence briefing. Follow up all briefings 

as needed. 2 





2) Hake workplace presen ta t ions  before  25 meetings of 

Division,  maili.ngs w i . 1 1  be p r i o r i t i z e d  according t o  

s t a t e s  and loca l i  t i e s  t h a t  a r e  fac ing  workplace smoking 

1egi .s la t lon.  2 

profess iona l  a s soc ia t ions  ( t e a . ,  American Society f o r  

Personnel Administrat ion,  Associat ion of Legal 

Administrators,  American Management Association) by t h e  

end of 1988. Zhese workplace p re sen ta t ions  will be done 

by an I n s t i t u t e  r ep resen ta t ive  o r  s p e c i a l t y  consul tant .  2 

3) Provide workplace w r i t t e n  i s s u e  bri e f i a g  ma te r i a l s  

t o  200,000 employers during 1988. Br ie f ing  mater ia l s  

include I n s t i t u t e  resource guides ,  workplace kits and 

ma te r i a l s  produced by s t a t e  and l o c a l  chambers of 

commerce. Follow up as needed. 2 

4) Respond, withi.n two days, - - v i a  l e t t e r  or  

telephone c a l l  - - t o  a11 reques t s  f o r  aee is tance  

and/or information. Follow up a l l  responses as needed. 

Tactics : 

1) Continue ta rge ted  mai l ings  establirrhing the 

I n s t i t u t e ' s  expert i .se and wi 114 ngness t o  provi.de 

ass i .s tance.  In consultati .on with S t a t e  Actlvb.ties 



2) Promote reasonable p o l i c i e s  t o  employers who a r e  

considering p o l i c i e s  o r  responding t o  s t a t e  or l o c a l  

l e g i s l a t i o n .  Maintain samples of reasonable  p o l i c i e s  t o  

incorporate  i n t o  package. Reasonable reaponsea w i l l  

acc-ommodate smokers and nonsmokers without al lowing an 

ind iv idua l  o r  a  group of ind iv idua ls  t o  d i c t a t e  

preferences . 

3) Ident i fy  oppor tun i t ie r  f o r  corpora te  b r i e f i n g s  as 

follows : 

a) Companies with which we have a l ready  

es tab l i shed  contact  but have not  y e t  requested a 

b r i e f ing  . 

b) As a follow-up t o  ta rge ted  mai l ings  and phone 

c a l l s .  

c) Leads from s t a t e  and l o c a l  chambers of commerce 

with which we have es tab l i shed  a r e l a t ionsh ip .  

4) Briefings w i l l  be conducted by I n s t i t u t e  s t a f f .  

S p e c i a l t y  consul tants  may include:  l e g a l  counsel ,  union 

s p e c i a l i s t s ,  v e n t i l a t i o n  exper t  and management 

consul tant .  



5) Continue promotion of expert legal, labor, rrcience 

and ventilation consultants in briefings with print and 

broadcast media, and in corporate briefings. 2 

6 )  With third party assistance, promote effective 

ventilation, air filtration/cleaning technology as a 

viable alternative for eaployers/restaurateurs facing 

the issue. Develop materials outlining low-cost 

approaches to improved ventilation system, use in 

communications with employers and restaurant groups. 2 

7) AS appropriate, offer generic workplace 

smoking video and corporate indoor air quality 

video to employers conaidering restrictions. 

Videos may be used in instances where in-person 

briefings are not possible, 2 

8) Encourage publication in the general media o f  

articles giving examples of reasonable responses, 

(Consultants who are adept on the issue will respond to 

articles which suggest unreasonable and unfair solutions 

to workplace smoking issues ,) 

9 )  Conduct at least two legal expert media tours per 

month; focusing on reasonable employer response and 

legal issues relating to smoking in the workplace. 2 



P -+ ' ~* 
Strategy 111: Increase the hospitality and travel industry's 

understanding that smokers choose services that are gracious 

to all customers; and that smokers comprise a significant 

segment of their markets. Increare smoker awarenear of 

hotels, airlines, rental car companies and restaurants that 

treat smokers graciously. 2 

Goals : 

1) Complete dttitudinal survey of rmokerr' opinions of 

nonsmoker promotional efforts in the hospitality 

industry by March 1 ,  1988.' 

2) Have all materials developed and available for use 

by June 1, 1988. 1 

3) Develop by June 1 a plan for briefing 

representatives from the various hoepitality industries 

on findings from the survey, and providing them with 

materials I 
1 

4) Through the remainder of the year, brf ef at least 

75 officials from the hospitality industry and its trade 

associations. 1 



1) Commission a survey of smoker's attitudes towards 

discrimination in the hospitality and travel Industry, 

Promote the results via news conferences and releases. 1 

2) Communicate results of survey in briefings with the 

trade association8 and major companies within the 

hospitality and travel industries, 1 

3) Complete survey of major hotel, restaurant, " 

airline, rental car and other industry chains, for 

attitudes toward smokers and awareness of smokers' 

attitudes, 1 

4) Develop background information and materials 
t 

resulting from the industry survey to member companies 

for use in their smoker communications prograaas; 

communicate with smokers by providing materials (based 

on both surveys) for use by hospitality and travel 

groups supportive of smokers; and through the news 

media. 1 

5) Continue to promote "smokers are welcome here" tent 

cards and hospitality materials for restaurants, Offer 

similar materials for hotels and motels and airlines. 2 



6) Identify opportunities for the Center on Indoor Air 

Research to conduct portable air sampling system tests 

in restaurants and airlines. With third party support, 

promote results to news media and to travel and 

hospitality industries. 1 

Strategy IV: Continue to broiden political and profesrional 

relationships with organizations and individuals heavily 

affected by restrictions and/or concerned with the issue of 

indoor air quality. 

Goals : 

1 )  Conduct briefings before at least 20 state/local 

labor councils on workplace smoking issues, using the 

"Indoor Air Quality: A Labor Perspective" video and 

labor consultants, 2 

2) Conduct at least one nedia tour per month in 

unionized regions of the country, featuring labor 

consultants, Target the labor press, central labor 

councils and union audiences, Utilize existing labor 

video as appropriate. 2 



3) If appropriate, produce by June 1 a second Labor 

video featuring the president of a union representing 

pinklwhite collar employees. 1 

4 )  By March 1,  have completed and available for 

inclusion in the existing workplace guide for labor a 

I 
brochure outlining legal aspects of the issue. 1 

1 
I Tactics : 

1 1) Expand or establish and maintain personal and 

professional contacts with state, local and national 

organizations, i,e., unions, civil libertarian groups, 

I 
-- 

minority groups, veterans' groups, personnel management 

associations and environmental groups, 2 

2 )  Attend and/or appear on the program of conferences 

sponsored by such organizations, 2 

3) Assist interested organizations in preparing 

statements opposing smoking restriction legislation 

utilizing research/materials described in Strategy I. 

Publicize as appropriate. 

4 )  Utilize materials prepared for organized labor to 

encourage state and local labor councils/international 



unions to reasonably accommodate all members in their 

bargaining confer.ences . 

5) Assess feasibility of producing a video to promote 

NEMI1s ventilation program, and, if affirmative, produce 

6) Promote availability of existing ''Labor Guide to 

Collective Bargaining on Workplace Irruer," to unionized 

employees. Update and add to materials a8 appropriate. 2 

7) Identify opportunities to place the existing 

five-union ETS ad in unionized cities hosting workplace 

seminars and/or considering legislation. 1 

8) Via Labor Management Committee, support efforts of 

local unions to promote indoor air quality awareness. 2 

9 )  Promote opportunities for ACVA ventilation studieg, 

funded by Labor Management Committee but dona at the 

request of affected unions, 2 

10) Support, as appropriate, labor requests for help in 

grievances as related to workplace smoking. Maintain a 

current file of grievance decisions; update Labor 

Management Committee legal aasessment as appropriate. 1 



11)  Broaden relationships within AFL-CIO to include 

councils representing Hispanic, Black and womsn trade 

unionists. Seek positions on indoor air quality as 

appropriate. 2 

12) Encourage neutrality on tobacco issues mong 

organizations for which such issues are not a priority. 

13) Brief civil libertarians on employer practices that 

discriminate against smokers. Encourage opposition to 

employee screening programs that may attempt to 

discriminate against smokers, 

14) Encourage and support presentations o f  the 

existing American Association for Affirmative Action 

(AAAA) paper, "Toward a Civil Rights Approach to 

Smoking" to select audiences. These presentations 

should be conducted by the authors, Dr. Robert Ethridge, 

President of AAAA and John Fox. 2 

15) Identify legislation of interest to our allies and 

offer our support where feasible. 

16) Where appropriate, assist third parties in legal 

efforts to overturn workplace smoking restrictions. 



I * I  . 
V. Resources 

x. 

A. S ta f f  

I 

I 1)  Public Af fa i r s :  Stuntz ,  Foley, Qbotne, I 

Ransome, Media Relat ions ,  Information Canter, 

Production Services  

2) S t a t e  a c t i v i t i e s :  Woodron, appropr ia te  f i e l d  . 

s t a f f  and l e g i s l a t i v e  counsel 

3) Federal Relat ions  : White, Walters 

B. Consultants 

1)  Legal (John Fox. Dennis Vaughn) 

2) Labor exper t s  (Mike Forscey, James Savarese and 

Associates) 

3) Public r e l a t i o n s  counsel (Ogilvy & Elather, 

Flei shrnan-Hi l l a r d ,  HI 11 & Knowlton Inc .) 

4) Management consul tan ts  t o  be i d e n t i f i e d  

5) Sci enti f i c consul tan ts  ( Indoor Al r Po l lu t i  on 

Advi sory Group, Sci entl f i c W i  t nes s  Team) 



6) Commercial air quality inspection firms (ACVA 

Atlantic, National Energy Managewent Institute) 

7) Survey firms (Hamilton, Frederick 61 Schneideta 

and regional firms identified on an as-needed 

basis) 

8) ~conomists (supervised by Jamer SIvarsre and 

Associates) 

I 
I 

I 9) Labor Management Committee 

C,  Materials 

1) Backgrounders on indoor air quality and other 

issues of concern to third parties 

2) Examples of reasonable workplace smoking 
- - - - - 

policies 

I 3) Chamber issue brochures 

4) "Some Considerations" workplace kit, economic, 

productivity, legal, design, health and other 

publications 

I 5) Workplace Smoking: A Resource Guide 



6) Workplace materials for organized labor 

7) Workplace video 

8) Corporate and labor Gray Robarteon videos 

9 )  Hospitality and travel industry materials 

including tent cards, policy cer t i f i ca te s ,  

program brochures, window and door decals 

10) Summaries of economic, voter and other surveys 

and research 



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER Public Affairs - Public Smoking Issue No. 1309 

Account 
Number Description 

Furniture, Fixtures & Equipent.... 
Books & Subscriptions.............. 
Postage & Delivery................. 
Reproduction, Printing & Drafting.. 
Advertising Space & Promotion,..... 
Professional Fees................,. 
Support of Tob. / Other Organizations 
Outside Data Bases................. 
Data Processing Allocations,....... 

TOTALS 

Page Budget Estimated 
Ref. ($000) ($000) - 

Budget 
($000) 

The impact this year of the Surgeon General and National Academy of Sciences 
reports on environmental tobacco smoke required special additional budget 
authorizations. The foregoing pages identify the new or expanded Division 
activities which require additional funding in 1988. The project to disabuse 
public and policymaker misconceptions of this issue through advertising is 
mentioned on page 117, and its developent is to be monitored in stages by the 
Communications Committee. 



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER Public Affairs Public Sanoking.Irsue No. 1309 

1987 1987 1988 
Budget Eatlmated Budget 
($000) ( 5 0 0 0 )  ($000) 

' Account 15101 - Postage & Delivery 

Workplace Resource Guide (4 @ $7,700)* 

Account 15201 - Reproduction, Printin8 
3 Drafting 

Smoking in the workplace kit 
I , production 

6 printing reprints of articles 

Other public smoking publications/ 
reproductions 

~ i d e b  
Workplace* 
(1987 actual high due to demand from 
State Activities, coalitions) . 30-minute ACVA (Per Philip Morris 
for use overseas) . Restaurant* 
Corporate air quality* 

1 Workplace resource guide (200,000)* 

Accomit t6201 - Advertising Space 
b Promotion 

ETS issue ads 

:VA issue ads* 



f 

C W I  CENTER Public Af fa i r s  - Public Smoking I ssue  Page 2 No. 1309 

1987 1987 1988 
Budget Estimated Budget 
($000) ($000) ($000) 

Account t7301 - Profess ional  Fees 
I a '-' " 

' PR counsel/corporate* 
, Fleishman-Hillard 

h i l l  & Knowlton 

I 

i PR counsel/ labor* 
I . Ogilvy & Mather 
I Savarese 

Consultants t o  conduct research and 
r ep resen t  T I  t o  media, corpora te ,  
l a b o r ,  and t echn ica l  audiemes  . b c a l  vo te r  surveys (2 per SAD request)" 100 . Local r e s t r i c t i o n  cos t  s tudies* ' (4  per SAD request)  80 

Local economists 25 . Vent i la t ion  consul tan ts  150 

Economic (Solmon) 25 
Miscellaneous opinion research* 25 - Hosp i t a l i t y  survey I 

Paul ,  Hastings,  Janofsky & Walker 25 . Labor consul tan t  (Forscey) 150 . Workplace consul tan t  (Alan Katzenstein) 80 
Soc ia l  Costs research SO 
A r b i t r a t o r  45 

Media Tours . Truth squad (24) - Expert consul tant  (@ $8,000 each) - - Agency (@ $5,500 each) I 

ACVA - Gray Rabertsan (expenses) - Agency (@ $6,500 each) 

. John Fox (24 @ $7,500) 

Katzenstein (24  @ $4,000) 

40 
10 

(Media 
tours )  

20 

- 
(Media 
tours )  

25 
25 
50 
50 

I 25 35 
175 150 cn 

0 
0 

(See PHJ&W) 180 $ 

(See Katzenstein) 100 & 
U1 



t '  . "ENTER Public Affa i r s  - Public Smoking I s sue  No, 1309 

1987 1987 1988 
Budget Estimated Budget 
($000) (SOOO) ($000) 

ACcount 17501 - Support of Tobacco & 
Other Organizations 

Grants t o  assist  i n  implementation of 
voluntary pol ic ies* 
, Workplace 
, Restaurant . Hosp i t a l i t y  

American Assn, f o r  Affirmative Action 

Grants t o  conduct building s tudies* 
, Building s tud ie s  per PAD reques t  . Building s t u d i e s  per SAD reques t  

Support t o  National Energy Management 
s t i t u t e  (NEMI)* 
, Grant t o  develop IAQ protocol  . Spokesperson t o  represent  NEMI 

i n  test imony, media work 
Video 

Labor Management Committee* . Workplace smoking mater ia l s  . ETS ads 
Labor spokesperson media tour  
( 1 2  @ $5,500) 

, Indoor A i r  Quality Video . Miscellaneous 

A i r  q u a l i t y  seminar 



SOCIAL COST ISSUE 

I. Background 

The "social cost" issue is a new progran assigned to the 

Public Affairs Division. In the past, Qe have addressed this 

issue on an ad hoc basis when used to justify rpeeifie 

anti-smoking proposals. The "social cost" iesle impacts all 

of our issues and ie being used increasingly and with greater 

intensity by anti-smoking groups. Thia plan represents our 

first comprehensive program to aggressively manage the 

"social cost" issue. 

XI. Assumptions 

o Anti-smoking activists increasingly are arguing that the 

smokerst alleged coat to society, L e e ,  increased job 

absences, higher public medical expenses, accidental fires. 

etc., justify increasing cigarette excise taxes, bans on 

cigarette advertising, public smoking restrictions, and 

elimination of the tobacco farm program. "Social cost'' 

arguments promoted by anti-smoking groups add to the 

perception that tobacco use is socially unbcceptable. 

o "Social cost" arguments are utilized by anti-smoking 

groups to counter any effort by the tobacco industry to 



demonstrate the positive economic impact of tobacco on the 

nation's economy, i.e., the Wharton and Chase rtudies. These 

economic impact studies do not deal with "s~cial costw 

arguments. 

o Independent economists atate that "8ociaI coat" concepts 

and computations used by anti-smokere do not withstand 

credible economic scrutiny, Anti-gnokers' resaarch presumes 

that most costs they perceive to be associated with smoking 

represent a financial burden on society as s whole, 

o The Surgeon General's assertion that environwental 

tobacco smoke is a demonstrated health hazard to the 

nonsmoker will most likely escalate future Msocial cost" 

estimates. 

o The "social cost" debate thus far has been Largely 

between the anti-smoking lobby, including some member8 of 

Congress, and the tobacco industry, with public policy makers 

as the primary audience. Some actuarial and health care 

economic discussions which do not support anti-smoker 

research have not been widely distributed or promoted. The 

general public is not familiar with all aspects of the issue 

and, if they were, would likely be unsympathetic to "social 

cost" economics as a justification for restricting free 

lifestyle choices. 



o Other i n d u s t r i e s ,  i ,e , , da i ry ,  meat, a lcohol ,  chemical 

producers,  nuclear power, hazardous wastes management and 

smal l  a i r c r a f t ,  a r e  a l s o  vulnerable  t o  similar "social cos t"  

arguments. 

111. Objective 

To chal lenge t h e  v a l i d i t y  of -ti-nokerrQ "rocial coatn 

arguments used to support anti- tobacco l a g i r l a t i o n  on the 

federal, state and l o c a l  l e v e l ,  1 

IV.  Strategies, Goals and Tactics 

Stra tegy  I: Aggressively counter " soc ia l  costw research with 

c r e d i b l e ,  independent economic s t u d i e s ,  1 

Goals : 

1) Conduct a t  l e a s t  one organiza t iona l  meeting of t he  

"soc ia l  costvt  economists network within s i x  months, 1 

2) Submit f o r  publ icat ion a t  l e a s t  f i v e  a r t i c l e s  

summarizing independent economic review of " soc ia l  cos t"  

arguments within s i x  months, 1 



3) commibsion a t  l e a s t  f i v e  s p e c i f i c  new r t u d i e r  on 

t h e  " soc ia l  cost"  i s s u e  within  six months, 1 

4) - Conduct media tou r  t o  promote 'Tollison and Wagner 

book now i n  d r a f t  wi thin  t h e  s i x  months, 1 

5 )  Support a t  l e a s t  one academic symposium on the 

" soc ia l  cos t"  wi thin  nine months, 1 

6) Submit a t  l e a s t  f i v e  a b s t r a c t s  o f  new " r o c i a l  cost"  

s t u d i e s  t o  p re s t ig ious  economic conferences within  n ine  

months. 1 

7) Brief a t  l e a s t  f i v e  l e g i s l a t i v e  organizat ions  on 

the  " soc ia l  cos t"  i s s u e  within  six months, 1 

8) Brief a t  l e a s t  10 minori ty  and veteran groups on 

the  " soc ia l  cost"  i s s u e  within s i x  months. 1 

Tactics: 

1 )  Ident i fy  network of economists f a m i l i a r  with t h e  

" s o c i a l  cost" i s s u e  t o  review and maintain l i t e r a t u r e ,  

t o  conduct research ,  t o  prepare a r t i c l e s ,  l e g i s l a t i v e  

testimony, l e t t e r s  t o  t he  e d i t o r  and op-ed pieces .  When 

poss ib le  u t i l i z e  e x i s t i n g  t ax  i s s u e  economists' network. 

Conduct per iodic  meetings i n  c e n t r a l  location. 1 



2) Publicize independent economic review o f  '%ocial 

cost" arguments and encourage publication in newspapers, 

economic journals and economic conference proceedings. 1 

3) Commission and aggressively promote new studies on 

precise topics, L e e ,  smoker vs. nonsmoker productivity, 

absenteeism and accident rates, actual estimate of all 

taxes paid by smokers vs, th@ public health care costs 

allegedly attributed to smoking, etc, 1 

. _ 
4 )  Publicize Tollison and Wagner book in conjunction 

. with a media tour of "social cost" economists sponsored 

by an academic institution. In conjunction with tour, 

prepare and-distribute executive summary of book, 1 

5 )  Support and aggressively promote e one day 

symposium sponsored by an academic institution, L e e ,  

Center for the Study of Public Choice at George Mason 

University, on the "social cost" issue. Sponsor wbuld 

commission papers on precise topics and publish and 

promote the proceedings. 1 

6) Direct "social cost" economists to submit abstracts 

of studies and seek speakingtseminat opportunities at 

prestigious economic conferences, i . e . ,  American 

Economic Association, Southern Economic Association, 



Western Economic Association,  A t l an t i c  Economic 

Association,  e t c .  1 

7) Seek oppor tun i t ies  f o r  " a o c i a i  cost"  economists t o  

t e s t i f y ,  t o  prepare testimony, and t o  include research/  

a r t i c l e s  i n  t he  l e g i s l a t i v e  record when anti- tobacco 

l e g i s l a t i o n  i s  under considerat ion and " r o c i a l  cost"  

arguments a r e  u t i l i z e d .  (This year ,  economists a l ready  

have prepared r e b u t t a l s  t o  n s o c i a l  cost"  a r g m a n t s  t o  

j u s t i f y  excise  t a x  increases  i n  Ca l i fo rn i a  and Texas.) 1 

8) Direct " soc ia l  cost"  economists t o  b r i e f  economic 

and pol icy s t a f f s  of l e g i s l a t i v e  organizat ion$,  i .e . ,  

American Legis la t ive  Exchange Council, National 

Conference of S t a t e  Leg i s l a to r s ,  Council of S t a t e  

~ovetnments  , National Governors Association on the  

" soc ia l  costs1' i s s u e ;  encourage them t o  address t he  

i s sue  a s  a s e r ious  publ ic  pol icy concern, Seek 

publ icat ion and speakingtseminar oppor tun i t ies .  1 

9 )  Encourage e x i s t i n g  and f u t u r e  smoker a n t i -  

harassment groups t o  point  t o  " soc ia l  cos t"  arguments 

i s sue  a s  another form of harassment, 1 

10) Brief minori ty  and veterans  groups on the  " soc ia l  

cos t"  i s sue  and encourage them t o  take a pos i t ion .  

Assis t  in  preparing op-ed p ieces ,  l e t t e r s  t o  t he  e d i t o r  



and developing a s e r i e s  of p o s i t i o n  s t a t m e n t s  

suggesting " soc ia l  costet  a s  a byword f o r  

discr iminat ion.  1 

11) Insp i re  Congressional reques t  for a new OTA s tudy  

within  proper economic gu ide l ines .  1 

Strategg 2: Demonstrate t h a t  n s o c i a l  cost" arguments can be 

appl ied t o  o ther  i n d u s t r i e s  and genera te  eupport f r o a  those  

i n d u s t r i e s  i n  challenging these  arguments, 1 

Goals: ' 

1) Conduct s t u d i e s  extending " s o c i a l  cost"  research t o  

a t  l e a s t  f i v e  o ther  i n d u s t r i e s  wi thin  th ree  months. 1 

2) Ident i fy  and b r i e f  a t  l e a s t  f i v e  i n d u s t r i e s  on t h e  

p o t e n t i a l  t h r e a t  of s o c i a l  c o s t s  -arguments t o  t h e i r  

businesses within s i x  months. 1 

Tactics : 

1) Extend " s o c i a l  cost"  research a s  applied t o  smokers 

t o  o ther  i n d u s t r i e s  by obtaining es t imates  from ' ' socia l  

cos t t t  economists of p o t e n t i a l  cos t  t a rge ted  commodities 



impose upon society, i.e., beef, alcohol, sugar, coffee, 

salt, etc. 1 

2) Brief target industry association axacutives on 

repercussions of potential rocial cost allegations 

utilizing "social cost" economist network. If possible, 

have economists brief peer economists at targeted 

industries or utilize third party groups, L a . ,  tobacco 

grower representatives for briefing with cattlemen's 

association, 1 

3) Attempt to organize coalition of business to 

counter "social cost'' claims, Prepare and distribute 

coalition brochures, newspaper advertisements and video 

on the issue. 1 

4 )  Organize coalition of economists frustrated with 

abuse of economics in politics. Seek speaking 

opportunities at economic seminars (ree above); 

1 interviews with business and economic journalists, 

Strategy 3: Counter the objective of those using "social 

cost" claims and maintain tobacco family unity by reinforcing cn 
0 

2 a, 

the historic and economic benefit of tobacco in the U.S. a, 
P 



; '  . Goals : 
i .'. . . 

1) Commission an update study demonstrating the 

economic impact of tobacco by the end of the year. The 

last study was completed in 1985 based upon I983 data. 1 

2) Sponsor at least one historical celabration, art 

show qr archival collection by the end of the year. 1 

3) Commission at least two articles that highlight the 

historical role of tobacco in the U.S, in three months, 1 

Tactics : 

1) Continue to promote Chase study and cornmiasion an 

update demonstrating the impact of tobacco upon the 

nation ' s economy, 2 

2) Commission and aggressively promote articles and 

research that highlights tobacco's historical role in 

the U.S. 1 

3) Support an art show or archival collection 

demonstrating the historical role of tobacco in the 

U.S. 1 



4 )  'Serve as corporate sponsor of Normandy Museum 

demonstrating tobacco's ro le  in  World War 11. 1 

5 )  Promote "heritage" materials in  tobacco s t a t e s  t o  

elevate awareness of tobacco's h i s to r ic  role ,  1 

6 )  Identify historians at mafor' routhern univerr i t ics  

to  write a r t i c l e s  of tobacqo's ro l e  i n  U.S. history.  1 

V. Resources 

A. Staff 

1 )  Management: 

To be determined a f t e r  plan and budget 

approval. 

2) Division s t a f f :  

ROSS, Panzer, S t u n t z ,  Foley, Lyons, b r a n  
I 

Other staff: 

State Activi t ies  and Federal Relations 

Division$, t he i r  s t a f f s  and leg is la t ive  

counsel 



4 ) .  Consultants 

a) Economists 

--Network coordinated by '~ames Savarese 

b) Public Relations Counsel to  be determined 

c) Private research firms 

d) Chase research and consultante 

e) Legislative Counsel 

f)  . Tobacco family consultants 

g) Tobacco historian/archivist 

B, Materials 

1 )  Tollison/Wagner book 

2) Chase materials 

3) Heritagematerials 

4) Brochures, reprints, seminar proceedings and 

other printed materials 

5 )  "Social cost" video 



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER NAME Public A f f a i r s  - "Social" Cost I ssue  No. 1311 

1987 1987 1988 
Account Budget Estimated Budget 

' Number t Description ($000) ($000) ($000) 

5201 Reproduction, Pr in t ing  6 Drafting,..,. I .. $1 70 
6201 Advertising Space & Promotion,, , , . , . , , .. .. 20 
7301 Profess iona l  F e e s . , , . . , . . . . . . . . . , , , , , ,  I I 335 
7501 Support of Tob ./Other Organizations , , .. - 140 

s o c i a l  c o s t  i s sue  budget r e f l e c t s '  d e v e l o p e n t  and implemenation of an entirely 
program t o  manage t h e  i s sue .  



THE TOBACCO INSTITUTE 

1988 BUDGET 

COST CENTER NAME Public Affairs - "Socialg1 Cost Issue No. 1311 

1987 1987 1988 
Budget Estimated Budget 
($000) ($000) ($000) 

Account (5201 - Reproduction, Printing 61 
~kESEL% 

Reprints of articles, spmposim 
proceedings, etc. . Article reprints (5 @ $10,000) 

Symposium proceedings 
Miscellaneous brochures 
Reprints of Heritage articles 
Chase Econometrics update . Video 

Account #6201 - Advertising Space 
h Promotion 

Advertising (political abuse of 
economics) 

Account 17301 - Professional Fees 
PR Counsel 

Consultants to conduct research, 
prepare articles, deliver briefings . "Social cost" economists (research, 

articles, briefings) 
"Social cost" studies (3 @ $30,000) 
"Social cost" industry case studie8 

( 3  f! $30,000) 
Chase Econometrics update 
Tobacco historian/archivists 



( T CENTER NAME Public Affairs - "Socialw Cost Issue Page2 No. 1311 

1987 1987 1988 
Budget Estimated Budget 
($000) ($000) ($000) 

Account #7501 - Support of Tobacco & Other 
Ornanizations 

"Social cost" symposium 

Miscellaneous coalitions 

Archival Exhibition 

Normandy museum 



PRODUCTIOM SERVICES 

I. Background 

I In t h e  l a s t  quar te r  of  1985 t h e  Production Services  
I 

~ e ~ a r k e n t  (PSD) was reassigned t o  t h e  Public Affa i r s  

Division. The reorganization reaul ted  i n  redefined r t o f  f 
I 

i d u t i e s  and responsibf l f t i e s .  Consequently, PSD grew more 

e f f i c i e n t  and v e r s a t i l e  as a s e r v i c e  group t o  the Institute. 

PSD i s  not  a separa te  budgeted c o s t  center .  The group 

provides se rv ices  t o  a l l  I n s t i t u t e  d iv i s ions .  These aerv ices  

a r e  then charged t o  t h e  c o s t  cen te r  i n i t i a t i n g  the pro jec t .  

The Information Center is  another department wi thin  t h e  

d i v i s i o n  t h a t  follows t h i s  admin i s t r a t ive  procedure. 

o New York, Chicago, Us Angeles and Dallas a r e  cen te r s  

of graphic  design. By comparison. Washington, D.C., has 

r e l a t i v e l y  few a r t  s tud ios  and pr in t ing  companies. The 

r e s p o n s i b i l i t y  of the  Production Services Departmeat (PSD) i s  

t o  f ind and u t i l i z e  the highest  q u a l i t y  and most economical ul 
0 
cn 

services for  The I n s t i t u t e ' s  needs i n  t h i s  geographic a rea .  0-J 
P 



C I These needs generally consist of publication design, 

k- slide presentations, photography, printing and mailing 

services. Special projects are addressed as they are 

assigned, 
I 

1 

I 
I 
I o Communicating with Institute staff on projects i s  an 

important area. Projects, regardless of complexity, require 

as much initial input as they do follow through, 

I 
I o Deadlines need to be agreed upon and met. Each stage of 

the production process involves careful planning and managing 

in terms of time and budget. Streamlining all phases is 

necessary. 

8 
o Production of printed materials for allied organizations 

- as part of the coalition process - increased by an 
estimated 40% in 1987.. By providing project management, we 

are able to support these groups in a variety of ways. 

o A total of $700,000 was spent on the prdduction of 

graphics in the first six months o f  1987. Most of these 

monies supported major projects such as: 

- The National Tobacco Council Legislative 
Mobilization Packages 

- Helping Youth Say No 



- Workplace smoking assistance booklets and kits 

- ACVA presentation packages 

- Transcribing and video taping our hearings 

o Large contracts with vendors are bared on competitive 

bidding proposals, 

o ihe graphic arts industry is constantly growing in the 

areas of computer graphics and new product developments. PSD 

keeps in touch with these advancements by regularly reviewing 

vendors and their specialty services. Desk top publishing is 

an area that we will continue to explore in 1988. 

111. Objective 

Produce high quality, graphic materials in a timely and 

economic manner. 

IV. Strategies, Goals and Tactics 

Strategy I: Increase TI staff knowledge of PSD capabilities 

and guidelines related to the production o f  graphics and 

publications, as a means of gaining their help in containing 

costs and ensuring quality. 2 



I"- , (+: Goals and Tactics: 

1-. 

1) S t r e s s  t o  s t a f f  t h a t  PSD must be informed, wel l  i n  

advance, of upcoming conferences,  p r o j e c t s ,  e t c , ,  t h a t  

r equ i r e  v i s u a l  suppor t ,  Require w r i t t e n  d i r e c t i o n s  and 

time t a b l e  on a l l  assignment$, time permi t t ing ,  PSD 

I w i l l  negot ia te  reasonable deadl ines  and plan t o  meet 

2) Involve and appr i se  c l i e n t s  a t  every s t a g e  of each 

p ro jec t .  A l l  s t ages  w i l l  r equ i r e  s igna tu re  and d a t e  of 

responsible  s t a f f  before  proceeding t o  next s t e p ,  

3) A l l  completed p ro jec t s  will be reviewed by PSD s t a f f  

and c l i e n t s  t o  determine t h a t  p r o j e c t  needs were 

s a t i s f i e d .  A record of the  meeting w i l l  bs f i l e d  i n  t h e  
I 

job j acke t ,  

4) Continue publ ica t ion  c o s t / q u a l i  t y  recaps and 

d i s t r i b u t e  t o  c l i e n t s  on a t imely b a s i s ,  

5) Dis t r ibute  t o  811 s t a f f  information on any new - - 

c a p a b i l i t i e s  t h a t  PSD has acquired e i t h e r  i n  house o r  

through outs ide resources ,  wi thin  two weeks of 

acqu i s i t i on ,  1 



(I" 6) On t he  f i r s t  of every o ther  month, i s s u e  a 

publ ica t ion  inventory f o r  a l l  c o s t  c e n t e r s ,  D i r t r i b u t e  

t o  appropria te  personnel, 

7) Update and i s s u e  publ ica t ion  l i s t  bi-nonthly t o  

maintain maximum use of publ ica t ions  by member companies 

and the  general  publ ic ,  

8) Coordinate new publ icat ion release mailings with 

. app ropr i a t e  support s t a f f  f o r  d i s t r i b u t i o n .  2 

9) Support T I  staff on audio-visual  a i d s ,  Update and 

maintain equipment a s  necessary. 

10) As a means of measuring q u a l i t y ,  enter se l ec t ed  T . 1 ,  

publ icat ions  i n  awards competition$, 

S t ra tegy  11: Require vendors t o  ensure high q u a l i t y  

output  on a timely bas i s  with minimal c o s t s ,  

Goals and Tactics: 

1)  Conduct bi-annual review of vendors i n :  typography, 

design,  photography, p r in t ing  and mail ing.  Maintain 

p r o f i l e s  of each company i n  PSD f i l e s .  



2) Produce wr i t t en  es t imates  f o r  s t a f f  on m y  pro jec t  

involving design and p r in t ing .  

3) Have comprehensive bids  submitted on p r o j r c t r  t h a t  

w i l l  exceed $10,000. Budget or time r e s t r a i n t s  murt be 

discussed and approved by i n i t i a t i n g  c l i e n t ,  i n  advance 

t o  exempt a p ro j ec t  from bidding. 

4) Where appropria te ,  i n i t i a t e  contract agreemmtr with 

vendors per ta in ing  t o  t h e  production of rpccific 

publ icat ions .  Several publ ica t ion  s e r i e s  a r e  a l ready  

under cont rac t :  s t a t e  da t a  cards ,  he r i t age  s e r i e s  and 

1 i s s u e  top ic  brochures. Develop a s i m i l a r  arrangement f o r  

t h e  [ rev ised]  Tobacco Observer. 1 

5) Produce and maintain production scheduler on a l l  
$ 

proj  e c t s  . Coordinate p ro j ec t s  with de r ign r r s  . p r i n t e r s  

and T I  c l i e n t s .  

6) Devise and maintain a wr i t t en  evaluat ion form f o r  each 

p ro jec t .  After completion of a p r o j e c t ,  review with 

c l i e n t  design and p r in t ing  q u a l i t y  a ~ d  pprcadures. F i l e  

and feed back a l l  problems, recommended changes, 

c r i t i c i s m s  or  p ra i se s  t o  appropr ia te  vendor. 



1 .  IV. Resources tY)" ' 

A. Staff 

1) Production Services : Dedick, Nordahl, Davis 

2) Public Affairs : . Bauarann, Miller, Mysrs , 
R i  chman , Pinkney , Stark  

3) Administration: Coulton, Diemen, Evans, 

Grays, Hi lder ley,  Jonee , Mf l l e r  , O t t  

4) Vendors : Typographers, Design Studios ,  

Freelancers ,  Photographers, 

P r i n t e r s  and Mailers 

5 )  Clien ts :  TI s t a f f ,  o ther  support ive  

organizat ions  

B. Haterials 

1) Supplies f o r  in-house equipment: wax, c a r t r i d g e s  

and type wheels f o r  ilroy, paper and f i lm f o r  

Video-Show, miscellaneous drawing suppl ies  and 

too l s .  

2) F i l e s :  Photo, S l ide ,  A r t  and Publ icat ion 


