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XmU RELATIONS 

I. .Background and Assumptions 

Media headlines and cover storias related to the tobacco industry 
abounded in 1989. The Surgeon General's 25th Anniversary Report, 
calls for bans on all airline flights and numerous ETS studies 
were among the nationally covered stories. These is~ues, and 
others, brought extraordinary amounts of media attention to the 
industry. Coverage remains at high levels. 

o - &ti-tobacco rhetoric and proposals in 1989 have beer! 
especial1 repetitive and shrill. Media coverage has reflected 
this shri f lness. Indications for 1990 promise more of the same. 
vi orous efforts to promote the positions of the industry, our 
i s ,  and expert consultants will be nacerrary to help assure 
fair coverage. 

o The media continues to be interested in tobacco-related 
issues and legislative activity. Congressional and national 
level a c t i v i t y  combined with distinct occurrences (1.9. at the 
state level) make the news. Anti-snokers show no signs of 
abating local attacks on the industry. The rnstitute must 
continue to take the lead as an aggressive rource of information 
and experts to put anti-smoker rhetoric and proposals in 
perspective and to provide substantiated opposition. 

o & 1989, i t  i s  estimated that the media relations team will 
participate in over 700 broadcast interviews, 1 ,500  print 
interviews, fill over 5,000 information requests from the media 
and public, make personal contact with over 600 journalists, and 
conduct 150 interviews with ~onsulting experts. In addition to 
those activities conducted by TI staff, some 60 media tours by 
expert consultants will bring the industryt s message to an even 
wider audience. 

o As a resuJ!t o f  this aggressive approach, The Institute is 
often seen as a reliable source and newsmaking organization. 
Many national and local media outlets make efforts to include The 
Inttitutefs views for balance. Maintaining and increasing this 
momentum continuer to be of paramount importance. 

o Continued press activity will track tobacco excise taxes 
(state and federal 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 ba emphasized along with indurtry viewpoints. 
Broadening the base of rupport is often an effective method of 
obtaining coverage for the industry's positions. 
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o Industry positions are generally strang and compelling. 
Allies and expert consultants have assisted in gaining a great 
deal of ground. Increasing utilization ~f both resourcer through 
carefully planned, aggressive media st ra teg ies  remains the 
challenge. 

A. Staging of preemptive media activities works well, and 
allows greater latitude to frame our message. One 
example of this was the "Enough is enoughn campaign in 
anticipation of the Surgeon Genaralts 25th Anniversary 
report. 

8. Through staff visits, consultant a pearancar, and the P mailing of targeted materials to'a 1 levels of media 
nationwide, we continue to develop a base of contacts 
and information. As the level of awareness r i s a r ,  
skepticism decreares, and visibility of the industry's 
views incttases. 

c. satellite transmissians to deliver information to 
electronic media have become analogous to messenger 
dispatch of news rslaases to newspapers. Amid clutter, 
the content of both must be news. TI has had successful 
experience in the satellite medium, and should continue 
to use this technology. Satallit8 use can assist in 
countering the numerical superiority of grass-roots 
opposition. 

To encourage fairer covrrage and editorial balance of key 
tobacco issurrs in the redia. 

To broaden the potential audiences and the reach of the 
industry's iessages. 

111. Sttatsqies, Goals and Tactics 

Strategy I: Increase levels of media outreach activities, 
counter-attack, and offensive press strategies. Aggrescively 
promote TI'S availability and media appearances to assure 
industry tepresontrtion in ongoing tobacco debates. 

Goals and Tactics: 

1. Eeep the Institute in the Lead as often as possible, through 
sptakrrsO availability and, to the extant possible, prior 
knowledge o f  anti-smoking initiatives. 
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working closely with other TI staff, improve the continuing 
prograa to nonitor anti-smoking research and activitias. 
using this information, develop press strategies to respond 
and counteract publication o r  announcements. AS appropriate: 

A. Conduct reemptive media conferences or on-site 
press br ! efings. 

B. ~ l e r t  the nedia to TI availability and position 
and, where appropriate, expects or third-parties, 
v ia  national and/or local wire services. 

C. Distribute position papers, press releases and 
other materials. 

D. Produce TV and radio satellite packages for 
targeted or blanket feeds. 

L. Use satellite interviews to make experts or TI 
representative available to press. 

2,  Continue with active media tour promotion and scheduling of 
T X  speakers on isaues pf timely and/or local concern. 

A. Using media tours as an outlet, promote industry 
views in specifically targrted areas for 
legislative and public affairs efforts. 

B. Conduct at least two media touts per month by TI 
speakers on issues o f  general industry concern 
(e.g. airlines, w ~ ~ k p l a c e  assistance program geared 
towards smokers). 

C. Deternine on a monthly basis with issue managers 
and field staff, additional opportunities far media 
tours, 

3 .  Raise the high level o f  media grassroots contact through 
targeted mailings and issue campaigns. Sprctfically, 
conduct no fewer than two such mailings each quarter. 

A. Conduct mass-scale distribution of favorable 
clippings, transcripts, editorials, atatementr, 
rtc. to targeted national and grassroots reporters. 

8. Incorporate speakersf contacts into target lists. 

C. Ugdat*/refine various in-house target lists on a 
quarterly basis. 



----- _--___ CONFIDENTIAL I==== 
THIS DOCUMENT IS SUBJECT T 0 A COURT ORDER AND THIS 
DOCUMENT AND ITS CONTENTS SHALL NOT BE USED, SHOWN OR 
DISTRIBUTED EXCEPT AS PROVlDED IN TFIE COURT'S ORDER 

working closely with other TI staff, improve the continuing 
prograa to nonitor anti-smoking research and activitias. 
using this information, develop press strategies to respond 
and counteract publication o r  announcements. AS appropriate: 

A. Conduct reemptive media conferences or on-site 
press br ! efings. 

B. ~ l e r t  the nedia to TI availability and position 
and, where appropriate, expects or third-parties, 
v ia  national and/or local wire services. 

C. Distribute position papers, press releases and 
other materials. 

D. Produce TV and radio satellite packages for 
targeted or blanket feeds. 

L. Use satellite interviews to make experts or TI 
representative available to press. 

2,  Continue with active media tour promotion and scheduling of 
T X  speakers on isaues pf timely and/or local concern. 

A. Using media tours as an outlet, promote industry 
views in specifically targrted areas for 
legislative and public affairs efforts. 

B. Conduct at least two media touts per month by TI 
speakers on issues o f  general industry concern 
(e.g. airlines, w ~ ~ k p l a c e  assistance program geared 
towards smokers). 

C. Deternine on a monthly basis with issue managers 
and field staff, additional opportunities far media 
tours, 

3 .  Raise the high level o f  media grassroots contact through 
targeted mailings and issue campaigns. Sprctfically, 
conduct no fewer than two such mailings each quarter. 

A. Conduct mass-scale distribution of favorable 
clippings, transcripts, editorials, atatementr, 
rtc. to targeted national and grassroots reporters. 

8. Incorporate speakersf contacts into target lists. 

C. Ugdat*/refine various in-house target lists on a 
quarterly basis. 



------ ______ CONFIDENTIAL ====== 
THIS DOClJMENT IS SUBJECT TO A COURT ORDER AND TlllS 
DOCUMENT AND ITS CONTENTS SHALL NOT BE USED, SHOWN OR 
DISTRIBUTED EXCEPT AS PROVIDED IN THE COURTS ORDER 

D. Increase dissemination of materials and contacts 
with appropriate trade publications, allied and 
industry suppLier's trade journals. 

. Continue to travel to major and secondary media 
markets on media relations tours. 

4 .  Improve devel~pment of more thorough contacts with national 
media representatives in Washington, D.C. In order to build 
the approach: 

A Refine target list of key, influential reporters 
based in Washington, with designation o f  specific 
issues of interest to each individual. . 

B Tn coordination with the isrue managers, determine 
which issues should be handled each month; and meet 
with no fewer than 10 designated reporters per 
month. 

c. Provide a continuous feed o f  information (at least 
one follow-up package per quarter) on subjocts of 
interest. 

5 .  ~t least once per quarter, schedule and promote a news-making 
event, utilizing satellite tranrnissfont and third patty 
allies wherever possible to garner the most possible 
exposuts. P o s s i b i l i t i e s  include: 

A. Polls of public attitudes on tobacco-relatad 
isrues ; 

B.. Coalition groups speaking out on key issues; and 
C. Press breakfasts on topical concerns, . 

*Ir 
Increase the use o f  consultants and allies with 

the mad a on tobacco-related issues. 

Coals and Tacticsr 

1. Increase the visibility o f  industry allies and consulting 
experts on tobacco-related issues. (NOTE: mote detail on 
sprcificr can be found in the appropriate issue plan) 
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A. On the public smoking issue: 

(1) Continue to promote "Truth Squadm media touts, 
discussing LTS and f ndoor air quality; 

( 2 )  Continue ACVA media tours, with Gra Robertson T providing perspective on the relative ro a of ETS as it 
relates to othet indoor air quality issues; 

3 Conduct media a c t i v i t y  discussing smoking in the 
workplace issues in conjunction with legal seminars to 
be held once a month; 

( 4 )  Promote other activities of consultants as 
appropriate. 

8. ?or the excise tax and nsocial costM issue; 

(I) Encourage editorial board visits and op-td 
publication by econcmists on t4e regresrivity, 
unfairness and unwise policy implications of e x c i s e  
taxes ; 

(2 )  ~ublicize, via media tours, the new msocial c o s t n  
studies, as well as the Tollison and Wagnet book. 

3 Publicize the findings on weatmarking o f  exc ise  
taxes to be published. 

C. On the advertising restriction issue: 

(1) Encourage allies t o  speak out and generate 
editorials; and 

( 2 )  Conduct media tours to create awareness of the 
industry sponsoted Helping Youth Say No program. 

2.  Continue media activitisa 'and tours in localities with TI 
speakers . 
A. Coordinating with the issue managst and field staff, 

designate site and content for th* event or media tour. 

B. NQ fewer than five interviews will be conducted on each 
visit t o  a major media market. 
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3 .    road en the press and public perception of opposition to 
anti-smoking measures. 

A. To the greatest extent possible, coverage of 
consultants, allies, and independent experts will be 
usad fur mar-mailings. 

b. In conjunction with Iegislative appearances of 
scientific witnesses, determine on a case-by-case basis, 
the advisabiiity o f  promoting these witnesses to the 
media. 

4. Increase exposure o f  expert consultants via satellite 
deliveries. Plan and promote at.least one Rproqressive 
dinnern per quarter, obtaining State Activities Division 
advice in detarlnining what media market would be most 
appropriate. 

5 .  work with issue managers to increase the number and determine 
the advisability of expert consultants for aadia use. 

Strategy 111: Broaden the audiencrr addressed and messages 
conveyed by the media teas in an effort to educate and motivate 
allies and the public a# t o  the importance of smokers as 
customers, employees and citizens. 

Goals and Tactics: 

1. Continue to seek speaking opportunities with the hospitality 
industry at the national, state and local levels. 

A. Maintain telations with contacts a t  these organizations 
in cooperation with field staff. 

8 .  Give presentations or purchase exhibit space at trade 
shows where appropriate to share information on the 
impartance of customtrs who smoke. 

( (2) ~ssess feasibility of continuing t o  promote hospitality 
organizations and other businasses who patticipatrd in the 
Great Aat8ricaa Welcome. 

3 .  Continue with t*focuaed TI speaker media tours on the TI 
workplace program addressed to smokers. 

A. Conduct at least two media tours per month on the TI 
program and related workplace smoking issues. 

B. Promote as appropriate new research and significant 
meusurwuents of the workplace issue. 
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Strategy ZV: Improve the management and coordination of media 
relations efforts. 

Goals and Tactics: 

1. Improve currentiy satisfactory coordination among publf c 
Affairs issue managers, and Federal Relations and State 
Activities p8rronnel, to provide for strategic planning as 
well as the most thoughtful and advantageous positions taken 
with the media. 

2. ?or key issues, keep up to date, in concert with issue 
managers and appropriate other staff, agenda points Lot 
speakerso use with the media. 

3 .  Raise the standard o f  quality of the media taanfs activities, 
and assess improvement on a regular Basis, 

A. I n  addition to daily scrutiny, conduct, at least once a 
month, a comprehensive review session among the media 
relations teai o f  video tapes and newspaper clips. 

B. quarterly, send video taper o f  speaker performancas to 
m outside media consultant for indapandent evaluation 
and expert comentary. 

C. Every six months, conduct a video taped review session 
between each media team member and the Public Affairs 
Division issue managrrs, 

4.  Continue strategic and coordinated planning -- combining 
long-range efforts with detailed mapping of all team 
8 c t i v i t i . ~ .  

A, Advance targeting o f  locations for media activity with 
State 'hcti v i  ties. 

8, S8lrctfon of the appcopriate solo consultant or 
sprakrr/consultant team for each media market. 

c, Honthly calendar planning of specific media tours with 
canrultants, speakerst nrdia contact tours, consultants 
who do nadir work without a TI representative schedule, 
and 0th.~ t r a v e l  plans.  Each month's plans f o r  
traveling speakers will include: 

(1) A minimum of two travel days per week, or the 
equivalent on a monthly basis; 

(2) A minimum o f  one media interview tour or other 
major travel activity per month in a major media 
market; 
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( 3 )  A minimum of one two-day major market media contact 
tour -- which may include participation in a media 
canference. 

5 .  Increase by IS percent compared with 1989, tha speaker team 
goals, standards and clear exp8ctations of performancs. 
Speakers will be expected to complete, on a monthly basis, 
the followid9: 

A. NO fewer than five media contacts per tour. 

a. No fewer than five joint interviews per each designated 
monthly consultant/ally interview tout. 

C. NO fewer than two nedia appearances on the road 
involving more than two days of advance notice for 
unsolicited requests. 

IV. Resources 

A. Staff 

1. Management: Dawson 
nedia Relations Staff :  Merryman, Niller, speaker 
vacancies to be filled, Smith and Cronan 

2. othar Public Af fa i rs :  Issue Hanagers, Information 
Center, Ptoductian S8rvices 

3. Other S t a f f :  Federal Relations, State Activities 
and data procrssing. 

4. Consultants: Public relations counrel, ex a r t  
" consultants, P.R. Aids, TV and radio sate1 ite 
services, data dase providers. 

P 
8.  ater rials 

1. Press relsar8s 
2. Statea+nts 
3. Advi sorirr 
4. ?act Sheets 
5. Daybook/caltndar notices 
6. Videos 
7. "E?In and Tobacco Update mailings 
8. Xn-house mailing lists 
9. Poll DocuSentS 
10. Economic Impact materials 
11. Scientific Reports 
i 2 .  Clip and broadcast monitor services 
3 TI publications 
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. Backqtouad and Assurptionr 

The role of the Information Center i s  to rovide information t o  
fndiyiduals responsible for developing po ! icy, managing issues 
and communicating positions on behalf oZ The Tobacco Institute's 
member companfes. 

Since the de arture in 1988 of three staff nembars for the issues 
group that* f 8 ,  necrrsarily, less of an emphasis on long-term, 
in-depth projects. However, the overall lrvel of fulfilled 
requests as well as the quickness with which staff has responded 
has remined high. The ability to achieve this service dapends 
on @ever81 factors. 

The Center has relied more heavily on commercial rrt t i rva l  
systens and other document rrtrirval setvices as they have 
expandad and improved. The in-house database provides greattr 
efficiency in controlling and retrieving froa the collection. 

o Updated software and additional equipment kave helped to 
continue streailiniag adninistrativ* functions. In addition, The 
Center has be to utilize a computer service in order to update P" the card catr og. 

o Center sta f f  are willing and able to makr substantial 
contributions to thr mission of the Division and The Institute. 
Strategies to enable the Center to function effectively and 
efficiently are the focus of this plan. 

If, Objective 

TO provid. efficient service to Division and Institute staff 
a d  u d e r  coipanies with respect to their r8rearctr and 
infotiltion needs, 

111. Strategies, Goals and Tactics 

Strategy It ?oZlowing established procedures, provide and 
systeuticrlly trpott on.brsie information services. 

1. Prepare 12 progress and variance repotts in 1990 -- by the 
second Vriday of each month. 

2. Recaive 12 activity reports from Center staff -- by the 
second Wednesday o f  each aonth. 

3 Pre are nlobacco News Today* clipping service; distribute 
by 9:30 ..a. 
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4 ,  prepare and distribute the annual Tobacco Industry Prof i l e  
- by A u ~ s ~  1. 

5. Conduct staff meetings as necessary. 

Sttatrgy 11: tmphariting service and efficiency, maintain 
fundamental Library functions, including reference assistance, 
routine intotmation retrirval and processing of requests f o r  
publications. 

Goals and Tacticst 

1. Provide an-deaand reference rssistanc~. . 
2, Provide r response to all requests for information within 48 

hours. 

3 .  Maintain an issue-bared electronic index of important 
reports, articlts, books, legislative materials, transcripts 
and videotapes. 

4 Assist usets of this electronic index with searches and 
r8ttirvrla. 

5. Utilise available cataloging services in otder to maintain 
the card catalog. 

6.  Process requests for subscriptions and other publications 
within 48 hours of receipt. 

7. Conduct an annual survey of Institutm staff regarding the 
relevanc and usagr o f  the perfodicals residing in the 
rnformat f on Center. 

a. Periodicall distribute bdviroty bulletins to all Institute 
s t a f f  regrr 1 ing Canter services and contacts. 

9. Identify 12 private collections, such as an industry trade 
associ8tioar avsilable f o r  rrsrarch purposes. 

10.  Partfci ate in professiona~ associations for infaraation P special sts and in library organizations; particularly the 
Spacial Libraries Association, 

11, Naintain good inter-library loan standing. 

12. Maiataia syrtrn t o t  logging and ptoces.ting requests for 
i nfotnation. 

13. naintain current inF~rnation on research/roferrnce products 
and services. 
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Strategy IIX: Develop cloaer working ralationrhips with 
principal users -- the Division's issue managers, thas. tron 
other fnrtitute divisions tesponsible for preparing t*parts and 
briefing materiala, and those from member companies in public 
relations or information centers. 

Goals md Tactics t 

I. Ensure that Center s t a f f  participate in strategy or other 
working-group aeetings on speetfie issues or projects, and 
assist in developing ttrrtrgirs and information to manage 
ruck issues and pcajects. 

2. Publicize and provide access to the Center's electronic 
index. 

3 .  Anticipate specific information mad* and forward pertinent 
intotnation to appropriate staff. 

4 .  support thr preparation of briefing materials for specific 
events, such as legislative or regulatory hearings or media 
events, as appropriate. 

Strategy 19s tncouraga and assist wtth the profesrfonal 
developnent of Center staff. 

Goals and Tacticst 

1. Ensute that Center staff participate in at least two 
specfrlirrd training courses, reoinats, c~nfarences or other  
forms in research techniques, writing, a relevant academic 
field, mapagtnent or other pertinent area o f  study. 

2. Consulting with other Division managers, maintain and 
distribute information an training pragcans o f  possible 
interest to Canter staPf and othets. 

3 .  Inv*stigrte and report on training programs that could be 
offered at the Institute 'in house." 

4. . tncoura staff to join and participate i n  relevant 
pcofers f on81 ocgrnizrtions and societies. 

5.  ltnsute staff's continuing Literacy in the use of all 
available on-lina computer r e ~ v i c r s .  
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IV. Resaurcas 

I. Center 8 t a f f :  Booth, Dowden 

2. Other Staf f :  stunts, Dawson, Cannelt , Data Proc*ssing 
staff 

fnLocnatian Analysis Znc. 

Idealists 

OCLC 

4. Materials: 

Decnates; IBH PC-XT and corresponding software; 
commercial corn uter services; the VAX; refecence and P eriodical col ections; acadmic, publlc and private 
Pfbrariesj federal agencies. 
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Tax Earmarking 

I. Background and Assum~tiong 

Over the last several years there has been a move at the federal, 
state and local level to increase consumer excise taxes and 
earmark the revenuas to pay for a variety of programs. Often, 
the source of the dedicated or earmarked revenue bears no 
relation to the program for which it is used. For example, in 
Washington State, the cigarette excise tax revenue is used to 
clean up Puget Sound. 

I According to polling and focus panel data, the general 
public is more likely to support any tax increase when the funds 
are dedicated to a particular program. 

The principle of earmarking is a legitimate form of 
taxation. Earmarking revenue from broad based taxes, such as the 
income tax, is generally acceptable. The terms "earmarkedn taxes 
and "dedicatedw taxes are often used interchangeably. User fees 
are one form of dedicated or earmarked taxes. 

w Some forms of ~ r o y  based earmarking are acceptable. User 
fees, like the fee for visiting a national park, operate under 
the logical principle that those being taxed receive the direct 
benefit. However, earmarking cigarette excise taxes v io la tes  
this principle of public finance because those paying the tax for 
purposes unrelated to tobacco do not receive the direct and 
exclusive benefit of the taxation. Accordingly, this form of 
narrow based earmarking is unacceptable. 

~annarking consumer excise taxes, except in the case of a 
true user fee, goes against every principle of fairness in public 
financing. The objective of public financing is to fund public 
programs with revenues raised in an equitable manner. This type 
of earmarking does not have a strong base of support from 
knowledgeable economists and public finance experts. 

Proposals to earmark cigarette excise taxes vary at the 
federal, state and local level. Arguments and strategies to 
combat these proposals must vary accordingly. 

Proposals vary from non-dedicated excise taxes, which add 
to the general revenue to those dedicated f o r  deficit reduction 
to those dedicated to specific ngoodw programs. The battle 
against consumer excise taxes is more d i f f i c u l t  to win when the 
proposed excise tax is dedicated to a "goodw program. 
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A consumer excise tax  is regressive, whether it goes 
+ directly to the general fund or it is earmarked for a specific 

purpose. 

Public pressure far new health care and drug programs have 
forced federal and state legislators t o  propose sweeping 
programs with new, politically acceptable funding sources. This 
in turn has spurred the debate over earmarking tobacco excise 
taxes to fund such programs. 

, Proposals to  earmark consumer excise taxes for health 
programs are by far the most serious threat due to the many 
health allegations against cigarettes made by anti-smoking 
groups. Therefore, the health earmarking issue must be handled 
separately with its own strategy. 

. Many legislators see dedicated consumer excise taxes as an 
easy solution to raise needed revenue for programs. 

The unfair nature of earmarked excise taxes is two-fold: 
excise taxes are extremely regressive and those who pay them are 
asked to pay a urea deal mars for government than anyone else. 
Essentially, the poor and disadvantaged pay for  programs that  
benefit everyone. 

m Earmarked cigarette excise taxes are not a reliable source 
of revenue because they do not raise enough money over time to 
fund the spending programs f o r  which they are dedicated. In 
addition, anti-tobacco forces want.to use the tax to drive down 
consumption, thus adding to  the unreliability of the revenue 
source, 

There are several primary audiences for any program developed on 
narrow earmarking: L 

legislators ; 

technical decisionmakers and opinionmakers, including 
federal and state tax writing committee s t a f f  and 
regulatory agencies; 

general, business and financial press; 

academia, including those who conduct public finance 
research and pol i t ica l  think tanks; 

general public, especially in states where individuals 
can vote for earmarked tax packages by referendum or 
initiative; and, 

groups i n  favor of more government spending, including 
special interest groups who propose new revenue sources 



------ ------ CONFIDENTIAL ====== 
THIS DOCUMENT IS SUBJECT TO A COURT ORDER AND THIS 
DOCUMENT AND ITS CONTENTS SHALL NOT BE USED, SHOWN OR 
DISTRIBUTED EXCEPT AS PROVtDED IN THE COURT'S ORDER 

A consumer excise tax  is regressive, whether it goes 
+ directly to the general fund or it is earmarked for a specific 

purpose. 

Public pressure far new health care and drug programs have 
forced federal and state legislators t o  propose sweeping 
programs with new, politically acceptable funding sources. This 
in turn has spurred the debate over earmarking tobacco excise 
taxes to fund such programs. 

, Proposals to  earmark consumer excise taxes for health 
programs are by far the most serious threat due to the many 
health allegations against cigarettes made by anti-smoking 
groups. Therefore, the health earmarking issue must be handled 
separately with its own strategy. 

. Many legislators see dedicated consumer excise taxes as an 
easy solution to raise needed revenue for programs. 

The unfair nature of earmarked excise taxes is two-fold: 
excise taxes are extremely regressive and those who pay them are 
asked to pay a urea deal mars for government than anyone else. 
Essentially, the poor and disadvantaged pay for  programs that  
benefit everyone. 

m Earmarked cigarette excise taxes are not a reliable source 
of revenue because they do not raise enough money over time to 
fund the spending programs f o r  which they are dedicated. In 
addition, anti-tobacco forces want.to use the tax to drive down 
consumption, thus adding to  the unreliability of the revenue 
source, 

There are several primary audiences for any program developed on 
narrow earmarking: L 

legislators ; 

technical decisionmakers and opinionmakers, including 
federal and state tax writing committee s t a f f  and 
regulatory agencies; 

general, business and financial press; 

academia, including those who conduct public finance 
research and pol i t ica l  think tanks; 

general public, especially in states where individuals 
can vote for earmarked tax packages by referendum or 
initiative; and, 

groups i n  favor of more government spending, including 
special interest groups who propose new revenue sources 



==-=== CONFIDENTIAL I==== 
m N T  1s SUBJECT TO A COURT ORDER *NI, TlnS 

w r n  AND ITS CONTENTS SHUL NOT BE USED. SHOWN OR 
D I S T m m D  EXCEPT AS PROVIDED fN -TIE COURT'S ORDER 

t o  pay fo r  specific pragrams. This group must 
understand that earmarked excise  taxes are not a 
reliabh option for funding spending programs over 
time. 

To discourage and defeat any proposals a t  the federal,  state 
and local level t o  earmark excise taxes by demonstrating 
the inequity of this type of taxation. 

To create model strategies for combating earmarked excise 
tax proposals. Since earmarking proposals w i l l  vary from 
level to level  and tax package to tax package, the program 
must be flexible i n  nature. 

cbtmies .  Goals and Tactics 

Strattgy I: Currently, sone politicians argue that "sin" 
taxes on selected products should be used to fund "goodn 
programs. Tha contention must be repositioned to demonstrate 
that earmarked excise taxes are unfair to those who are paying 
them. S h i f t  tha focus to  the individual who is actually paying 
the tax and away from the taxed product. 

Coals and Tactics : 

2 .  Aggressively promote the Toll ison earmarking book. 
Promotion. will include media tours on the earmarking issue 
with economists sponsored by an academic institution. 
Commission op-eds and pfomote i n  targeted publications, 

2.  Conduct research t o  determine public opinion on the issue of 
earmarking. Research may include: a national voter poll, a 
decisionmaker poll and/or focus groups. 

3 .  Develop an op-ed program t o  address the national earmarking 
issue and s t a t e  specific earmarking issues from consulting 
economfsts. A s  articles are published, provide to other 
Institute divisions and promote t o  appropriate public  
policymakers. Use field staff network to support 
distribution efforts. 

4 .  Continue to support a l l i e d  group efforts t o  oppose excise 
taxes, with an increased focus on opposition to earmarked 
excise taxes. 

5.  Develop arguments and materials to demonstrate that smokers 
are paying too much already.  ater rials may include studies, 
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testimony, op-eds and lobbying tools for industry 
representatives. 

6. As appropriate, ancourage economic consultants to use - "social costa arguments to counter portrayal of excise 
taxes as user fees on the state and federal level. 

Strategy 11. Demonstrate the viability o f  progressive revenue 
alternatives to earmarked excise taxes as a revenue source. To 
defuse support for  earmarked excise taxes, lawmakers must have 
reasonable alternatives. 

Goals and Tactics: 

1. Support and promote at least five allied group 
studies/reports on tax fairness and the excise tax 
earmarking issue. 

2.  Encourage and coordinate a national tax conference on 
progressive alternatives to earmarking with a third party 
sponsor. 

3 .  Encourage tax conferences on progressive alternatives to 
earmarking in at least two states with tha support of a 
local third party sponsor. 

4 .  Continua to support allied group activities in lobbying 
Members of Congress on progressive revenue raising options, 

5. Encourage allied groups1 and economists1 testimony to 
Congressional and state legislative committees. 

Strategy 111. Counter claims that earmarking excise taxes for 
health care programs is appropriate. 

Goals and Tactics: 

1. Encourage third party spokespersons and coalition groups to 
make arguments against using excise taxes to pay for health 
programs. 

2 .  Encourage third party arguments that appropriately shifts 
the attention from small "revenue bandaids," like excise 
taxes, to the larger problems in the health care industry 
that require vast infusions of tax dollars, especially the 
increased health case costs often imposed by system 
inefficiencies and health care providers. 
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TAMS 

1. Background and Assumptions 

Through 1989, the public affairs tax program has maintained 
the anti-excise tax environment among tobacco family members 
and those with whom we have formed alliances. We reiterated 
our successful argument that excise taxes are regressive and 
undermine tax reform. Although the federal deficit was a 
major concern, there was, as of July 1, no major tax 
legislation. We continued to expand our coalition activities 
and to strengthen existing relationships. 

we fully anticipate being at the top o f  the list of revenue 
options in 1990. 

o Cigarette excise taxes are proposed at the federal, 
state and local levels to raise general revanue, to dater 
axnoking -- especially yauth smoking by increasing its casts -- and to compensate for the alleged 'social costn smoking 
inposes upon society. 

o Federal deficit reduction legislati on, resulting cuts 
in federal funding to state and local governments, and 
aggressive lobbying by anti-smoking groups, foster a 
political environment conducive to increases in cigarette 
excise taxes. 

o The fedatal d e f i c i t  reduction movement has prec ip i ta ted  
a search for revenue sources. Although there are a number of 
alternative revenue sources more consistent with t a x  
fairness, consumes excises -- particularly "sinn taxes -- are 
often poritioned as the on:y politically viable revenue 
option. 

~ o t e :  Items footnoted with a "1' indicate items that have 
been addrd since last yeat's plan; items footnoted with a n2f l  
indicate items that have been significantly expanded from 
lhct year's plan. 
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o As calls Eat increased revenue intensify, President 
~ush's "read my l i p s "  pledge in 1988 does not appear to be a 
permanent guarantee of no new taxes. 

o Increasing demands for long-term health care and social 
and drug-education programs at the federal level may lead to 
heated battles on earmarking tobacco taxes to fund these 
.programs. 

o Excise taxes are nregressiva" taxes. They are imposed 
upon consumers regardless o f  their ability to pay. A c c ~ t d i n g  
to a Congressional Budget Office study, tobacco excise taxes 
are the most regressive of all consumer excise taxes .  

0 Excise taxes are inconsistent with tax fairness, The 
objective of the Tax Reform A c t  of 1986 was to restructure 
the federal t ax  code to assure fafrnass -- many states are 
following suit. According to some studies, an increase in 
federal excise taxes takes away tax reform far low- and 
middle-income Ameiieans. 

o Labor/liberal, tax reform, minority and industry groups 
embrace the regressivity issue and can effectively lobby 
against proposals to increase excise taxes. 

o Zncreased federal excise taxes are detrimental to the 
tobacco *conemy and the bconomy as a whole. All components 
of the tobacco industry and the CongressionaL tobacca family 
can effectively oppose any increased.excise tax. 

11. Objective 

To discourage rei i  ance on consurer excise  taxes on 
cigarettes to meet social and economic objectives by 
daronstrating that ezcisr taxes are regrassive and 
inconsistent with f a i r  taxation. 

TI$. Strategies, Goals and Tactic8 

Stratrgy I: bemanstrate that consumer excise taxes ate 
regressive, inconsistent with tax fairness and are an 
inefficient and unacceptable solution to economic and social 
problems. 

Goals and Tactics: 

1. Commission two op-+d articles in 1990 from consulting 
economirts. As articles are published, provide to 
other Institute divisions for promotion and submission 
to appropriate public policymakers. Utilize TAN and 
field s t a f f  network to support distribution e f f o r t s .  
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2. Conduct at least 10 presentations by consulting 
economists an the excise tax  issue before national, 
regional and state tax policy conferences.. 

Support preparation and aggressive pcomotion of at 
least  four allied group studies/reports on the excise 
tax  issue, including at least three that  examine the 
tax bufdrn bcme by Bla- Hispanics a m :  
women. 

1 

rogram. cultivate relationships with health  care and 
?enior citizens organizations and encourage their 
opposition to earmarking of excise taxes to finance 

A 
health care. 

Identify a spokesperson to conduct briefings on 
econonic policy with labor and/or liberal audiences. 
Support briefing activities with production of a "labor 
perspective* vfdeo on t ax  policy. 

6 .  S-letifon and aggcassive promotion of  tax 
ear~rking/wuser feen book cummissioned i n  1989, 

riate broad-bGed tax  
-by State 

Continue to support tax reform coalitions 
established in other stater avor the last several 
years. 

8. Conduct tax rsfota conferences in two states (possibly, 
but not limited to, the same states as in item 7 ) .  

AS a follow-up to the 1989 Peat Marwick study, prepare 
and aggressively promote at least onel tax fairness 
study sponsored by an industry group. 

10. Continue to utilize k~nsulting economists for testimony 
and briefings. txpand appeatances to include 
pcesefitations to  buslnes. clubs and tka business press. 
Conduct media refresher courses fot puplic speaking 
appearances and delivery of testimony. 

11. As appropriate, encourage economic consultants to 
c0unt.r portrayal of excise taxes as legitimate "user 
feesm on the state and federal level (see "Social CoatN 
plan) .  
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12. Via the Tobacco ~ndustry Labor Managenent Committee, 
continue to support labot/liberal organizations and 
their efforts to oppose excise taxes. 

13. Continue to support organizations representing the 
interests of the Black, Hispanic and other minority 
colpmunities, i.e., Opportunities Industrialization 
Centers of America, League of United Latin American 
Citizens, e t c . ,  and their efforts to opposr excise 
taxes. 

14. Continue to support conservative groups, i . e . ,  the U . S .  
Chamber of Commerce, National Association of 
Manufacturers, etc., and their efforts to oppose any 
tax increase. 

15. support agriculture/farm groups, i.e., American 
Agriculture Movement, League of Rural Voters, e t c . ,  and 
thait efforts to oppos* excise tax increases. Support 
AAM Sta te  ?air program in which membership and e x c i s e  
tax materials are distributed to agricultural 
community . 

1 6 .  Continue to support industry gtbups, i .e.,  Coalition 
Against Regtesrive Taxation, and their efforts to 
oppaae all a x c i s t  taxes. 

Strategy 11: Penonstrate the viability of progressive 
alternatives to excise taxes as a revenue soutce and 
encourage allitd group support in promoting these 
alternatives. 

Goals and Tactics: 

1. Working with industry allies, commfssion at least two 
studies o f  alternative revenue sources. Maintain an 
up-to-date index of alternative revenue options and 
their revenue raising gatantial .  As apgropriate, 
provide to allied groups researching alternative 
revenue sources. 

2. Encourage and support efforts of other allies to study 
and promatt alternative revenue sources consistent with 
tax fairness. 

3 .  Identify me~nbcrs of Congress who favor a progressive 
tax policy. Support allied groups in presenting a 
rani-annual nprogrsssiven award to this person. 
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Strategy IIT: Reinforce the negative effect of exc i se  
taxes on the tobacco economy and pronote unity among the 
tobacco industry family. 

Goal8 and Tactics: 

Develop grassroots program to encourage convenience 
store owners/operators with an ~ C O ~ O S ~ C  i n t e r e s t  to 
speak out against excise taxer. 

2. Brief at least 10 national/regional agriculture forums, 
@.go, meetings, state fairs, etc., on the excise tax 
issue. 

3 . 1  update excise tax information kits for Federal 
Relations Division distribution to new members of 
congress and fop~rersional staff, and distribute to 
tobacco family. 

4. Maintain up-to-date information on the economic impact 
of tobacco on the nation's economy and the potential 
effect of excise tax propasal6. As appropriate, 
provide to other Institute divisions to distribute to 
Mtmbers of Conqrrss, state and local legislators and 
allied groups to appose excise tax increases, 

5. Support and strengthen efforts of tobacco family 
groups, i.e., National Tobacco Council and National 
A8~0ciation of Tobacco Distributors, in communicating 
opposition to excise taxes. 

6. Continue to promote and distribute e x c i s e  tax video f o r  
use by tobacco Members of Congress and state  field 
staff . 

IV.  RhSOUrC8S 

A. staff 

1. Hanagenrnt: 
Schoonnaker, Brycaj 

2. Division staff: 
Issues staff, Production Services, Media 
Relations, Znformafion Center, 

' 3. Other staff: 
Federal Relations and State Activities 
head arters divisions, appropriate field 
stat!'! 
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B . Consul tan t s 

1. Economists 

2 public Relations Caunsel 

Legislative Counsel 

4 .  Survey research firms 

5. T~bacco Industry Labor Management 
Committee 

C matar ials 

1. videos 

2. ~ a t a  Cards 

3 .  ~ o p i c  brocburos 

4.  Print matatials fron coalitions and t h i r d  
party otgantzations 

TI-generated publicattons and studies 
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I. Backgtound and Assumptions 

a . ~lthough the number of f i r e  deaths attributed to 
careless smoking has decreased steadily in the past decade, 
careless smoking still is cited as a leading cause of f i r e  
deaths in the United States. That the statistic has ramained 
fairly constant from 1986 to 1987 has been interpreted by 
some as evidence that factors such as  smoke detectors and 
public education have reached the limit of their 
effectiveness and that attantian must now focus on 
legislation mandating changes to the ignition source (i.e., 
the cigarette) itself. The tobacco industry disagrees with 
this interpretation. 

o No further state or federal legislation has been 
enacted since the rriaase in late 1987 of the findings of the 
Technical Study Group (TSG) examining the feasibility of a 
wfire-safeN cigarette, and the recommendations sent to 
Congress by the Interagency Committee ( I A C )  on Cigarette and 
Little Cigar Fire Safety. Renewed attention to thr issue in 
1989 by legislators, consumer advocates and the fire service 
has'centered around a desire both to follow up on the work of 
the previous study and to mandate the production and regulate 
the sale of afire-safen cigarettes. 

o In Congress, two separate pieces of legislation on the 
issue have been introduced. 

, J O ~  Hoakley (D-MA) first introduced his bill before 
re ease of the IAC recommendations in 1987. Mohkley's bill 
calls for development of "fire-safeN cigarette standards 
within one yeat o f  enactment and snforcamtnt within two 
years. Sen. Alan Cranston (D-CA) has introduced a similar 
b i l l  in the Senate. 

The bill sponsored by Rep. Rick Boucher (D-VA), and its 
Senate companion spoarored by Sen. John Breaux (D-LA),  calls 
for inplementafion of the TSG and ZAC recommendations, with a 
scientific panel convening to proceed with feasibility 
testing and product development. 

o In 1989, his tenth year of sponsoring various 
Nfire-8afe" cigarette bills, Rep. Hoakley seems determined to 
pass cigarette tire safety legislation. Be has lobbied 

~0th: ftems footnoted with s "1' indicate items that have 
been added since last year's plan; items footnoted with a " 2 "  
indicate items that have been significantly expanded from 
last year's plan. 
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actively far cosponsors and fire service endorsements of his 
bill. noakleyts ascension to chairman of the House Rules 
committe* in mid-1989 may increase the likelihood of 
nfire-safen cigarette Legislation in the 1Olst Congress. 

o - In the past, as many as 17 states have considered 
"ire-safen cigarette legislation. To date in 1989, bills 
requiring manufacture of "fffe-~af@~ cigarettes are being 
considered in Hinnesota, Massachusetts, New York and 
Wisconsin. Absent activity an the federal level, "fire-safen 
cigarette legislation is a serious threat in at Least two 
states--Minnesota and New York--and possibly several others, 
according to projections by the State Activities Division. 

o The formation and growth of the Congressional ?ice  
Services Caucus and Institute in the past year have amplified 
the voice of the fire service an Capitol Hill. Though yet 
untested, the Caucus and Institute could communicate 
information to Members of Congress on many issues relevant to 
the fire service, including the cigarette fire safety issue. 

o Despite the promise of the Congres8ional Fire Services 
Institute to unify the fire service, the fire service remains 
largely decentralized. ~ational organfzations claim to 
represent the fire service, but the real strength of the fire 
service remains with the state associations. 

o More than 30 state, regional and national fire. service 
organizations have endorsed the Boucher/Breaux bills, and TI 
has concentrated on gaining grassroots support from the 
states. Fire service support for the Moakley/Cranston bills 
currently is limited to a few organizations that have either 
real or perceived legislative influence. 

o fire service hostility to the tobacco industry has 
subsided. Most fire service officials agree that the 
reasonable next step in the process is to follow the TSG and 
I A C  recommendations. Though far most the cigarette fire 
safety issue is not a top priqtity, the fire service in 
general wants to ser an and to careless smoking-related fire 
deaths. Any suggrstions that the industry is lass than fully 
committed to further progress on the issue will be viewad as 
a delaying tactic. 

o The Tobacco Institut* has helped improve relations 
between the tobacco fndustty and the fire service and has 
demonstrated that the industry is acting rasponsibLy to help 
deal with the fire problem. The Institute remains a major 
and respected source ,of private sector support for fire 
prevention and education programs in the United States, 

o In 1989, The  institute*^ fir+ Safety Education Program 
grew substantially. We now have working relationships with 
officials in more than 500 key departments in the United 
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States. Our materials are being usrd in thousands of 
departments, including those in more than 175 cities. More 
than 75 state, regional and national fire service 
organization grants have been awarded since the program's 
inception. 

o The Tobacco Xnstitute ha# avoided publicity outside the 
fire service for its Fire Safety Education Program in order 
to demonstrate to the f ire service that our intention is to 
hrlp the fire problem, not gain public acclaim. 

On the downside, this low-pr~file approach has allowed 
critics to interpret TI'S involvement with the fire service 
however they wish. In addition, others who should know about 
the program--for example, elected officials--remain unaware 
of The Institutrts role in fire prevention. 

However, we continue to believe that developing good will and 
long-term relationships within the fire service far outweighs 
the immediate and short-lived benafit of publicity. Our 
objectives are bast achieved, we believe, through personal 
contacts by industry representatives with key officials and 
organizations. 

f I. Objectives 

To increase the awareness of  and acceptance by key 
public off ic ials  and fire service leaders that the tobacco 
industry-acts voluntarily and responsibly in fire prevention. 

To increase the awareness of and acceptance by key 
public o f f i c i a l s  and f i re  service leaders of the difficultips 
of producing rad regulating r viable 'fir@-safe* cigarette. 

III. Strategies, Goals and Tactics 

Strategy I: work with fire dfficials and, where desirable, 
other public officials at the state and/or local levels to 
improve the quality and increase the availability of 
education and prevention programs far  fire departments. 

Goals and Tactics: 

1. Have working relationships in 660 localities by January 
1, 1991, an increase of 100 fron the previous year, A 
working e.2ationrhip signifies ( 1 ) a TI-sponsored 
project in place; ( 2 )  TI staff contact with the local 
fire service; and (3) awareness or involvement of fire 
o f f i c i a l s  or otbrt public officials. 

2. Produce, with assistancr from the fire service, a video 
on how to structure a basic  tire safety  education 
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program. Feature The Instituteps f i r e  safety education 
materials and endorsements f r ~ m  users of those 
materials. The video will be used in legislative and 
f i r e  service organizatiop briefings, and as a means of 

. promoting TI'S  programs. 

3.  Continue funding fire safety education programs of 
individual fire departments, awarding an additional 50 
grantr in 1990. To data, 250 grants have been awardad, 

4 .  Continue grants to state, regional and national f i r e  
service organizations for fire prevention education 
programs, supporting an additional 10 programs in 1990. 
To date, 75 fire service organization grants have bean 
awarded. 

5 .  As part of fire service organization grant program, 
provide funding to enable organizations to format 
existing programs into packaged products. 

6. Seek locales f o r  opportunities to implament TI programs 
as f olLows : 

A. Make direct contacts with individual departments 
and officials in order to establish programs, 

0 .  Wotk through state and regional fire service groups 
to coordinate introduction aC programs lacaLly. In 
prtsentations at their conferences, communicate the 
availability of public education materials and funding. 

@ work w i t h  s t a t e  fire marshals to coordinate grants 
' n their states; encourage ther to involye public 

officials in the presentation of grants. 

0 .  Approach fire officials who have commented 
favorably on research supported by The Institute. 

t. ?oLlow up on a11 riquests for arristance from fire 
service and public o f f i c i a l s  generally aware of our 
efforts. 

. Bollow up w i t h  depattments already participating in 
the program. 

Seek opportunities to become members of fire service 
organization public education committees and sections 
md s i t  on advisory boards as appropriate, to 

. contribute to the development of public education - activities and policies, 

/ kxplore the possibility of working with the 
Congresrional Fire Services Institute t~ identify and 
recognize fire departments with outstanding public fire 
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safety education programs.' 
..- 

Strategy 1It Maintain and increase fire service awareness o f  
the tobacco industry's contribution t o  Eire prevention. 

See Appendix I for discussion of priority regions. 

Goals and Tactics: 

1. Encourage placement 02 at least five articles, each 
describing a pro tam supported by the industry, by fire 
service personne ? in fire trade publications. 
Encourage local departments to publicize industry 
efforts in publications of national, regional, state 
and county fire associatians. 

2.  Obtain at least five mentions pet quartrr in national, 
state and regional fire service publications. Maintain 
and improve relations with key fire trade journalists. 
See Appendix I1 for list of key fire service 
publications. 

3 .  A pear on the programs o f  at least four national and 
f ! ve regional fire servict conferences in 1990. Attend 
at least a dozen other conferences to promote privately 
industry toqrams. Maintain and impcove relations with P individua s responsible for planning major conferances. 

4. Conduct individual briefings as part of visits to ' 
departments, conferences and athee meetings. 

5. Implament additional fire safety programs in regions of 
the country identified by Federal Relations and/or 
State Activities staffs. 

Strategy III: Continue to encourage discussion among fire 
service leaders and concerne4 public officials about fhe need 
for thoughtful and effective fire prevention methods. 

See Appendix Z for discussion of priority regions. 

Goals and Tactics: 

1. Publicize and promote Tr-sponsored 1989 study on 
evaluating the effectiveness of public fire education 
programs through personal letters and ~resentatioss at 
fire service organization conferences. 

2. Publish findings and publicize availability of the 
study in stat+ and national fire service publications. 

3. Encoura e fire service, financial, education and other P afficia s to comment an study in articles, speeches and 
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carrespondenca with public officials. 

Seek opportunities to work with and promote the 
objectives and actipities of the Cong~esrional Fire 
Seivichs fnatitute. 

Seek opportunities to addresa the board o f  directors of 
atate, regional and national fire service organizations 
to brief then on the "fire-safe" cigarette issue and 
the status of federal "fire-safeN cigarette 
legislation. 

Organize meetings with key fire service officials to 
brief them on the diff~culties of producing a 
"fire-safe" cigarette. 

Explore the possibility of working with industries that 
have demonstrated interest in fire safety (such as the 
insurance, lodging, heating or home building 
industries) on fire safety education projects aimed at 
reducipg the incidence and severity of accidental 
fires. 

Seek additional opportunities to assist key fire 
service organizations (rag., IAlC, ISFSS,  IAFF, NVIC, 
TABP??, NFPA, Burn Concerns, Pan-Educational Institute) 
and thrir  divisions, sections and committees, with 
programs and.projects aimed at fire prevention. 

Whera appropriate, cooperate with Federal Relations and 
State Activities Divisions to arrange briefings on fire 
prevention issues between elected officials and 
representatfver of the fire service. 

Resourcas ' 

A. S ta f f  • 

1. Public Affairs: Gleason, Fernieola, Issues 
Staff, Media Relations, Information Services, 
Production Services 

2. State Activitiesr Yo*, appropriate field 
rtaf f 

3. Federal Ralations: tewi s, Whitlcy, vinovich, 
Whitr, Drwitt, HcGovern 

5 .  Consultants 

1. Fire experts: Phil Schaenman and Barbara 
Pendergist, Tribata; Pete Sparber, Sparber and 
Associates; Carolyn Parroni, Carolyn Perroni 
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comnunicationa, Inc.; Larty &oe&Lar, aoellet 
and Associates; John Sroka, John sroka Ffre 
Safety Consultants 

2. Appropriate legislative consultants 

3. public relati ona counsel 

C. materials 

1. New Tools for Volunteer Fire Fighters 

2. Firesafety. . .for the Rest of Your Life 
recondary school currfculu (currently being 
revi red) 

3. Firecare: Fire Safety for Sanior Citizens 

4 .  Fire Safety Education Evaluation Survey 

5. PireSense: Fire Safety for the Deaf and 
Hearing Impaired 

6.  Research reports 

7. P r o j e c t  L.1.F.E. elementary school curricula 

8. Chinese-language smoke detector television 
public service announcemhnt 

9. Burn Concerns, Inc., Juvenile ?iresetters 
Workshops 

10. Reprints o f  appropriate articles 
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APPENDIX f 

PRXORXTY REGIONS 

Efforts will target the following states: 

Arizona 
California 
Connecticut 
Florida 
111 i nois 
Kansas 
Rentucky 
~ o u i  siana 
~a ryland 
Massachusetts 
Michigan 
Minnesota 
Nevada 
New Jersey 
New Yo r k 
Ohio 
Oregon 
Pennsylvania 
South Carolina 
Tenner see 
Texas 
Virginia 
Washington 

, Wisconsin 
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APPENDIX 11 

LIST OF FIRE SERVICE PUBLICATIONS 

Fire Chief Hagazint 
Willian Randleman, Editor 

Cirahoure Hagazine 
Janet Rimmstly, Executive Editor 
Harvey Eisner, Associate Editor 

Fire Engineering 
Thomas W. Brannan, Editor 

American Fire Journal 
John Ackerman, Publisher 

Natianal Volunteet Fire Council Dispatch 
Carolyn Perroni, Editor 

International Association of Fire Fighters Magazine 
Alfred K. Whitehead, President 

The Voice 
International Society of Fire Service Instructors - - . -  

Edward 8. McCotmack,-editor 

r i t e  Journal 
National rice Protectian Association 
Kathleen Robinson, Editor 

Fire Technology 
National ?ire Protaction Association 
John M a  Watts, Jr., Editor 

Fire Command 
Natianal Fire Protection AS8o~iatf0n 
Joyce Kerf., Editor 

IA?C on Scene 
International Association of ?ire Chiefs 
Cathy Lwnmon, Managing Editor 

International Connrctions 
International Association af ?ire Chiefs 
A l i c t  Pottmyer, Wanaging Editor 

rite Control Digest 
Susan Retnur, Editor 

The ?ire and Arson Investigator . ' 
Znternational Association of Arson Investigators, Inc. 
Bruce V. Ettling, Editor 
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I. Background and Assumptions 

Coalition activities supportive of specific issues are described 
in the issues and media relations plans, In this plan, we 
ropose activities t o  improve relations with groups and 

!ndtviduals that fall into three general categories: (1) the 
tobacco family, ( 2 )  coalitions with which we have existing 
relations among some but not all groups and/or on soma but not 
all issues, and ( 3 )  coalitions with which we have no relationship 
as yet. 

we also propose activities t o  respond t o  increased activity by 
the anti-smoking movement, particularly as this activfty af fects  
our relationship with our allies. 

The s u c c ~ s s  of many o f  these activities will depend upon the 
involveaent and cooperation of staff from other divisions within 
p he Institute, and from member companies and other 
tobacco-related atganirations. 

o The tobacco industry is a highljf competitive assortment of 
individuals, businassrs and trade 'ass~cfations. Unity of its 
competitors in public affairs represents the industry's greatest 
strength; conversaly, disunity can be its greatest weaknoss, 

o In dealing with public issues, 'the industry has come to r e l y  
mote and more heavily on development of affective coalitions to 
complement and suppltment it# cofnnunications activities. The 
development, maintenance and involv~ment o f  coalitions by The 
Institute and i t s  member companies has become a priority 
communications .activity which has produced outstanding results. 

o our allirs8 greatest strrngth -- independence -- remains a 
limit on the effectiveness of these coalitions on our issues. 
Allies may not agree or even have an interest in all industry 
issues, and aay not be willing or able to assist in all ways 
requested. 

o ~lthough a great deal o f  progress has been made in . 
establishing and involving coalitfons in out issue programs, a 
great deal of additional work ransins, particularly in the areas . 

of tobacco family and farm isrues, minority *and women's issues, 
and veteransg issues. 

Note: Items footnoted with a indicate items that have been 
added sinca last yearts plan; items footnoted with a "2" indicate 
items that have been significantly expanded from last year's 
plan. 



=-:ye:=== CONFIDENTIAL ------ 
Tlllz M'CUMLNT IS SUBJECT TO A COURT ORDER AND ~ 1 1 1 ~  
DnCRdEw AND ITS CONTENTS S H N L  NOT BE USED, S ~ ~ O W N  OR 
D l s n m u T E D  EXCEPT As PROVIDED THE C ~ U R T . ~  ORDER 

I. Background and Assumptions 

Coalition activities supportive of specific issues are described 
in the issues and media relations plans, In this plan, we 
ropose activities t o  improve relations with groups and 

!ndtviduals that fall into three general categories: (1) the 
tobacco family, ( 2 )  coalitions with which we have existing 
relations among some but not all groups and/or on soma but not 
all issues, and ( 3 )  coalitions with which we have no relationship 
as yet. 

we also propose activities t o  respond t o  increased activity by 
the anti-smoking movement, particularly as this activfty af fects  
our relationship with our allies. 

The s u c c ~ s s  of many o f  these activities will depend upon the 
involveaent and cooperation of staff from other divisions within 
p he Institute, and from member companies and other 
tobacco-related atganirations. 

o The tobacco industry is a highljf competitive assortment of 
individuals, businassrs and trade 'ass~cfations. Unity of its 
competitors in public affairs represents the industry's greatest 
strength; conversaly, disunity can be its greatest weaknoss, 

o In dealing with public issues, 'the industry has come to r e l y  
mote and more heavily on development of affective coalitions to 
complement and suppltment it# cofnnunications activities. The 
development, maintenance and involv~ment o f  coalitions by The 
Institute and i t s  member companies has become a priority 
communications .activity which has produced outstanding results. 

o our allirs8 greatest strrngth -- independence -- remains a 
limit on the effectiveness of these coalitions on our issues. 
Allies may not agree or even have an interest in all industry 
issues, and aay not be willing or able to assist in all ways 
requested. 

o ~lthough a great deal o f  progress has been made in . 
establishing and involving coalitfons in out issue programs, a 
great deal of additional work ransins, particularly in the areas . 

of tobacco family and farm isrues, minority *and women's issues, 
and veteransg issues. 

Note: Items footnoted with a indicate items that have been 
added sinca last yearts plan; items footnoted with a "2" indicate 
items that have been significantly expanded from last year's 
plan. 



----- ------ CONFIDENTIAL ===== 
TllIS DOCUMENT IS SUBJECT TO A COURT O ~ E R  AND TI(IS 
DOCUMENT Am ITS CONTENTS S H U L  NOT BE USED, SHOWN OR 
DISTRl8UTED EXCEPT AS PROVIDED M TIE COURTS ORDER 

o In order to attract allies and maintain their interest fn 
out issues, The Institute must become more involved in responding 
to .tequests for assistance on non-tobacco concerns, and in 
identifying and offering assistance on some issues before we arc 
asked. 

o Anti-smoking organizations have begun to develop coalition 
programs of the ir  awn, targeting i n  many instances the industry's 
traditional support groups. We can expect efforts to isolate the 
industry from its allies to intensify as the anti-smoking 
movement coalesces around a few leaders, 

TO establish and maintain working relations with other 
qtoups and individuals for the purpose of d~monstrating 
broad support for industry positions and initiatives. 

IXf. Strategies, Coals and Tactics 

Strategy I: Improva working telations with all major segments of 
the tobacco industry. 

Goals and Tactics: 

1. Maintain and improve ongoing communications with the basic 
segments of the industry. Usr established methods such as 
Institute publications, as well as guest columns in 
tobacco-related trade journals, and new means as 
appropriate. ,a Hsintatn awareness o f  eabaeeo issues among members of the 
Tobacco Action Natwork, by supporting regular mailings of 
issue naterials to TAN vol~teers. Complete mailings a t  
least four times per yea:. 

3. Provide editorial material and services for member company 
colnmunications on public issuer and, in support of S t a t e  
A c t i v i t i e r  and Federal Relations, undertake communications 
projects focused on specific events. 

4 .  Provide public relations services and material in support of 
events, projects and communicatians sponsored by tobacco 
family groups. 

5. Conduct and prornotr specialized briefings for family 
members: Mini *Tobacco Collegesw t o t  sales force and othat 

. company meetings and for the NATO Day in Washington; conduct 
a laboc/nranagement seminar fo r  tobacco famil unions as 

aimed at other industry segments. 
I approptiate; identify opportunities for simi ar sessions 
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6. Assess continued support of Tobacco Growers* Information 
Committee. Similarly, support National Tobacco Council as 
requested by State Activities. 

7. Continue to improve relations with tho National Association 
of Tobacco Distributors by identifying joint projects 
supporting appropriate activities, and offering 
non-financial resources, including materials. 

8. Improve relations with other industry trade associations, 
such as Tobacco Merchants Assn., 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. 

9. Identify officers and activists in tobacco family 
organizations willing to speak out on issues. Develop a 
program to train potential spokespersons. Offer media 
training as appropriate. 

Working with NATD, accelerate development of relations with 
key wholesale and retail groups, including the National 
 ASS^. of Wholesale Grocers, the National Grocers Assn., the 
Food Marketing Institute, the National Assn. of Wholesale 
Distributors, the National Assn. of Convenience Stores, the 
General Merchandising Distributors Couficil, the Chain Drug 
ASSn., and the National Wholesale Drug Assn. ~dentify 
issues of joint interest and offer, as appropriate, 
non-financial resources as assistance. 

11. Work with Federal Relations and State Activities Divisions 
to improve relations with key growersr organizations and 
other farm groups. Identify issues of joint interest and 
provide support as appropriate. 

12. Support as appropriate the Tobacco Industry Labor Management 
Committee. 

13. working through existing allies and. our own information 
sources, continue to monitor programs under development by 
anti-smoking .organizations. 

Strategy 11: Broaden relationships with non-tobacco groups with 
which we are now working; establish relationships with new 
groups. 

Goals and Tactics: 

1. Continue to establish relations with non-tobacco labor 
unions, particularly those representing white collar workers 
and manufacturing unions outside the tobacco industry. 
Expand relations from the national AFL-CIO to state labor* 
federations, and local labor federations in major cities. 
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Establish and build on relations with minority councils 
within the AFL-CIO representing ~ o m e n , ~ ~ a n i c  a n d w a c k  
trade u n & n e n s ,  focusing on indoor air 
q w  and tax and privacy issyes that are of concern to 
other labor and liberal groups. 

Broaden membership of Tobacco Industry Labor Management 
Committee to include associations and unions representing 
supplier industries. Expand observer union status to 
include all labor/liberal organizations supporting the 
Committee's views on taxation and indoor air quality. 

Schedule LHC meetings twice a year; in 1990, sponsor a 
reception for all members and observers to display Committee 
materials. 

Support LHC and American Agriculture Movement efforts to 
solidify the farm-lab~r coalition. Sponsor regular meetings 
of coalition members. 

Build on existing relationships with woments and minority 
groups pn tax, advertising, workplace and discrimination 
issues. 

Establish relationships with Asian retailer communities in 
major cities, e.g,, Korean and Chinese businessmen. 

Continue to establish relationships with groups representing 
the disabled on accidental fire (special needs), tax 
(regressivity) and workplace (equal access) issues. 

Continue to establish and build on relations with key 
veterans' groups on sales and smoking restriction issues. 
Identify issues of joint interest and pffer, as appropriate, 
non-financial resources as assistance. 

(a) Work with military and veterans groups to support 
( the commissary and exchange system as an integral 
(L part of the compensation package. Position the 

issue as a threaf to the lifestyle quality of 
affected groups. 

(b) Encourage and assist military and veterans groups 
in the preparation and submission of at least 10 
articles and op-eds in publications aimed at 
military and veterans audiences on the,importance 
of the commissary and exchange system. 

( ) Continue to cultivate relationships formed in 1989 7 with the Paralyzed Veterans of America2and 0 Non-Commissioned Officers Association. 
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IV .  Resources ExcEm AS PROVIDED THE COURT~S ORDER 

A. Staff 

1) Public Affairs: All staff 

2) State Activities: Woodson, regional vice 
presidents, regional directors 

3) Federal Relations: White, Leggett 

4 1  ~dministration: Adams 

B. Consultants 

1) Public Relations .Counsel 

2) Labor Relations Counsel 

3 Support to Labor Management Committee 

4) Minority Counsel 

C. Materials 

1) Chase Econome'trics studies 

2) Tobacco Heritage publications 

3 )  Issues materials are detailed separately in each 
issues plan s 
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X Background and Assumptions 

o From the beginning, anti-smoking activists have claimed 
that tobacco advertising, promotion and various marketing 
techniques are calculated to increase the demand and expand the 
market for cigarettes. Such advertising and promotion, they 
charge, is designed to recruit new smokers from the  ranks of "the 
young, the uneducated and vulnerable population group* at home 
and abroad who need to be protected." 

o Following the failure in 1985 of the American.Msdica1 
Asaociatian-sponsored total advertising and promotion ban 
proposal, anti-smoking advocates, led by Representatives Mike 
Synar (D-OK) and Ton Luken (D-OH), took a somewhat different 
track in 1989 by proposinq advertising content control . 
legislation. 

o Although the Synar bill is slightly more stringent than the 
Luken version, both bills calL for many restrictions tho 
proponents argue would wprotectn youth: an "addictionn warning 
label, limitinu billboard advertisements, controllina vandinu 
maehf nr sales co minors, banning sampling, eliminatiig brandd 
sponsorship of sports, entertainment and cultural events, and 
prohibiting paid product placement, promotional tie-ins and 
promotional allowancrs. 

o In addition, our opponints support legislation disallowing 
the tax deduction f a r  advertising and promotional expenses, 
earmarking tobacco tax revenues for anti-smoking campaigns, 
putting tobacco products under FDA jurisdiction, removing the 
federal preemption o f  state warnings and advertising and 
repealing the U.S. trade policy relating to American c igare t tes .  

o Our allies, the civil liberties groups and the membership 
of the Freedon to Advertise Coalition, perceived the bills as 
tantamount to prohibition. They closed ranks to oppose th8 new 
legislation as a violation of the First Amendment. The American 
Civil bibrrties Union termed the Synat bill "an ad ban in sheep's 
clothing." 

Note: Items footnoted with a "1" indicate items that have been 
added since last year's plan; items footnoted with a "2"  indicate 
items that have bean significantly expanded from last year 's  
plan. 
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o The Responsible Living Program, which was temporarily 
halted at the beginning of 1989, is again active and Jolly Ann 
Davidaon has begun a new schedule of media tours to promote the 
Helping Youth Decide {EYD) booklet. Matte S ~ S V ~ C ~  articles on 
the EYD booklet appeared in newspapers across the country and 
have generated thousands of new requests. Theso booklets have 
proven to be effective in helping parents and teen8 communicate 
about many important topics, including pear reasure and youth 
smoking. In addition, they have been helpfu f in showing 
legislatots that that industry is serious in its commitment not 
to target teens. 

o The Coalition for Affordable Sports and Entertainment 
(CASE] has been revitalized and expanded to include cultural and 
entertainment groups in addition to the original sports 
or aniaations. CASE can be counted upon to provide witnesses, 
w t  f ttrn testimony and other third party rupport on the issue of 
sponsorship. 

o  on-Tobacco products and Services. A number of industries 
produce products or services that are highly unpo ular with 

' certain advocacy groups. With enactment of legis ! ation censoring 
tobacco advertising and promotion, the commercial speech of  these 
vulnerable-industries would come under severe attack. They are 
natural allies and should be organized for mutual defense. 

o Tobacco-Related Rarketing. While the Synar/Luken bills 
make a show of not banning tobacco advertising, they do prohibit 
several promotionand merchandising practices.  Thr businesses 
that are directly affected should also be organized in 
opposition. 

o Meeting the challenge g f  our opponents' new tactics, which 
attempt to frame legislation as content control, rather than a 
ban and focus attention on the youth smoking issue,  calls for us 
to respond w i t h  a threa-point strategy: 

1. Position anti-advertising bills -- from total bans and 
content control measutrs to counter-advertising and denial 
of deductibility -- as virtually equivalent First Amendment 
threats. 

2. In light of the recent Suprema Court decision that 
apparently weakens the c o ~ e r c i a l  speech protections 
established in the Central Hudson case, we may have to 
shift our emphasia away from First Amendment protections 
and position tobacco advertising and promotion as the first 
victim of regulatory zeal that could be directed at many 
other legal products. However, this decision also points 
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- out our need to continue to emphasize First Amendment 
arguments because they will remain important to our allies 
(economic and ideological) and Constitutional arguments 
will provide ~~gislators with a rationale for supporting 
us. 

3. Accurattl portray our member companies as 
responsib I l corporate citizens, who truthfully and fairly 
market their products to adult smokers, not youth. 

coalitions include: 

The Freedom to Advertise Coalition, the Inter-Agency 
Council, the Leadership Council on Advertising Issues, the 
Council for Commercial ?reedom, the Advertising Tax Coalition, 
and the State Advertising Coalition 

Interest Groups include: 

A )  Economic -- Those with a monetary intetest in 
relatively unfettered comercia1 sperch, such as firms and trade 
associations in adve~tiring, newspaper and magazine publishing, 
outdoor aavertising, broadcasting, ~oint-of-purchase, sales 
promotion, marketing, sampling, sponsorship, and wholesale, 
retail and vending machine sales. 

B) Sdeolo ical  -- Thast with a societal, constitutional, 
or politica T+- nteresf in free speech and related rights, such as 
the hmrican Civil Liberties Union, the Washington Legal 
Foundation, l a w  school progeseors, lawyer/economists, the 
American Bar A+ssociation, specialized national bat associations, 
state bar associations, the Freedom of  EXpteS8f~n Faundation, 
profassional groups of writtrq and editors of all media. 

11. Obf sctfv8 

To discourage unnecessary and unfair testrictions that, 
direct1 or indirectly, adversely af fec t  the legitinate and 
truthfu1 brand advertising, proaotional and urketing practices 
of the cigarette industry. 

" 

III. Strategies, Coals and Tactics 

Strategy I: Incrrasr official, media and public awareness that 
the right to advertise (ueommercial speechn) is protected by the 
U.S. Constitution, and that content control, deductibility 
testrictions, counter-advertising proposals and repeals of state 
preemption are all tantamount to an unconstitutianal ad ban. 

Goals and Tactics: 

I. Continue to commission legal and constitutional analysis on 
all new legislative proposals. These can be given in legal 
form to some of our allies and popularized for use as a 
leave-behind by allies in their hill and media visits. 



------ __---- CONFIDENTIAL ====== 
THIS DOCUMENT IS SUBJECT TO A COURT ORDER AND THIS 
DoCUhENT AND ITS CONTENTS SHALL NOT BE USED, S H O W  OR 
DISTRIBUTED EXCEPT AS PROVIDED IN THE COURT'S ORDER 

- out our need to continue to emphasize First Amendment 
arguments because they will remain important to our allies 
(economic and ideological) and Constitutional arguments 
will provide ~~gislators with a rationale for supporting 
us. 

3. Accurattl portray our member companies as 
responsib I l corporate citizens, who truthfully and fairly 
market their products to adult smokers, not youth. 

coalitions include: 

The Freedom to Advertise Coalition, the Inter-Agency 
Council, the Leadership Council on Advertising Issues, the 
Council for Commercial ?reedom, the Advertising Tax Coalition, 
and the State Advertising Coalition 

Interest Groups include: 

A )  Economic -- Those with a monetary intetest in 
relatively unfettered comercia1 sperch, such as firms and trade 
associations in adve~tiring, newspaper and magazine publishing, 
outdoor aavertising, broadcasting, ~oint-of-purchase, sales 
promotion, marketing, sampling, sponsorship, and wholesale, 
retail and vending machine sales. 

B) Sdeolo ical  -- Thast with a societal, constitutional, 
or politica T+- nteresf in free speech and related rights, such as 
the hmrican Civil Liberties Union, the Washington Legal 
Foundation, l a w  school progeseors, lawyer/economists, the 
American Bar A+ssociation, specialized national bat associations, 
state bar associations, the Freedom of  EXpteS8f~n Faundation, 
profassional groups of writtrq and editors of all media. 

11. Obf sctfv8 

To discourage unnecessary and unfair testrictions that, 
direct1 or indirectly, adversely af fec t  the legitinate and 
truthfu1 brand advertising, proaotional and urketing practices 
of the cigarette industry. 

" 

III. Strategies, Coals and Tactics 

Strategy I: Incrrasr official, media and public awareness that 
the right to advertise (ueommercial speechn) is protected by the 
U.S. Constitution, and that content control, deductibility 
testrictions, counter-advertising proposals and repeals of state 
preemption are all tantamount to an unconstitutianal ad ban. 

Goals and Tactics: 

I. Continue to commission legal and constitutional analysis on 
all new legislative proposals. These can be given in legal 
form to some of our allies and popularized for use as a 
leave-behind by allies in their hill and media visits. 



====== CONFIDENTIAL ===== 
THIS DOCUhENT IS SUBlECl TO A COURT ORDER AND THIS 
DOCUMENT AND ITS CONTENTS S W L  NOT BE USED, S H O W  OR 
DISTRIUUTED EXCEPT AS PROVUIED IN THE COURT'S ORDER 

Identify an attorney who i s  willing to carry the message 
that Synar/Luken and other proposals that threaten 
commercial speech are unconstitutional. This person could 
speak at local bar asrocfations, law school symposia, etc. 

On a remlar basis, we should reach out to the leual trade 
press, i.e., MA ~outnal, La a1 Times, as a mranseof 
educating the legal profess -Te6- an a out the 
unconsti~uti onalf ty  i f  Synar/Lukan and otha r proposals, 1 

Develop, with advertising allies, materials authored by 
roainent advertising executiv8s to be used as a 

Peave-behind For legislative visits and targeted op-eds, to 
help educafe policymakers about advertising and promotional 
practicts. 

ey th; second quarter of 1990 develop an advertising and 
proaotion seninar for policymakers sponsored by an 
advcrtising trade association. Thr program panel would 
consist of advertising exrcutives and academic experts who 
would explain that cigarette advertising is geared to brand 
switching and d ~ m ~ n ~ t r a t *  that,advertising does not "causett 
young people to begin smoking. 

Share inforlaation and 'provide legi tlativa and othe t support 
to a11 coalitians and interest groups on all new activities 
and drvrlopm8nts in this iasue area; research and report on 
all efforts, whether Legislative or grass-roots, to deny 
cammercial fre*dun of expression; provide promotional 
su port for all proje$ts and activities of advertising P a1 ies as appropriate: and encourage exist#ng allies to 
co'ntact other potential coalition members. 

provide some support to allies to assist in the creation of 
state and local coalitions. 

~ s s i s t  pronotional activities of state and local 
coalitfons, including editorial visits, media tours, op-ad 
articles, broadcast appearances and legislative visits in 
key districts. 

Conmission studies demonstrating the anti-camgetitive 
effects o f  ad restriction proposals on affected industries 
to persuade leaders of those industries to become involved, 
and stay involved, in fighting eastrictive legislation. 

~ s s i s t  allies in corm~unicating their positions to elected 
officials. 
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11. tncourage o p e d  features by legal and advertising experts 
in the general news media arguing that commercial freedom 
of expression is protected by the rirst Amendment and that 
content control is tantamount to a ban. 

12. Encourage placement o f  one signed article by each of our 
allies8 top rxacutives in relevant business and 
professional publications. 

13. Organize consulting lawyets/uconomists ad hoc group, 
Friends of the Fitst Amendment ClFAJ. Produce one joint 
paper, one mini-conferencd and one news canfstencu in 1990 
on the new threats to commercial speech, i.e., new Supreye 
Court decision, restrictions on ads in other industries, 

Strategy 11: D*mon#trate that the proposed restriction of 
tobacco advertising and promotion sets a dangerous Constitutional 
and econonic precedent f o r  discriminating -- both at home and 
abroad -- against other products and services. 
Goals and Tactics: 

1. Research and documelit new commercial speech th'reats to 
other industries being made by consumer advocacy groups. 

2. Contact other industries threatened by attacks on 
commercial speech and encourage their participation in a 
joint effort t w  fight such attacks. 

The high rofile report of the Surgeon General's Task Force 
on ~ l c o h o  ! Abuse makrs,obvious allies o f  such groups as the 
oistillad Spirits Council of the U.S., th* Beer Institute 
and the Wine Institute. In addition,, the Pharmaceutical 
Manufacturers Association, the Nan-Prescription Drug 
Manufacturers Association and te la t rd  distributor groups 
and media groups, including broadcast associations, may be 
interested in joining forces on these issues. 

IlLustrate what *Synarizedn or "Lukenatsdn advertisements 
for other products would look like. Develop these in a 
video or print ad format, so tPey could be included in 
allies' prolnotional campaigns. 

4 .  Develop informational documents and issue papers that would 
make other groups aware of the precedent-setting threat of 
Synar/Luken. 

5 .  Encourage the vending machine industry and those industries 
in which the machines are located, e.g., taverns, 
restaurants, automated food sarvicas, to demonstrate the 
threat that advertising, promotional and sales  restrictiois 
will have on their industries. 
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6 ,  Support otqanizations adversely impacted by the severe 
censotship provisions of content control legislation that 
would eliminate: 

-- sports, cultural, ent~rtainment sponsorship; -- promotional tie-ins with products; -- product placements; -- promotional allowances; and -- point of purchase advertising. 
Such groups would include: 

The Coalition for ~ffordable Sports and Entertainment 
National Association of Tobacco Distributors, Food 
Harketing 1nstitut.r National Association of Convenience 
Stores and similar trade organixationr. 

support may include: 

-- Producing statements describing the scope, nature and 
importance of spansetship to evrnts and. communities, i . a . ,  
financial support, encoutagement of new participants, and 
rcononic aid  to small groups and cammunities. 

/-- of various fponsorcd events & to s s t h - o r i e n t e d .  

7 .  Promote awatenrss o f  this information through targeted 
communications directed at: 

-- wEventa media -- Elected o f f  icialr 'of "eventw locations 

Haterials should encourage letters to public policymakers 
and should include advprtisements f o r  event programs, 
posters and pamphlets. 

Create a government relations task force for CASE and 
encourage it to contact and educate key public policymakers 
on the inpcftance and limitations of promotional 

- .  activities. 

work in a silnilar fashion through mmbar companies with 
cultural and arts groups which there membrr companies 
support. Encouraqr then to connunicate thair concern to 
elected officials. 

10. Similarly, in international trade, establish a coalition of, 
American groups apposed to testrictions on the export of 
cigarettes and other products. The NAM International Trade 
Committee, which has already been activs, could serve as a 
core group. 
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This coalition will: 

. -- Support continued USTR, Cammsrce and State Department 
jurisdiction in all trade matters. 

-- Promote the fact that tobacco products are among the 
very few items that contribute to a positive balance of 
payments. 

-- Testify to Congrtss that the U.S. has no business or 
authority dictating the regulatory policior of other 
nations. ' 

-- Sponsor at least one syaporfum on the harmful a f f e c t  of 
"amateursn meddling with American trade policy. Use 
cigarette exports as an example, 

11. Become actively involvrd in associations dealing with trade 
issues, as a means of maintaining alliance and credibility 
on trade issues in general. 

12. Survey existing data and conduct additianal research as 
necessary to confirm the economfc impottance o f  present 
U.S. export policy and the harm that would be inflicted by 
anti-smoking int+rference. 

Strategy 1x1: bemnstratr that th* industry does not want 
children to use i t s  products and has taken positive steps to 
discourage such use. 

Goals and Tactics: 

dD Deternine tha feaslbflity of three new programs to: -- Create a new industry advertising and promotion code 
that would cover all sales promotion practices that become /i3 controv*raial because at exposure to youth,' black, Hispanic 
or other allegedly vulnerable audiences. 

-- Publicly support enactment of smoking age laws in the 
few states which do not have legislation on the books. 

-- Develop a cooperative program with retailers, especially 
convenience stores, encouraging compliance with smoking age 
laws v ia  ppint-of-purchase and other informational 
materials. 

2. Developandpackag8 retail sales alert casehisfories for 
presentation at hearings, legislative briefings, and news 
conferences. 
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Incorporate current Respon~ible Living Program materials 
into a brpader program that includes smoking-specific 
material. 

4 .  Continue to promote and distribute Helping Youth Decide 
through targeted media tours and placement o f  news stories 
through a mat service. 

5 .  Conduct media tours and promotional v i s i t s  by Jolly Ann 
Oavidson in up to six major markets in 1990. 

IV. ~asources . 
A. Staff 

1. Management: Gleason, Panzer, Bruce 
2. Division staf f :  Media Relations, Production 

S ~ z v i c e s  and Information Services 
3. Othrr staff: State A c t i v i t i e s  and Federal 

Relations 

B. Consultants 

1. Economic consultants 
2. Education organizations and consultants 
3. Public relations counsel 
4. Survey reseateh fitma, as necessary 
5. r i r s t  Amendment consultants 

Booklets, folders, news rsleasas, content-control 
visuals,  audio/vidro t i p a s ,  HYD/BYSN materials, other 
printed materials. 
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rhe.overall objectives o f  the public smoking programs are: 

TO defeat mandatory and voluntary smoking restrictions. 

TO counter the decline o f  the soc ia l  acceptability of 
snoking. 

To increase the approaches used to bring to the media the 
industry positi~n on ETS and alleged health effects. 

To re-establish and reinfarce with journalists the 
controversial and inconclusive nature of the scientific 
evidence on LTS. 

TO demonsttats t o  the media and the general public that 
breakdowns in scientific iategrity -I bias,  error, and 
intentional fraud in the scientific process -- are leading 
to dangerous distortions of the truth and resulting in 
unreasonable fears, hysteria and false alaens. 

Indaor Air Quality 

I. Background and Asswptions 

o ~ o s t  sxaoking restrictions and smoking restriction 
legislation art based an the allrged health effects o f  
environmental tobacco snake [ETS) on the nonsmoker. The 1986 
reports by the Surgeon General and by the National Academy o f  
Sciences continue to be the primary fuml of legislative act iv i ty .  

o -ti-smokers also are likely to promote the findings and 
recommendations of the U.S. Environmental Protection Agency's 
"Fact Sheet* on CTS, reLeased in June 1909, in thefr efforts to 
bring about legislated and voluntary smoking bans. 

o Although thrre are other views of tTS science, it has barn 
difficult for scientists with thrre viewpoints to express 
themsrlves within the scientific canounity. A network of 
anti-snokers in leadership pasitions efftctively muzzles those 
with op osing views3 publication o f  articles with these views f s  
dif f fcu  ! t. 

Nott: Items footnoted with a aln indicate items that have been 
added since last year's plan; items footnoted with a "2"  indicate 
itens that have been significantly expanded from last year's 
plan. 
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"Fact Sheet* on CTS, reLeased in June 1909, in thefr efforts to 
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Nott: Items footnoted with a aln indicate items that have been 
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itens that have been significantly expanded from last year's 
plan. 
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o Media covera l of ETS i s  shifting away from portraying ETS 
as a controvrrsia f scientific issue. Journalists are, 
increasingly, failing to ap ly standards of objectivity wken 

caused by exposure to ETS. 
P reporting on anti-smoking f aims of  health effects alleged to be 

o The Institute has aggressively promoted the industry's point 
of view on LTS and indoor air quality. However, as ETS press 
coverage becomes less balanced and less fpetual, the link between 
ETS and indoor air quality is diminished, 

o Ren~wedrf for t s ,us ingnewandcrea t iveapproaches ,  are 
n+cersary to promote scientific objectivitywith respect to ETS, 
while third-parties can be helpful en indoor air quality issues, 
it remains The Institute's rple to act as advocate far the 
industry perspective on ETS. 

o Although the btoadmr issue of indoor a i r  quality has 
received increased public attention, LTS continues to be viewed 
as a separate and distinct issue. Smoking restrictions continue 
to be seen as an effective way to improve indoor air quality. 

o The effort in the mid-1970s to conservm energy by reducing 
ventilation and tightening building insulation has contributed to 
building occupant illnesses. 

o In 1989, the American Society of Heating, Refrigerating and, 
Air Conditioning Engineers (ASHRAL) concluded its revision 
process and adopted a new ventilation standard of 20 cubic feet 
per minute per person for officr environments without regard to 
smoking. The new standard replaced a bifurcated stfndard that 
distinguished between smoking and nonsmoking areds. 

o Many indoor air conponents are regulated through OSEU for 
industrial workplaces; t h e m  are, however, few regulations for 
the white collar workplace. Federal and state regulators have 
taken preliminary steps in this area and ETS is among their first 
targets. The EPA has issued its 'Fact Sheet* and is near 
completion of a *handbooka and risk assessment on GTS.  
California has required employers and operators of places of 
public aceomodation to pest warnings that exposure to ETS may be 
harmful. A Massachur~tts commission on indoor air pallution 
issued a report that was less copearned about souro control and 
emphasized improved ventilation, 

o ~egitlrtion is pending in Congress that would empower the 
Environmental Protection Agency (EPA) to regulate components of 
indoor air, including ETS. In the swuuer af 1989, EPA submitted 
a report to Congress proposing an ambitious research and public 
education ptogran on conponents of indoor air. The research 
would include risk assessment studief that could Lead to 
regulation o f  individual substances. 



----c- _______ CONFIDENTIAL ===== 
THlS DOCUMENT 1s SUBJECT TO A COURT ORDER AND THlS 
DOCUMENT AND ITS CONTENTS SHALE NOT BE USED, SHOWN OR 
DISTRIBUTED EXCEPT AS PROVIDED IN TIE COURT'S ORDER 

o Media covera l of ETS i s  shifting away from portraying ETS 
as a controvrrsia f scientific issue. Journalists are, 
increasingly, failing to ap ly standards of objectivity wken 

caused by exposure to ETS. 
P reporting on anti-smoking f aims of  health effects alleged to be 

o The Institute has aggressively promoted the industry's point 
of view on LTS and indoor air quality. However, as ETS press 
coverage becomes less balanced and less fpetual, the link between 
ETS and indoor air quality is diminished, 

o Ren~wedrf for t s ,us ingnewandcrea t iveapproaches ,  are 
n+cersary to promote scientific objectivitywith respect to ETS, 
while third-parties can be helpful en indoor air quality issues, 
it remains The Institute's rple to act as advocate far the 
industry perspective on ETS. 

o Although the btoadmr issue of indoor a i r  quality has 
received increased public attention, LTS continues to be viewed 
as a separate and distinct issue. Smoking restrictions continue 
to be seen as an effective way to improve indoor air quality. 

o The effort in the mid-1970s to conservm energy by reducing 
ventilation and tightening building insulation has contributed to 
building occupant illnesses. 

o In 1989, the American Society of Heating, Refrigerating and, 
Air Conditioning Engineers (ASHRAL) concluded its revision 
process and adopted a new ventilation standard of 20 cubic feet 
per minute per person for officr environments without regard to 
smoking. The new standard replaced a bifurcated stfndard that 
distinguished between smoking and nonsmoking areds. 

o Many indoor air conponents are regulated through OSEU for 
industrial workplaces; t h e m  are, however, few regulations for 
the white collar workplace. Federal and state regulators have 
taken preliminary steps in this area and ETS is among their first 
targets. The EPA has issued its 'Fact Sheet* and is near 
completion of a *handbooka and risk assessment on GTS.  
California has required employers and operators of places of 
public aceomodation to pest warnings that exposure to ETS may be 
harmful. A Massachur~tts commission on indoor air pallution 
issued a report that was less copearned about souro control and 
emphasized improved ventilation, 

o ~egitlrtion is pending in Congress that would empower the 
Environmental Protection Agency (EPA) to regulate components of 
indoor air, including ETS. In the swuuer af 1989, EPA submitted 
a report to Congress proposing an ambitious research and public 
education ptogran on conponents of indoor air. The research 
would include risk assessment studief that could Lead to 
regulation o f  individual substances. 



------ ------ CONFIDENTIAL ====== 
THIS DOCUMENT IS SUBJECT TO A COURT QRDER AND THIS 
DOCUMENT AND ITS CONTENTS SfIALL NOT BE USED, SIIOWN OR 
DISTRIBUED EXCEPT AS PROVIDED h' TIE COURT'S ORDER 

o A number of stater and localities have begun considering 
legislation to mndate ventilation standard8 tor wotkplac~s and 
public buildings. In 1989, Oregon and Washington passed laws 
rrqufring reviews of their building codes and adoption of 
ventilation standards consistent with ASHRAt recommendations. 
with formal adoption, in 1989, of the revlstd ASBRAE ventilation 
standard, efforts to mapdate ventilation standards by legislation 
are likaly to increase. 

o  ha business comunity typically doas not support 
legislation to aandate ventilation standards] some businesres, 
however, may support ventilation standards i f  they are already in 
compliance or if they perceivr a financial interest in doing so. 

o Owners of older buildings with poor or outdated air handling 
systems may incur substantial costs in complying with new or 
revised ventilation standards. Costs for owners o f  newer 
buildings may not be as high. 

o Organized labor supports ventilation standarda as an 
improvement in working conditions. Some unions also view 
ventilation standards as a "fobsm issur. 

o The "freedon of choicen argument has becone increasingly 
less compelling because anti-rnokers have used a parallel 
argument -- "frredom to breathe smoke-free aira -- with some 
success. The concept o f  "indoor air qualityn (with an emphasis 
on scientific and technical ~ S S U ~ S )  has much more credibility and 
attracts a wider audience. 

o Hany anti-smokers may support vintilation standards, 
although not in lieu o f  existing smoking regulations. 

11. Strategies, Goals & Tactics 

Strategy I: Focus graatrr attgntion on the inconclusive nature 
of the scientific data regarding tho alleged health effects of 
ETS. Increase awrren8ss of the need for more and better research 
on.the relationship between ETS and health claims. 

Goals and Tactics: 

1. Maintain a well briefed and up-to-date scientific consultant 
team, capable of conducting briefings on ETS research with 
state and local ublic palicymakers, of testifying before 
state and local !i. *gislative bodies, and of conducting media 
tours on the scientific issues. 

Devalop and maintain a well briefed group of! academic 

media, respond to ETS research published in the scientific 
media, and conduct briefings and present testimony before 
Congress as well as federal and state regulatory agencies. 
Encourage publication of at least tour majar analyses of the  
relationship between ETS and health claims during 1990. 
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,Ensure participation of scientific consultants in national 
3'/ and international fynposia on the relationship between ETS 

and health claim. 

4 .  Conduct detailed analyses of all anti-smoking resrarch; 
aggressively ctiticize -- via briefings, pubIications, 
letters-to-editors -- all shorteonfags regarding ETS 
research. 

Update "white papersR on ETS research, reflecting new 
studies and critiques. Distributr to and briff legislators 
and other public and private decision makers. 

As additional information an and critiques of shortcomings 
regarding CTS research become available, incorporate into 
briefings to hg~rlators and other public and private 
decision makers. 

7 .  Review and submit comments on proposed fedaral government 
research on ETS. Through Federal Relations Division s t a f f ,  
encourage congrrssional appropriations committees to raise 
questions about the validity of current federal research 

P C .  

program on ETS. 

Consider conducting opinion research regarding the intensity 
of pubII~~attitudes on ETS science far use in refining 
messages. 

Strategy 11: tncourage continued participation in efforts that 
objectively asaess ETS in the context of all indoor air quality 
factors ,  

Goals and Tacticsx 

I ,  Continua to encourage scirntific research and publication of 
articles that objectively,arresr tTS in the context of all 
indoor air quality factors. 

2. Encourage continued and expanded participation by scientific 
consultants on copaittees of organizations studying indoor 
air quality. 

3 .  Conduct at least one indoor air quality consultant and two 
dTS Truth Squad media tours per month. 

Commission from consulting scientists a series of 
ETS-scienc8,op-ads and encourage placement in regional 
newspapers. 

Strategy 111: Bring a wforeignM perspective on ETS science t o  
U.S. journalists so that the U.S. media can better understand the 
controversial natutl of anti-smoking ciains about ETS from an 
international, scientific perspective. 
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~ 1 s  and Tactics: 

~dentify appropriate academic scientists fromiother 
countries to speak with the media in the U.S. Promote 

- sci*ntists* views on media coverage o f  tTS issues, 
including: 

A. While the Surgeon General and National Research Council 
assert a link between tTS and lung cancer, the World 
Health Organization's International Agency f o r  Research 
on Cancer and the merican Cancer Society have 
concluded that the link is insufficient. 

8. The majority o f  studies U,S, anti-eaokerr cite do not, 
in fact, establish links between exposure to ETS and 
adverse health effeets.1 

C. O t  the studies of ITS and lung cancer, thelnajority do 
not show a statistically significant risk. 

D. Exaggerations and misreprss~ntationr of science are 
often reported without question inathe U.S., creating a 
cli-tl that is not replicated in other parts o f  the 
world. 

Coordinate schedul~s to arrange for foreign scientific 
consultaats to attend appropriate scientific conferences in 
the u.S., beginning in the fall of 1989. Consider promoting 
a scientitic mee,fing, if coordinating with a scheduled event 

A-7 is not feasible. 
Arrange for editorial board brfrffnga and media interviews 
by foreign scientific consultants who attend scientific 
conferences in the U.S. Institute media relations staff 
will aceomppny visiting scientists at these briefings and 
interviews. 

Encourage foreign sci8ntiTic consultants, as well as U.S. 
' scientitie consu~~ants, to pronpte aggressively reports from 

appropriate confereners on LTS. 

Strategy IV: tncourage a credible independent analysis of the 
way journalists cover controv~rsial scientific issues, especially 
ETS . 
Goals and Tactics: 

1. Develop materials to make the case that faulty scientific 
studies are carried, often with factual orrorp or without 
perspeetiv., to the public through the media. 

m 
Indentify and compile case histories of scientific k) errors and fault reporting; look beyond FTS to include X caffeine, alcoho , cyclamates, VDTs, etc. 
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B. Including the supporting science, develop a "white 
that outlines the faulty reporting -- whether 

ack of perspective or the lack of news coverage Paper 
devot.6 tp changes in scientific opinion and contrary 

A 
findings. 

Encourage a coluanist, professor of joutnalism or other G-' a proprfate individual to review the aatttials and write and 
p f' ace an article on the poor quality of journal is^ applied 
to matters of high-profile, politically srnsational 
science. 

A. Encourage plpcenunt in an appropriate journalism review 
publication. 

B. Use as appropriate in op-eds and columns for broader 
n distribution. 

Distribute materials and "white papers to staff and to 
consulting scieptists and econonists; utilize when working 

n with the media. 

Work with a journalism foundation to encourage a seminar on 
coverage of,science in the media, focusing on ETS as one 
case study. 

Strategy V: Provide report~ts'with information that will f o s t e r  
a better understanding of the nature and findings o f  scientific 
research an ETS so that media coverage is mar8 balanced and 0 accurate. Rebut and clarify all news repoets an BTS p a t  are 
inaccurate or do not include a balance o f  viewpoints. 

Goals and Tactics: 

& Develop a briefing book that: 

A. Surveys the scientific literature on ETS (reviews as 
well as individual studies). 

8 .  ~tovides information on the nature o f  epidemiology. 

C. Provides information on the criticisms and 
inconsistencies in the scientific literature. 

Distributa the briefing book to reporters who currenkly 
report on ETS issues or who may do so in the future. 

A. Conduct &.search to identify those reporters who 
regularly covet ETS to determine initial recipients. 

B. "Test marketm the materials by nailing to journalists 
in a single media market; follow up with personal 
visits by TI staff and consulting scientists. Revise 
briefing book to increase its vatu8 to the media based 
on reception in the test market. 
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j c Distribute reviaed briefing book to those journalists 
identified as regular reporters on tee issue; fotlow up i with  personal visit. appropriate. 

L.' D. Consider wider diseribution (e.q., to all scirnea and 
health reporters). 

3 .  update the britting book as additional studies or ceviews 
are published. 

A. When information is available before a study or review 
is published, use the briefing book and the prepared, 
update with key reporters in advance of publication. 

. ?allow up any study' recrtving publicity with current 
and topical inforntation. 

4. use individual sections of the briafing book as appropriafe 
with journalists covering a rpecific aspect of the issue. 

5 .  Regularly monitor newspaper clips and broadcast transcripts 
to identify reports requiring responses. 

6 .  Conduct electronic s*arches to identify newspapers carrying 
wire service ceports requiring responses. 

7. Using scientific consulfants and staf f ,  attempt to respond 
to 100 percent of tTS news reports. Distribute responass 
and relaIrb fnformution t o  staff, member companies and media 
outlets. 

U strategy Ol: Publicize and .explain why the scientific peer 
review process is United and fallible and has other  weakness.^.^ 

Goals and Tactics: 

2. Zdentify an expert consultant who is respected within the 
rcientific community and who can write and place papers op 
the op~tations and Itnitationt of the peer review system. 

A. Colanission an article concerning the limitations o f  
seientif)~ peer rwiew for placement i u  a scientific 
journal. 

B. Use atgunrents from the article as the pasis for op-td 
columns for more general distribution. 

C. Incotparate placed article and columns in a group of 
materials used in media responses to apy future 
inaccurate scientific study or report. 
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D. Carry the message of peer review inadequacies to key 
media. 

3 .  ~mploy experts, articles or nrterials af appropriate when 
-warking with media and decision makers. 

Strategy V Z I :  Promote the position that the general public is 
being overwhelmed with conflicting information about reasonable- 
ness of behavior and factors of risk. Encourage accurate, 
balance inforntafion regarding reasonableness of behavior and 
factors of risk. 

Goals and Tactics: 

1.  evel lop a body of research that establishes cases of 
questionable science leading to a poor balance between 
reasonableness and risk (science frauds and false alarms) .' 

2. Develop argunrntf that highlight thr lack of reliable risk 
assessment data, 

rdintify authors and spokespersons who are prepared to 
review materials and write and place articles as well as 
neet with the media on different aspects pf the issue of 
reasonableness/tisk and scientific fraud. 

A. Utilize consulting rconomists to write and plape 
articles on the econonic ir~pact o f  this issue, 

. B. Identifiy consultfng scientists who can write pnd talk 
about the limits o f  science and risk analysfs. 

C. Where appropeltre, conduct media tours w i t h  consulting 
spokespersons. 

D. Identify and develop gpportunities tor consutting 
spokespersons to neet with editorial boards. 

I. Publicize messages through "paidR media opportu~ities 
such as matte services and video news releases. 

A 
Attempt to develop coalitions with groups impacfed by bad 

. seienca involved in quantitative risk analysis. 

5 .  Distribute materials to staff, consultants and member 
compani?sj utilize when working with media and decision 
makers. 

Strategy VXII: Illustrate the cost to business and society o f  
politically nptivated or exaggerated science, erpacially when it 
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~ 8 1 s  a d  Tactics: 
. - 

Identify expert consultants who can discuss examples of /O whealth scaresn leading to regulator action and resul tin( 
* in costa to business. The experts w I 11 discuss the 
rhortco~ings in the science that led to government action, 
including the peer review and funding ptocesres of such 
science. !Zxaaplrs ~ o u l d  include MTs. alar, ITS, cyanide on 
grapes, cyclamates. 

A, work with an independent producer t o  develop a s e r i e s  
of videa fegmants on this t h e m  using these and other 
exampl e s . 

B. publicize through "ppidw media opportunities such as 
vidmo news releases. 

2 .  Call upon consulting public choice *conomistr to explain the 
direct and hidden costs of government intervention in 
business affairs, and to point out that while government may 
have an appropriate role in son* areas o f  regulation, 
regulation carfirs costs and therafore must be based on 
sound science. 

3. seek third-party involvement. Other burinerr or$nizations 
may have an interest in supporting t h i s  project. 

Strategy 1x2 Publicize the financial, for-profit fnte'rests o f  ff) the anti-tobacco rcpnti f i c cornunity that can lead to tainted 
scientific results. 

Goals and Tactics: 

Conduct exten~fve research on the funding of the anti- @ tobacco sei*ntill~ c~mmunity t o  detersine sources o f  diicct  
funding and grants for scientific projects, as well as 
potential economic interelts fn ohper areas, including 
interests in products or programs. 

2. Develop an inventory o f  scientific abuses by the 
anti-smoking coruunity in an effort to denonstrate a 
relationshfp between scirntific abuses and pecuniary 
intmrasts. 

3 .  ~istributr results o f  research and inventory of data among 
critical media and decision nakrrs. 

A. Conduct one-an-one briefings where appropriate. 1 

B. Utilize consulting econpaists to write about the impact 
of such fraud and bias. 

c. Publicize aersages through "paida media opportupities 
such as matte services and video news releases. 
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4.   is tribute matetials to staff, consultants and member 
companifs; utilize when working with media and decision 
makers. 

Strategy X: Focus greater attention on the naed for improved 
ventilation systems or more efficient use o f  existing systems. 

Coals and Tactics: 

1. Through placement of articles, resragrs in ACVA and "Truth 
Squadw media tours, presentations to labor groups and 

/ Institute publications, increase awareness and acceptance of the new ASHRAE ventilation standard as r means of resolving 
indoor air quality problems. Target information to all 
groups potentially interested in adoption of the standard, 
including health and envitonmental groups; rmplofre organizations; building owners, mnagers and eng news; 
architects; and interior designers, Make consultants 
available t o  participate in conferencrs, workshops and 
sednarr, t o  prepare articles for trade publications, pnd to 
engage in other educational activiti~s as appropriate. 

omplete op-ad mailings, with articles authored by indoor 
2 ' A 1 c  quality/ventilation experts, in targeted areas in which d smoking restrictions,and/or indoor. air quality issuer are 

under consideration. 

3 .  Develop and publicize arguments that cleaning up the indoor 
air improves productivity and thus results in savings to tho 
eaployer, rather than expense. Add ta  existing corporate 
materials and promotr in presentations to corporations, 
s t a t e  and local Chambers of Comar.rc+, etc .  

Seek passag. o f  legislation prp~iding a tax credit t o  
building owners who ctn certify that they meet tne asemr 
ventilation standard. s 

f .  Through direct mail to the corporate community and to state 
and local chambers of comerce ptonote consultant indoor air 
qua2ity/vrntilation services as a means of cleaning up the 
indoor air. 

Strategy XI: Continue to broaden p o l i f  ieal an# prof esrional 
relationships with organizations and individuals concerned with 
the issue of indoor air quality. 

Goals and Tactics: 

1 . l  Conduct briefings on the indoor air quality issue with at 
least 1,000 off ic ia ls  from labae, industry, trade and 6 *nvironm.ntaL groups and the mdia  throughout 1990. Expand 
briefings before state/loeal labor councils, including the 
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A. philip ~andolph Institute ( A P R I ) ,  the Coalition o f  Labor 
union Women (CLUW) and the Labor Council for Latip American 
~dvancament. ( L C L U ) ,  on workplace smoking issues. 

2. A81iIt interested labor organiaations, including CLOw, LCLAA 
/and APRI, in developing position statements and 

corr8sponding materials in support,of broad indoor air 
quality standards and regulations. 

Assist CLM in the development. production and pronotion of 
a study on,health and safety issues facing women in the 
workplace. 

4 .  Identify and promote positive case studies where indoor air 
quality was improved through changes in air handling systems 
and without restricting smoking. 

5 .  Continue 8upport of National Energy Hanagemant Institute 
(NEHI)  indoor air quality project, through the Tobacco 
Industry tabor Management Co-itte*. Identify appropriate 
NERI spokespersons and promote the project as appropriate. 

6. Through the Tobacco Industry Labor Nanagement Committee, and 
consultant otgani~ations, continue to identify opportunities 
to conduct building ventilation studies in areas or among 
employets considering smoking rastrictions, Support the 
efforts of the Safe Workplace Air Coalition and of local 
unions to promote indoor air quality awareness. 

7. utilize materials prepared for organized labor to encourage 
state and local labor councils/international unions to 
negotiate during contract talks for reasonable accommodation 
of  workers who saoke, and to view smoking restrictions in 
the broader context of indoor air quality. 

8. Expand the us* of state labor consultants, to generate 
indoor a i r  qualit briefings of labor arganizations, labor 1 media, and other iberal brgani zationr . These consultants 
also would represent the Tobacco Industry Labor Management 
Committee in other coalition efforts with organized 
labot/lib+ral groups. 

9. Continue sup of NERI newsletter, promotional materials 
and advertis Provide for grants to enable NEMI to 
assist develo ing plans to respond to alternatives 
to sroking restriction f egislation. 
Expand training and proaotion of NEXI indoor air quality 
technicians and contractors. Conduct at least two NEMf 
indoor air qualify training seninars in each region during 
1990 and begin to market aggressively NEXT-certified 
contractor and technician services. Identif and train 
additiopal NEHX spokespersons at the nationa and regional 
levels. 

I 
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11. Increase NEHZ'S Legislative presence at the federal and 
state level. Promote testimony on legislation regarding 
indoor air quality and ventilation standards. Encourage 
media activity by HEPI rpokesperson# in conjunction with 
Irgfslative efforts. 

1 2 j ,  Seek opportunities to support indoor air quality srninars -- 
sponsorad by NEHI,  lib*ral/labor organizations or trade 

fl groups -- as additional, speaking forums for IAQ experts. 
Promote as appropriate, 

13. Continua to support the use o f  the NEMI indoor air quality 
exhibition booth at trade shows, conventions, etc. Use to 
promote labor's indoor air quality videos, matarials, etc. 

14 .  Continue production o f  articles on indoor air quality as a 
workplace issue for subnirsion to union publications. 
Promote repriats as appropriate. 
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Corporate/Saoker Assistance 

I. . Background and Assupt ions  

o In addition to concerns about the alleged effects pi! ETS an 
nonsnokrr health, mast smoking restrfctions and smoking 
restriction legisfation proponents 8r.e strongly motivated by 
annoyance. The 1986 reports by the Surgeon General and the 
National Academy of Sciences, as well as EPA88 1989 "Fact Sheetn 
on CTS, continua to fuel smoking restriction legislation. 

a Fedatal, state, local and private smoking restriction 
activity continues. Since thr first public smoking lagislation 
was passed in 1973, some 42 states and more than 500 localities 
have restricted snoking in public places. O f  there, 12 s t a t e s  
restrict smoking in the ptivat* wotkplac8 and 26 states address 
scnoking in goverment offices. In addition, more than 275 
localities restrict smoking in the workplace. 

Q while many private employers who cegul.ate smoking attempt 
to accommodate smokers and nonsmokers, some feel it nacessary to 
implearnt smoking ban# and discriminatory hiring policies. The 
business community and the news media ptrceivr a trend toward 
severe smoking restrictions. This perception is supported in 
part by surveys showing that more and more companies are 
voluntarily adopting restrictive policies. 

o Employers are kecsiving substantial pressure from 
anti-smoking organizations to severely restrict smoking 
purportedly to protect public health and, at the same time, to 
save on insurance costs, reduce absenteeism and thrreby.increase 
profits. In addition, nonsmoking employees are beginning to 
exert similar pressure and demanding that management accommodate 
them. 

o nany employers would pre'fer to develop their own responses 
t a  the issue rather than respond to specific legislation or to 
anti-smoker demands; however, there appears to bo a trend toward 
support of legislation or total bans as simple wan to handle a 
potentially difficult issue. 

o The fnstitutr continuas to aakr available an array of 
resourcrs to assist enplayers and others dealing with the public 
smoking issue in a responaivs and reasonable manner. Although 
The Institute has provided assistance to a number of companies 
and public entities, nany continue to be unawaca o f  our resources 
or  unwilling to consult us as a credible source of reasonable in- 
formation. 

o AS legislative measuos restricting smoking in public 
places and the workplace have proliferated, a climate has been 
created that encourages public and private actions that 
discriminate against and harass smokers. 
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o Hany smokers currently are covered by smoking restriction 
laur or ordinances and are subject, in tha w e n t  of 
noncomplianca, to a vari*ty of Statutory penalties. Hany of the 
pertinent measures are vague, and compliance is sometimes 
difficult. Incansirtent and discriminatoty enforcement of  
smoking restriction statutes also can create serious problems. 

o Hany smokers also face discrfnfnation a8 a result of 
voluntary restrictions imposed by private enployers and the 
managers of places open to the public. Such discrimination takes 
a variety of forms -- refusing to hire smokers, giving smokees 
undesirable work assignments or work s aces, discriminating 
against smokers in promotion or actual y firing employers who 
smoke. 

P 
o Smokers continue to rely heavily on The Institute for 
infarmation and support in opposition to legislated and private 
smoking restrictions and corresponding discrimination. 

Strategy I: work with employers and business organizations to 
increase awareness and credibility of'The Institute's workplace 
programs. Encourage reasonable employer response to employee 
denand for smoking restrictions. 

Goals & Tactics: 

1. Continue targeted mailings of resourc8 guides and other 
materials establishing The Inatituteps expertise and 
willingness to provide assistance. In consultation with 
State Activities Division, prioritize mailings accotding to 
states and localities that are facing workplace smoking 
Legislation. 

2. Continue the search for wgtkplace smoking policies that 
attempt to accommodate smoke~s and nonsmokers alike. 
Promot* these reasonable polfcirs ta employers who are 
addressing the issue or who ate responding to'state and 
local Iegis2ation. Reasonable responses will accommodate 
smokers and nonsmokers without allowing an individual or a 
group of individuals to dictate preferences. 

3. Conduct workplacr smoking issur briefings f o r  firms that are 
facing the issue. Identify opportunities for corporate 
briefings with: 

A. Recipients of our targeted mailings and phone calls, 

0 .  Referrals from state and local chambers of commerce. 

C. Referrals from member companies. 
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Briefings will be conducted by Institute staff and 
consultants, including labor specialists, vantilation 
experts, management consultants. 

4. - Promote effective ventilation, air filtration/cleaning 
technology as a viable alternative for employers considering 
smoking resttictions. Develop inaterials outlining low-cost  
approaches to inproved ~8ntilatfon systems; use matsrials in 
communications with employers. 

5.  Produce and promote responses to articles that recornend 
unreasonable and unfair solutions to workplace smoking 
i ssu.s. 

Produce and ramote to the corporate community a brochure P refuting fa1 acious'arguments urporting to p r o w  that P rmokers are more costly to amp oy than nonsmokers. Utilize 
the eponomie research underway in the Social Costs issue 
plan. 

Continue to produce and promote John ?ox's monthly seminars 
and nadia tours on workplace smoking legal issuer. Seek 
opportunities for Fox to make presentations at bar 
association conferences and continuing legal education 
seminars. 

Continue to vrornota as appropriate the law review articles 
published b - J.ohn ?ox in- the- ~alifornia Western Law Review, 
the Campbel f Law Review and Labor &aw Journalt and by Dennis 
vaughn in the Employee Relations Law Journal. 

9.  Expand indoor air quality consultant promotional activity to 
the corporate community. Develop an article promoting 
improved fresh air ventilation as a simple, cast-effective 
means o f  raising productivity. Promote the article in trade 
press. 

10. Working with rtgional staff, continue to develop and promote 
employer ides to workplace p o k i n g  sponsored by state and 
local bus P" ness organizations. 

IIt Pcoaote The Institute as an entity that is prepared 
to Itrat'?= ass st smokers in asserting their rights fn the workplace and 
in public placer. 

Goals and Tactics: 

I. update Institute field staff, legislative counsel and 
company personnel on public affairs program for handling 
smoker discrimination incidents. 
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Continue to develop, promote and distribute materials for 
smokers who have experienced discrimination, including 
wSmokersg Rights in the workplace: An Employee Guide," 
reprints of articles, legal memoranda, etc. Promote through 
'merber-coapany constituent contact program!, the Tobacco 
Action Network and smokersr rights groups. 

strategy 111: Seek opportunities to broaden the concept of 
smokers* rights and generally to establish favorable precedents 
fat smokers, 'while also providing assistancr to individual 
~mokers in appropriate circumstances. 

Goals and Tactics: 

1. ~ e v i e w  pertinent publications (newspapers, employment law 
reporters and other publications) for incidents of 
discrfplination or harassment involving smokers. Work with 
legal counsel to assist in such litigation. 

2 .  Work with legal counsel to identify cases or proceedings in 
which an anti-smoker is seeking to have smoking restricted 
or claiming damages or other relief because sntoking has not 
been restricted; Assist in opposition as appropriate. 

3 .  Continue to brief organized labor on smoking issues as a 
collective bargaining matter. Seek opportunities to make 
presentations to national, state and local labor councils, 
to conventions of individual union#, either in conjunction 
with current indoor air quality presentation or alone. (See 
Indoor Air Quality Program, Strategy IV, Tactic 1.) 

4 .  Seek opportunities to brief representatives from minority 
bar groups and other minority organizations. Seek 
resolutions or statements of positiori opposing 
discrimination against smokers. 
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Smokers as Customers 

I. . Background and Assurptions 
o Subjectedtoheavyanti-smokerpressureandperceivinga 
greater demand to provide smoke-free or separate smoking and 
nonsmoking environments, the hospitality and travel industries 
are be inning to soften -- and in some instances abandon -- their 
tradit f dnal opposition to smoking restrictions. Nany hoslritality 
firms are being encouraged to restrict smoking purportedly to 
protect public health, and to reduce oveth*ad expenses and 
thereby increase profits. 

o ~ o s t  service industries would prefer to develop their own 
res onres to the isrue rather than respond to specif ic  
leg f slation or to anti-rnok*r demands; however, thera appears to 
be a growing trend toward support of legislation or total bans as 
simple ways to handle a potentially difficult issue. 

o The hospitality and travel industries are highly 
competitiv~. When individual companies have discriainated 
against sm~kars (through nonsmoker discounts, nnonsmoker onlyu 
cars and rooms, etc.), i t  hat been for marketing and promotional 
purposes. ~ l t h o u g h  soma o f  these gimmicks have been withdrawn 
(presumably because o f  paat sales performance), many continue to 
spread, particularly within the hotel/motel industry. 

o Past research ha# found some suppott far the notion that 
smokers drink mare expensive beverages than nonsmokers, although 

, tha differences are not great. (About 30 percent of smokers say 
they drink bear reguldrly versus 18 percent of nonsmokers; 23 
percent o f  smokers drink liquor tegularly versus 1 4  percent of 
nonsmokers.) 

o The hospitality industtics appear to be sensitive to' 
customers' views an controversial subjects, such as smoking 
restrictions. 

11. Strategi.8, Goals and Tactics 

Strategy 1: racrease 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 
the f t  markets. fncteate smoker awareness of hotels, rental car 
companies and restaurants that treat smokers graciously. 

Goals and Tactics: 

1. Develop and maintain a list of key individuals responsible 
f o r  developing and inplementing smoking polfcias within 
major hospitality and travel companies. 
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2. Survey major hospitality and travel companies to determine 
current policies and marketing Frogran8 related to smokers. 
Promote results as appropriate. 

3 .  produce a brochure based on the survey o f  hospitality 
companies. oirtribute to individuals on key contact list 
and promote to smokers and the general public through 
targeted media mailinqs, op-edr and member-company 

A constituent nailings. 

f Brief officials of hospitality and travel trade associations 
on rasearch findings and The I n s t f t u ~ e ~ s  plans to encourage 
smoker insistence on fair treatment. 

@ Produce a package of background information for u p  by 
member companiesr slnokrt communication8 programs. 

6. Proaote improved indoor air quality as an alternative to 
rmoking restrictions. Promot* indoor a i r  quality consultant 
speakrrs at national, state and loear hospitalit 
association meetings. Prepare and promote artic es for 
hospitality trade press. 

I 
7. ' Encourage state and local hospitality ass~ciations to 

idrs on srooking r8sttietion laws to assure 
reasonab l interpretation and protection of sarokersf rights. . pu 
Also encourage preparation of naterials and trade press 
articles on how to accdmnodate smokrrs and nonsmokers 
without imposing unreasonable restrictions. 

8. Promote the 
s t a t e  and l o ~ ~ ~ t ~ l  
to exhibit materials thr 
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Resources 

A. Tobacco Institute lead staff 

1. Public Affairs: Lyons, Ransom*, Thomas, other issues 
staff, Media Relations, Information Center and 
Production Services staff. 

2. State Activities: woodson, Avedon. 

3. redera1 Relations: Lewis, White' Vinovich. 

B . Consultants 

1. scientific and technical experts. 

2. Labor experts. 

3. Public relations counsrl. 

C. Coalition '~roups 

I. Tobacco Industry Labor Management Committee. 

2. Trade and other business organizations. 

3. Hispanic and other minority groups. 

1. Work lace smoking kit, including summary brochure, 
lega ! briefs, indoor air pollution brochures, 
absenteeism article, productivity article. 

2. Labor kit and video. 

3 *Smokers' Bights in the Workplace: An Eiployee Guiden 
brochure. 

4. Workplace smoking resource guides and employers' 
guides. 

5. ETS science publications. 

6. ASERM standards publication. 

7. Hospitality survey and booklet. 
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SOCIAL COSTS 

I, Backsround and Assunptions 

The "social costn issue inpacts all of  our issues and is 
being used increasingly and with greater intensity by 
anti-smoking groups. Last year war the second in which the 
public Affairs ~ivision implemented the fnstftuters 
comprehensive plan to manage the "social costn issue. 

The 1989 plan included social cost economic consultants, 
initiated media Court, commissioned and promoted "social 
costn research and conunissioned a book on "user fees." ~t 
also established a social cost coalition with other 
industsirs concerned about excsssivr government regulation 
and the misuse of economic principles. 

0 Anti-smoking activists incr+asingly argue that the 
smokersr alleged cost to society, i.e., increased job 
absences, higher public medical expenses, accidental f i r e s ,  
etc., justify increasing cigarette excise taxes, bans on 
cigarette advertising, public smoking restrictions, and 
elinination of the tobacco tarn program. "Social c o s t n  
arguments promoted by anti-smoking groups add to the 
perception that tobacco use is socially unacceptable. 

0 "Social costw arguments are utilized by anti-smoking 
groups to counter any effort by the tobacco industry to 
demonstratt the positive economic impact of tobacco on the 
nation's economy, i.e., thf Whatton, Chase and Price 
Waterhouse studies. Such groups assert that economic impact 
studies do not deal with nsocial costn arguments, 

o Independent economists state that 'social costH 
concepts and con utations used by anti-sr~okets do not 
withstand etedib!. ecoaonic scrutiny. Anti-smokerst research 
presumes that most costs they perceive to be associated with. 
smoking represent a financial burden on society as a whole, 

~otc,: Items footnoted with a '1' indicate items that have 
been added since last year's plan; items footnoted with a " 2 "  
indicate iteat that have been significantly expanded from 
last year's plan. 
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o The Surgeon Generalt$ assertions that environmental 
tobacco smoke is a demonstrated health hazard to the 
 nonsmoker, and that smoking is an addiction, will most likely 
escalate future "social costw estimates. 

o The "social costu debate thus far has bean largely 
between the anti-snaking lobby, including some members of 
Congress, and the tobacco industry, with public olicy makers 
at the primary audience, Some actuarial and hea ! th care 
economic dircurrions which do not rupport anti-smoker 
research have not been widely distributed or promoted. The 
general public is not familiar with all arpects o f  the i ssue  
and, if they wmre, would likely be unsympathetic to "socfal 
cart* economics as a'jurtification fat restricting lifestyle 
choices. 

o There is a growing trend at the stat* level to produce 
wrocial cartu studies in an effort to just i fy anti-tobacco 
l~gisration and fuel public misconception8 about smoking, 

o Other industries, i.r,, dairy, meat, alcohol, chemical 
producers, nuclear power, hazardous waster management, and 
small aircraft are also vulnerable to similar "social c o s t n  
attacks. 

11. Objective 

To refute anti-rrokets' 'social casta argurents. 

111. Strategies, Goals and Tactics 

Strategy I: Aggre8siv.ly counter " s o c i a l  costn research 
with credible, independent economic studies. 

Goals and Tactics: 

Develop a pro-active plan, complete with well-defined 

social cost reports. 

2. Support econonfc consultants familiar with the "social 
costn issue to review and maintain litrrature, to 
c0nduc.t research, to prepare articles, legislative 
testimony, letters to editors and op-ed pieces. When 
possible, utilize existing tax issue economists* 
network. Conduct pmriodic meetings in central 
location. 

3 .  Publicize economic rrviews of "social coatw arguments 
and ancoura publication in newspapers, econonic 
journals an 8 economic conference proceedings. 
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May 22, ~ 9 9 0  

Martin Glrason 

Comm Comm Presentation--~ay 23, 1990 

-Witness Development--Allies and TI--ego Tollison, 
~ i n o  m a n ,  Fire services orgs. (NVFC, ~ D N Y )  

-TWS t bony . 
-Opening statemants for Friondly members. 

-Questions for friendlys and hostilas. 

-Testimony for Members of Congress 

-Assistance in  briefing Hilt staff. 

-Briefing books far us8 by industry 
and friands on the Hill. 

-Hadfa rel. support for TI witnesses, 

-Agency support for allfed witnesses. 

ExamMt 
-Laen Hearings on Advertising Issues 

-Kennedy Hearings on S. 1883-(2) 

-Walgr.n Hearing on fire safe cigarette-- 
May 16 

-Finance Hearing--Smoking and Social Costs 
(tomorrow) 

In addition, we monitor and report on hearings where TI is not 
directly involved but has an interest in the matter being 
considered. eg. Kennedy Hearing on GAO report and Exports, Luken 
on targetting, Kennedy on drug abuse, Stark Bearing on medicare 
costs. 
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2. Outreach Thzaagh C o n s # l t i n c r s  and A l u / G r a s s  - - 
Consulting economist network 

op-eds on reports that budget negotiators are 
considering excise tax increases (May) 

Lee's social cost rebuttal in the of thn 
on of Georeip (March) 

Earmarking book (ongoing) "Kern nu &-ru f+.l@ S Cat 
zcabrrur :ur* -&& 

American Agriculture Movement 

Lettar-writing campaign in response to reports that 
excise tax increases are under consideration (May) 

M8dia Program May/June tour in Washington, D.c., 
focusing on de f ic i t  reduction and budget summit 
negotiations 

Coalition on Human Needs 

Congreaaional district committees in Texas, 
Illinois, Georgia, Missouri, Michigan and Ohio 
(ongoing 1 
Response to Rostenkovski deficit reduction plan 
. (Mstcfi) 

Response to Hquse and Senate budget resolutions 
(Aprf 1) 

Grassroots letter-writing campaign on budget summit 
and ravmnue optfona (May) 

Citizens f o r  Tax Justice 

Response to Ro%tenkowski8s deficit reduction plan 
(March) 

8ew York T u  op-ed in response to budget summit 
and reports o f  rugrassivr tax options (May) 

Tax equity conference (May 22--yesterday) 
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Economic Policy Institute 

Financial News Network story and Video News Ralease 
based on update of 1989 report, "A Progressive 
Answer to the Federal Deficitn (March) 

Raloasa of study, nAre Americans on a Consumption 
Binge?" (April) 

Releasa and promotion of study on Peaca Dividend, 
(Hay 22)  

Hispanic organizations 

Latter-writing campaign, targeting Members of 
Congress, on repoes that excise tax incruases are 
under considaration (May) 

League o f  Rural Voters 

Endorsement o f  AAM tax study; press release and 
op-.d distibutad to 1;RV press nlrtwork (April) 

Labor -- Coalition of Labor Union women 

Relrasr of study, NWomen and Children First: An 
Analysis of Trends in Federal Tax Policy" 
(my 23--today) 

Labor support groups: LCLAA; APRI 

Laadership letters to summit negotiators plus 
finance and tax. committee members in response to 
reporrta of posribla axcise tax increaser (May) 

Vetarans Organizations 

Lsttrr-writing campaign, targeting Kembers of 
Congress, on reports that excise tax increases are 
under cansidaration (Unitad Veterans Association, 
Brotherhood of Vietnam Veterans] (May) 
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Coalition Against Regressive Taxation 1990 study (April) 
( EZTC) 

National Cbanber Foundation J o u r n a ; l m .  
$aria1 Cost (due Hay-June) 

Price Waterhousr Economic Impact Study and Executive 
Summary (1990; distribution to be determined) 

Worked on Prendargast paper; nSmoking, Social Casts 
and Common Sense" ( January-Apr il) 

Daveloped Earned Income Tax Credit one page 
background document in responsa to Rostenkowski 
(March) 

Drafted a critiqua of thm DoTrs cabin a i r  quality 
study for possibla insartion into the Congressional 
Record. 

Prepared and filed comments for: - FAAm s Civil $malty Rulemaking Action - bdP1s Isrtwim Final Rule on current smoking 
rcrgulation8 - FAA's Final Rule on Aircraft Smoking. 

Prepared extensive backgrounder for use with 
Congrass on industry policy regarding sales to young 
people. 

Produced a white papar, entitled Vhr Case Against 
S. 1883, to be used by federal relations staff and 
lobbyists to develop opposition to Kennedy bill. 

4 
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Maintained institute liaison w i t h  Freedom to 
Advertise Coalition and its six constituent members, 
Washington Lagal Foundation and the American Civil 
Li b e r t i  8s Union. 

Assisted in behind-the-scenes promotion of Oregon 
State Fir8 W s h a l  Olin Greene, which culminated in 
his nomination as th8 next U.S. Fire Administrator. 
The Fire Administrator could play a significant role 
in future "fire-safeN cigarette activity should a 
federal bill be passed. 
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1. Tax Issua and nSocial Costs" 

American Agriculture Movement 

Worked w i t h  AAM Leadership to f dentify moderate farm 
groups to carry AAM study findings to policy makers 
and the public in Montana 

miled tax study executive summary and brochure to 
rural legislators in New York and Florida (April) 

Supported AAM media/dinner program including AAM 
role a t  Farm A i d  IV concert; plan Louisiana events 
(early Sune) 

California Congress of Seniors 

Supported annual conference with tax policy seminars 
and "Tax Justi can award (March) 

Florida Council of Senior Citizans 

Encouraged passaga of progressive haalth-care 
financing resolutions at annual convrntisn (Mareh) 

Texas Alliance for Human Needs 

Supported s ta th ide  campaign focusing on special 
legislative sessions and ravanua considerations 
(ongoing) 

National Viatnam Q~terans Coalition 

Activated coalitian members in Florida in response 
to stat8 excise tax increase proposals (May) 
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Texas economic program 

Developed regressivfty and bootlegging studies (PW) 

~conomist (Mike Davis) editorial board brf e f  ings 

Economic witnesses 

Dwight Let provided for Wilmington, N.C.-- city 
council session on economic consequences of excise 
tax increasm 

Morris Coates--testified in Batm Rouge on proposed 
U excise tax increase 

State data card revisions 

Updating Kentucky, Tennessee, Florida, Illinois, and 
Pennsylvania 

Tax fairness programs in th* States 

New Jersey; NS Citizens Action tax plan release, 
aditorial boards and grass roots campaign underway 

Florida--Anti-tax advertising campaign launched (? )  

New York (?) 

Iowa (?) 

re Safe Ciaarqgte I s s ~  

Worked with fire service officials in potential  
problem states; New York, Minnesota, Wisconsin and 
California -- to monitor their activity and to keap 
them f ocusad on "f ire-safeu cigarette legislation 
at the federal level. 
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Enlistad t h m  assistance of the New York State 
Association of  Fire Chiefs Legislative Committee 
chaf m a n  to keep New Yorkl s " f  ire-saf en cigarette 
bill from being reported out of tho Assembly Codes 
Committee in April. 

NEMI raps and other labor contacts contacted 
Montgomery County official~ in opposition to the 
county's proposed smoking ban. 

Preparing employer's guides for both New Hampshire 
and Rhodm Island at the request of Ragion I regional 
director. 

In New Hampshire, N m  representatives filed written 
testimony and conducted on*-on-one briefings w i t h  
kmy legislators rag~dingproposadworkplace smoking 
restriction legislation. 

At the request of Region I staff ,  both John Fox and 
6ray Robertson gave presentations at the U.S. 
Chamber of Commerca Summit meeting in April. 

Attorney John Fox conductrd ad8mployment issues 
seminar# in Portland, Oregon. 

The foregoing is not an exhaustive list of our act iv i t ies  
since our last memtkng but hopefully it is illustrative 
of what we in Public Affairs have been doing in support 
of F'RD and SAD. 
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4 ,  continue to aggressively promote the results of "social 
c o r t "  raseatch conducted and complated in 1988 and 
1989 

5 Continue to conduct "social costn media tours focusing 
on a t h e m  of erc=rsive government regulation and the d potential, for linrricanr to form a "get o f t  my back* 
movement. 

n 
Promote Prendergast monograph, executive summary and 
briefing paper on 'social costs* via the communications 
resou~cef available to the U.S. Chamber's Soc ia l  Costs 
Council. 

7. support and aggressively promote at least one symposium 
on th* "social cost" issue. Third party sponsor would 
commirsian papers on precise topics and publish and 
promote the procerdingr. 

8. Direct "social costn  economists to submit abstracts of 
studies and cosrdinate reminar opportunities at 
presti ious rconolric conferences, i.e., American 
Gconon ! c Atsociation, Southern Economic Association, 
Western Econonic Association, Atlantic Economic 
Association, etc. 

9. Seek opportunities for "social costn economic- 
consultants to submit tastlmon , and to include 
research/articles in the ligis I ative record when 
anti-tobacco legislation i s  undrr consideration and 
*social costR arguments are utilized. 

Make economic consultants available to State A c t i v i t i e s  
Division for "sacial cost* briefings oE economic and 
polic staffs o f  organizations, such as American 
Legis I ativa txchangesCouncfl, National Confecence o f  
State Legislators, Council of State Governments and 
National Governors Association; encourage these groups 
to address the issue as a srtious public 'policy 
concern. Seek publication and speaking/seminar 
opportunities. 

strateH If: Demonstrate that "social costH arguments can 
be app ed to other industries and generate support froa  
those industries in challenging these arguments. 
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1, Extend "social cost" research as applied to smokers to 
other industries by obtaining estimates from "social 
costa econoaists o f  potential "costsn targeted 
commodities impose upon society, id . ,  beef, alcohol, 
sugar, coffee, salt, t t c .  

2, Brief target industry association executives on 
repercussions of patentfal racial cost allegations 
utilizing "social costn rconaaic consultants and/or 
Social Cost Council. If possible, have economists 
brief peer economists o f  targeted industries or utilize 
third party groups, &.to, tobacco grower 
representatives f o r  briefing with cattlemen's 
arrociation. 

3. Strengthen a coalition of businasses to counter Dsocial 
costn claims, Encourage the coalition to commission 
economic research. Suppart as appropriate. 

IV. Resources 

A. Staff 

1. ~anagement: 
Schoonnaker, Erycaj 

2. Division staff: 
Issu8s staff ,  Media Relations, Production 
Services, Information Center 

3. Other staff :. 
Fsdrtal Relations and State Activities 
headqu~rters divisions, their staffs and 
l*gislativt couns*l 

Consultants 

1. tcononists 

2. Public relations counsel 

3 .  Prf vat. research f i rms 

4. Lagislafiv* counsel 

5. Tobacco family allies and counsel 
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C. Materials 

1 . Tollisonflagnrr book 

3. Earnarking/nuser fee* book 

3. Prendergast monograph 

4. Economistsr resoarch (eight papers) 

5. Brochures, reprints, seminar proceedings 
and other printed materials 
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PRODUCTION SZEmCIS 

f .  Backgtound and Asstuptioris 

In 1989, restructuring and reorientati on df resources .made 
UIa department mare efficient and versatile as a sezvicr to 
  he Iasti tute and the f ndust ry . 
Productfan Services is not r reparat8 budgeted cost ctntrr; 
its primary responsibility i s  to service all Institute 
divfsionr. It is a l t o  respoarible for fulfilling the nerds 
of the nexber companies md our expert consultants. These 
srrvices ara then charged to the coat center initiating the 
project. 

o New York, Chicago, Lor Angelas and Dallas are centers 
of graphic design. By conparfront Washington, D.C., has 
relative1 few art studios and printing caapanies. The 
responsib f lity o f  Production Services i s  to find and utilize 
the highest quality and most economical services fot The 
Institutet# needs within this geographic area. These needs 
generally consist o f  publication design, slide prrrsntations, 
photography, printing and mailing services. Special projects 
are addressed as they are assigned. 

o Communication with Institute staff on projects is an 
important area. Projects, regardless a f  complexity, requite 
as much i n i t i a l  input as they do follow through. 

o ~ e a d f  inws nerd to be agreed upon and adhered to. Each 
stage o f  the production process involves careful planning and 
managing in terns of t in t  and budget. We constantly x r t k  
opporfunitirs t o  streamline all phases. 

o Production of printed nat+rials for al f iad  
otganirrtions - i s  part o f  the coalition procesr - increased 
by m ertiutmd 509 through the first half  of 3989. BY 
ptovidin project managesent, we are able to support these, 
groups • f forts, and to make their assistanc8 on our issues 
even more rffective. 

0 We provide printed materials for The National Tobacco 
Council f o r  use in the tobacco states, 

o A total  of $202,500 was spent on the production o f  
graphics in the f i r s t  five months o f  1989. Mort o f  these 
monies supported aajor projrcts such as: 
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as much i n i t i a l  input as they do follow through. 
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stage o f  the production process involves careful planning and 
managing in terns of t in t  and budget. We constantly x r t k  
opporfunitirs t o  streamline all phases. 

o Production of printed nat+rials for al f iad  
otganirrtions - i s  part o f  the coalition procesr - increased 
by m ertiutmd 509 through the first half  of 3989. BY 
ptovidin project managesent, we are able to support these, 
groups • f forts, and to make their assistanc8 on our issues 
even more rffective. 

0 We provide printed materials for The National Tobacco 
Council f o r  use in the tobacco states, 

o A total  of $202,500 was spent on the production o f  
graphics in the f i r s t  five months o f  1989. Mort o f  these 
monies supported aajor projrcts such as: 
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1) The Graat Aaerican Welcone 

2 )  Safe Passage kits a8 part of a 
fire grant to the Naffanal Volunteer 
?it* Council 

3 )  Aitline nobilizations to our Tobacco 
Actfan Network 

4) The Labor Guide to Collective 
bargaining on Indoor Air Quality Issues 

5) General issue topic brochures 

o Large contracts with vendors are based on comgetitive 
bidding propara~s. 

o The graphic arts industry is constantly growing in the 
aterr of computer graphics and new ptoduct developmrnta. 
Production S*rvicrr kreps in touch with thrrt advancements by 
regularly reviewing vendor8 and their specialty services, we 
are exploring new roftwrre packages that will enable ur to 

P roduce more advanced gtaphic slide ptesantationr on our 
n-house systtm. In addition, we ate looking at updating our 
audio-visual equipment. 

To produca h i  qh quality, gtaphic mtetials in a tinely 
and econoISc rrnnmr. 

111. Strrtrgias, Goalr and Tactics 

Strrtagy I: Incre8sr TI s t a f f  knowledgr of Production 
Services capabilities and wideliner ttlated to the 
production o t  graphics and publicationr, as a means o f  
gaining s t a f f  help  in containing costs and ensuring quality.  

Goals and TI~ti~rt 

I. Emphasize to staff the importance o f  Production 
Servic8sP izrvolv8sent in each stage of the production 
process for materials produced by outside consultants. 
Extend creative advice fro. inception to completion on 
af l projects. 

2. Stress to staff that Productioa Sarv ior  must be 
informed, well in advance, of upcoming confrrences, 
projrcts, etc., that require visual su ott. Require 
w r i t t m ~  dir=ctions and Cia= tabla on a!! assipnnanhs, 
time permitting. Negotiate reasonable deadlines and 
plan t o  meet 100% o f  them, 
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THIS DOCUMENT IS SUBJECT TO A COURT ORDER AM> THlS 
DOCUMENT AND ITS CONTENTS SHALL NOT BE USED, SHOWN OR 
DISTRIBUTED EXCEPT AS PROVIDED IN THE COURT'S ORDER 

3 Znvolve and apptise clients at every stage of each 
~ r o j . c t .  ~ 1 1  atages will require signature and date o f  
responsible staff brfote proceeding to next step. 

4 Ul completed rojects will be reviewad by ~roduction 
Servicrs and c ! ients to determine that project needs 
were satisfied. A record ~f the aeoting will be f i l e d  
in the job jacket, 

5 Cantinur publication cost/qualitp racaps and distribute 
t o  clients on a timely basis. 

6. Distribute to all staff information on any nrw 
crprbilitirr that Production S8tvicrs has acquired 
either in housa o r  through outside resources, within 
two weeks o f  rcquiritfon. 

7. ?our tisea 8 y88tr fasue a publication invantory for 
all cost canter#. Distribute to apptopriate personnel. 
nark with r ta f f  in Administtation to coaputerfaa the 
systes by October Z989. 

8. update and issue a publication Ifst bi-monthly to 
maintain maximua use o f  ublications by menbet 
companies and the genera ! public. 

9. Coordinate new publi catf on release nailing* with 
a gtopriate support staff f o g  distribution. Updata the 
dfstribuffon mafling lists. 

10. su port TI sta f f  on audio-visual aids. Update and 
nafntain equf pmnt as neeassary. 

It. Train at least one support s t a f f  member from tach 
division on VIDBO-$SOOT, the in-house slide producing 
i t  Work with Data Processing far 
reconendations on upgrading the system. . 

2 As r means of 8e8surinp quality, enter ;elected T. I. 
publicrtions in awards coap~t.itions. 

Stratagy 11s ' Require vendors to ensuto high quality 
output on 8 t i sa ly  basis with niniaral costs. 

Gcrals and Tacticst 

I. Conduct bi-annual review o f  vendors ins tmography, 
desir, photography, printing and mailing. Maintain 
prof 1.8 o f  each company in  Productfan Services f i l e s .  

2. Produce written estimates f o r  staff an any project 
involving design, pr int ing  and mailing. 
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====L- CONFIDENTIAL ===== 
WClJMENT IS SUBJECT TO A COmT O R m  Am THIS 

D O C m N T  ITS CoNENTS SHALL NOT BE USED, S H O W  OR 
DlSTRlBm EXCEPT AS PROVIDED IN 

COmys ORDER 

3.  R ~ V *  coaprrhensives accompany bids on projects that 
will exceed $20,000. Budget or time constraints must 
be discussed and approved by initiating client, in 
advance, to exempt r project froa bidding* 

4. Where appropriate, initiate contract agreements with 
vendors pertaining to  the production of specific 
publications. Savaral publication series srr already 
under contract: state data cards, heritage series, 
irrue topic bmchuras, and workplace brochures f o r  
targeted stater. 

5.  Produce and aafntain production schedules on all 
projects. Coordinate projects with designers, printers 
and Tf clients. 

6.  Devise and mintain 8 written evaluation form for  each 
project. After compl8tion of  a project, rrvirw with 
client desiga and printing quality and procedures. 
TiZr and feed back 821 problens, recommended changsr, 
ctiticisas or praises to approptiata vendor. 

A. S t a f f  

1) Production Services: Cannell, Collins 

2 1 Public Affairs: All prof*srional and 
support s t a f f  

3 1 Administration: Data Processing, 
. . .  Accounting and Workroom staff  

4 ) Vendors: Typographers, Design Studios, 
Frerlancers, Photographers, Printers,. 
EIaflera and sprcirlists. . 

C l i  eats t TI staff , member conpanies and 
o t h e r a ~ ~ i e d o r g a n i o a t i o n s  

1. Naferials 

1) Supplies for in-house equipment: wax, 
paper, f i l m  and ink f o r  Vfdmo-Show, 
nisetllaneous drawing supplies and tools. 

2) rilrs: Photo, Slid*, A r t ,  Publication and 
Saf tware. 
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