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Introduction 

Each section of this 1986 public relations budget proposal 
includes an assessment of an issue (public smoking, taxation, I advertising restrictions, fire) or a function (media relations, 
management) , and, where appropriate, statements of objective, 

I general strategies, specific tactics, quantifiable goals and 
available resources. 

i 

Plans developed by individual issues managers were a prerequisite 
to cost estimates. This procedure has several advantages: 

o Assuring greater accuracy of budget estimates. 

o Increasing staff accountability and focus of 
resources on the most serious challenges. 

o Maximizing "owner~hi~/~ride" in key projects 

o Updating and refining activities currently approved 
by the Executive Committee. 

o Operating the public relations staff as a team, 
including the director, deputy director and issues 
managers. While each manager was responsible for his 
or her own section, the team reviewed and refined the 
entire budget proposal. 

The result, we believe, is a solid plan and budget. 

Wherever possible, this plan quantifies stated goals--see page 18 
for some examples. These quantifications are set forth as 
reasonable projections, not necessarily as a basis for 
accountability. If ear ly  approaches do not appear rewarding the 
goals may be lessened; on the other hand, if early experiences 
are more successful than anticipated, they may be increased. 

Plans and budgets can anticipate most needs. But in a political 
environment as volatile as that of The Institute, ongoing 
operations are often disrupted by unanticipated events. Few 
occur without some warning, but their likelihood requires 
flexibilities and contingencies in budgeting. 

In developing 1986 plans, there is sufficient warning to list the 
following as possible disruptions calling for responsive 
activity. Where possible, our plans attempt to deal with them. 

1. Release of the 1986 Surgeon ~eneral's report on 
Environmental Tobacco Smoke in the first half of the 
year, followed by: (a) introduction of well-crafted, 
properly sponsored federal public smoking legislation, 
(b) administrative imposition of smoking restrict ions in 
some federal facilities, (c) heavy media coverage and 
surge of local ordinances. 



Release of the National Academy of Science study on 
aircraft cabin air quality on April 11 followed 
immediately by introduction of legislation and/or 
regulation regarding smoking on certain domestic flights. 
Hearings by summer. 

3 .  Possible re-confirmation hearings for Surgeon General 
Roop in first quarter with broad media coverage of 
public controversy over the nomination. 

4 .  Often heavy, continuous media coverage of product 
liability litigation. If discovery documents are 
released, coverage of them. 

5 .  Transfer of the Office on Smoking and Health to the 
Centers for Disease Control possibly in first quarter. 
Filling of OSH vacancies with more aggressive staff. 

6. Serious attempt to increase the federal cigarette excise 
tax to at least 24 cents with a portion earmarked for 
Medicare or Medicaid. Possible passage of federal excise 
on smokeless products. Both contained in broad 
deficit-reduction package considered before summer. 

7 .  Introduction of legislation and hearings on cigarette 
advertising and promotional practices said to be aimed at 
youth. Possible passage of legislation to remove 
smokeless products from radio and television. Both in 
first half, If not first quarter. 

8. Serious attempt to curtail leaf imports. could involve 
coalition of anti-smokers, organized labor and tobacco 
growers. Possibly concurrent with at least one other, 
major legislative fight to diminish our effectiveness. 

9 .  Possible publicity regarding the cigarette ingredient 
list. 

10. Reemergence of serious state self-extinguishing 
legislation in January following release of interim Fire 
Safe Cigarette Study report in Fall of 1985. Bills will 
be used as a lever on the industry if anti-smokers are 
disappointed with interim report. Possible anti-smoker 
attempts to publicly discredit entire study before final 
report is out in Spring 1987. 

iii 



PUBLIC RELATIONS DIVISION 

1986 BUDGET SUMMARY 

1985 
Cost  . Budget 

C e n t e r  ($000) 

G e n e r a l  A d m i n i s t r a t i o n  1301 $2 ,858  

Media R e l a t i o n s  1303 2 80 

E x c i s e  Tax Program 1305 645 

F i r e  S a f e t y  Program 1306 477 

G e n e r a l  C o a l i t i o n s  1307 1 , 0 8 4  

A d v e r t i s i n g  R e s t r i c t i o n  1308 2 ,027  

P u b l i c  Smoking 1309 1 , 6 2 6  

$ 8 , 9 9 7  

Notes  : 

1303 i s  a new c o s t  c e n t e r  f o r  media r e l a t i o n s  
i n  1986 and managed by t h e  new media r e l a t i o n s  

Some of  t h e  1985 amounts and c a t e g o r i e s  have  b 
o r  from o t h e r  c o s t  c e n t e r s  i n  t h e  d i v i s i o n  f o r  
comparison purposes .  Transfers are i n d i c a t e d  
t h e  budge t  columns. 

The 1985 es t i rna tks  of  e x p e n d i t u r e s  may b e  r e v i  
form o f  t h i s  budget  p r o p o s a l ,  

t o  b e  e s t a b l i s h e d  
d i r e c t o r .  

een  c r a n s f e r r e d  t o  
p r e s e n t a t i o n  and 

i n  p a r e n t h e s e s  i n  

s e d  i n  t h e  f i n a l  





Management Plan 

I. Background and Assumptions 

o The public relations division dealt with a greater variety 

and more complex set of challenges than at any time earlier. 

The division was reorganized in 1984 to meet them. 

o Coordination with other divisions improved. More 

improvement is needed in getting support resources to where 

they are needed, encouraging their efficient use, reporting 

results and refining resources accordingly, 

o Communication within the division improved. But, ongoing 

access to management, conflicting travel schedules and better 

meeting management all must be addressed. 

o Planning of activities and reporting of results improved. 

More consistent use of these techniques is needed. 

o The overall workload increased significantly and will 

increase still more as the division addresses old concerns and 

faces new ones. Individual workloads remain unbalanced i n  part 

because of the developmental needs of some staff and the 

nature of certain positions. 



o To a l i m i t e d  e x t e n t ,  backup assignments were made and 

a p p r o p r i a t e  t r a i n i n g  undertaken t o  ensure  coverage i n  t h e  

1'1 event  of  s t a f f  absences.  Our goa l  i s  t o  have t r a i n e d  back-up 

I ' personnel  f o r  a l l  major func t ions  of t h e  d i v i s i o n .  

l 

o Ind iv idua l  jobs were c l a r i f i e d .  S k i l l s  possessed by 

i n d i v i d u a l s  a t  t h e  time they were h i r e d ,  o r  gained through 

on-the-job exper ience,  were not  always s u f f i c i e n t  t o  meet new 

ih.n- I demands. Developmental needs must be i d e n t i f i e d  b e t t e r ,  and 

;-: 1 
I more t r a i n i n g  undertaken t o  improve s k i l l s  o r  broaden s t a f f  
I 

: I c a p a b i l i t i e s .  
I 
&.- A 
/L -. . 
1 

o The i s s u e  manager, o r  middle management l e v e l ,  has 

encouraged innovat ions ,  improved response times, improved 

i d i r e c t  superv is ion  and pos i t i oned  planning and c o n t r o l s  a t  a  
I 

p o i n t  c l o s e r  t o  t h e  work. Grea t e r  emphasis now must be placed 

on managers de lega t ing  assignments.  

I j 

'1 

I o  F a r  broader  use  was made of t e c h n i c a l  c o n s u l t a n t s .  Somewhat 
I 
I less r e l i a n c e  was placed on p u b l i c  r e l a t i o n s  c  \ unse l  a s  s t a f f  
1 

became more d i r e c t l y  involved i n  p r o j e c t  e x e c u t i k .  These 

t r e n d s  should cont inue.  



o The Divis ion acquired word processing equipment f o r  some of  

the p r o f e s s i o n a l  s t a f f .  This  g r e a t l y  reduced t h e  typing load 

on t h e  four-person support  s t a f f  and' enabled them t o  use  t h e i r  

a b i l i t i e s  a t  h igher  l e v e l s  i n  support  of t h e  15-person 

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

o  With no except ions ,  c o n t r a c t s  wi th  consu l t an t s  were on a  

t i m e  and charges rather than r e t a i n e r  fee b a s i s .  However, 

some large p r i n t i n g  jobs w e r e  no t  compet i t ive ly  b id .  More 

emphasis w i l l  be placed on n e g o t i a t i n g  more advantageous 

f i n a n c i a l  r e l a t i o n s h i p s  w i t h  s u p p l i e r s .  



11. Objective 

To establish and maintain an effective, responsive and 

efficient division. 

111. Strategies, Goals and Tactics 

Strategy I: Plan and systematically report on all significant 

activities. 

Goals and Tactics: 

1. Present 1987 program plans to the Communications Committee 

by September 1, 1986. 

2. Produce standardized project plans for all activities 

involving more than $20,000 in non-salary expenditures. 

3. Prepare 24 "project progress reports1' in 1986: on the first 

and 15th days of each month. 

4. Prepare monthly budget variance reports: within five days 

of receipt of monthly reports from the administration 

division. 



5. Prepare prospective weekly external team travel calendars; 

retrospective monthly external team reports by 10th day of 

each month. 

6. Prepare quarterly activity reports for The Institute 

president within 10 days of the end of each quarter. 

7. Issue annual activity report at 1986 annual meeting. 

Strategy 11: Maintain a motivated, trained, productive, 

properly informed and supported workforce. 

Goals and Tactics: 

1. Identify developmental needs of all staff and prepare 

individual plans to address those needs by January 1, 1986. 

Implement plans as indicated. 

2. Establish performance goals for each staff member. Review 

progress towards these goals on a quarterly basis. 

3. Conduct scheduled salary and performance reviews. 

4. Conduct bi-monthly staff meetings, semi-monthly team 

meetings, weekly meetings of groups working individual issues. 



5. For  a l l  s t a f f :  conduct one l e g a l ,  fou r  s t a t e  and f e d e r a l  

l e g i s l a t i v e ,  and f o u r  i s s u e s  b r i e f i n g s  i n  1986. These may 

co inc ide  wi th  s t a f f  meetings descr ibed above. 

6. I d e n t i f y  s t a f f  backup f o r  a l l  major func t ions ;  make 

assignments and conduct t r a i n i n g  by end o f  f i r s t  q u a r t e r .  

7 .  Add two Decmate 111 word processors  by January 1, 1986. 

E s t a b l i s h  genera l  s e c r e t a r i a l  Decmate 11 s t a t i o n  t o  permit  

Decmate production and e d i t i n g  by support  s t a f f .  

8. Determine f e a s i b i l i t y  of  ob ta in ing  d i r e c t  access  t o  TINMAN 

t o  permit  s t a f f  access  t o  mai l ing l i s t s ,  l i b r a r y  and e x t e r n a l  

f i l e s .  I f  f e a s i b l e ,  implement by March 31, 1986. 

Strategy 111: Ensure e f f i c i e n t  use  of  human and o t h e r  

resources .  

Goals and Tactics: 

1. Examine by September 30, 1985, a l l  consu l t i ng  r e l a t i o n s h i p s  

expected t o  r e s u l t  i n  more than $25,000 i n  1985 expendi tures .  

Determine p o t e n t i a l  f o r  n e g o t i a t i n g  more f avorab le  1986 

c o n t r a c t  terms. Action as ind ica t ed .  



2. Take advantage of all discounts by ensuring timely 

processing of invoices. 

3. Increase productivity of external team by 15 percent 

(1985-1986 month-to-month comparison) as indicated by log 

sheets. 

4. Encourage execution of project details at most junior level 

appropriate. 

5. Discontinue biennial interval for Roper Surveys and 

consider usefulness of findings, political and legal 

advantages and disadvantages, and cost. Make recommendations 

by end of first quarter to determine status of project for 

future years. 

6. Actively negotiate best discounts on advertising with 

individual magazines, by means such as coordinating purchases 

with member companies, selecting cost effective formats and, 

where consistent with advertising objectives, favoring 

'publications which offer special discounts to The Institute. 



7. Through surveys, examine the readerships of all Institute 

periodicals by end of third quarter to determine whether all 

readers are appropriate, whether publications are regarded by 

readers as adequate sources of information, and whether they 

are serving Institute objectives sufficiently. Make 

adjustments accordingly. y 

8. Encourage the f staff resources before consultants are 

utilized. Seek a 10 percent decrease in 1986 in public 

relations counsel billings on all projects in operation in 
. . 

9. Maintain media audit system developed in 1985 to determine 

best use of media relations staff and as means of assessing 

techniques. 

10. Incorporate all files into a master filing system by March 

1986. This would include 

general, subject, publications, advertising, speeches, 

and current issue files. Strategy plans for implementa- 

tion and s to rage  of old files to be completed January 1, 

1986. 

IV. Resources 

Division Management: Kloepfer, Sparber, Stuntz, Barnes 



Other staff: Milway, Adams, Hilderley, (data processing and 

production services staff) 

Consultants: Administration's data processing consultants, 

training personnel/courses as required 

Materials: Existing plan and report formats, data processing 

programs, speakers ' scheduling, media audit*, resource 
management*. 

I 

I 

Personnel handbook 

Decmate I11 terminals 

* in development 



THE TOBACCO INSTITUTE 

1986 BUDGET 

COST CENTER NAME Public Relations Administration No. 1301 

Authorized Pos i t ions  

Authorized Pos i t ions  Requested 

1985 1985 1986 
Account Page Budgec Estimated Budget 
Number Descr ip t ion  Ref. ($000) ($000) ($000) - 

S t a f f  Compensation ..................... $ 802 $ 

.... Employee B e n e f i t s . . . . , . . . . . . . . . . . , .  241 

.... Travel . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 5  

................. Conferences & Neetings 27 

O f f i c e  Equipment ....................... - 
..................... Postage & Delivery 122 

.... Reproduction, P r i n t i n g  & Draft ing. .  1 6 9  

................... Other Off ice  Expense 4 

............ Membership & S t a f f  Training 8 

............................. Legal Fees 105 

.... Adver t i s ing  ........................ 650 

.................. 7200 Miscellaneous Expense 

.... 7300 Profess iona l  Fees. . . . . . . . . . . . . . . . . .  

7400 Purchased Adminis t ra t ive  Services. .  .... 3 6 5 
.... 7500 Support of Tob./Other Organizations 10 12  10 

....... 7600 Motion P i c t u r e  Se rv ices . . . . . . . . .  45 4 5 45 

.... 9100 Data Processing Allocat ion. . . . . . . . .  146 146 205* 

.... 9200 Information Center Allocat ion. . . . . .  235 235 259 

TOTALS........... ................. $2,858 $2,274 $2,511 

0 
*Estimate which is l i k e l y  t o  change before  The I n s t i t u t e ' s  budgec i s  01 

f i n a l i z e d .  . a  -P 



THE TOBACCO INSTITUTE 

1986 BUDGET 

COST CENTER Publ ic  Relat ions  - General Administrat ion NO. 1301 

STAFFING SCHEDULE 

Months of Employment 

Employee Name 

W .  Kloepfer 
P .  Sparber 
A. Duffin 
W .  Merryman 
F. Panzer 
S. Stuntz  
A. Browder 
C .  Barnes 
S .  Stapf 
Vacancy 
J .  Ross 
R. Lane 
A. Bunoski 
L. Osborne 
J .  Smith 
M. S t a rk  
M. Buckley 
G .  Gray 
E.  Shover 

1985 
T i t l e / P o s i t i o n  Budget 

Senior Vice President 
Vice President  
Vice Pres ident  
Vice President  
Vice President  
Issues Nanager 
Ass i s tan t  t o  President 
Media Relations Director 
Ass i s tan t  t o  President 
Ass i s  tanc t o  President 
Issues Planager 
Editor 
Senior Wri ter  
Proj e c t  Coordinator 
Program Planner 
Adm~nis t ra r ive  Assis tant  
Secretary 
Secretary 
Secreeary 

1985 
Estimated 

1986 
Budget 

12 
1 2  
12 
12 
12 
1 2  
1 2  
1 2  
12 
12 
12 
1 2  
12 
12 
12 
1 2  
12 
12 
1 2  
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Publ ic  Re la t ions  - General Administrat ion c o n ' t  

Account I15400 - Other O f f i c e  Expense 

l l i s  ce l l aneous  expenses 

Account f55**  - Membership & Training 

Membership & Training expenses 

Account #6200 - Advertising, 

Adver t i s ing  agency f e e s  
Adver t i s ing  support  t o  S t a t e  

A c t i v i t i e s  Division 
Speaker promot ion 
Emergency i s s u e  adver t  i s  ing  

Account #7300 - Profess iona l  Fees 

Roper Reports 
Media a u d i t  
Focus panels  
Pub l i c  Rela t ions  Division 
general contingency r e s e r v e  

Account It7400 - Purchased Adminis t ra t ive  
Services 

Temporary help $ 3  

Account 87500 - Support of Tobacco & Other 

Contingency 
GROAN 

Account I17600 - Motion P i c t u r e  Services  

Tobacco f i lms d i s t r i b u t i o n  fees  





Media Relations Plan 

I. Assumptions and Background 

Overview of coverage 

o With few exceptions, news media coverage of tobacco is 

negative. While industry positions are cited regularly, 

anti-tobacco views are given far greater weight. The majority 

of news about tobacco comes from just a few sources: the New 

England Journal of Medicine, the Journal of the American 

Medical Association, the voluntary health associations, the 

Surgeon ~eneral's office, elected officials proposing 

anti-tobacco legislation and from .entrepreneurs capitalizing 

on anti-smoking sentiment. 

o Most coverage of tobacco issues is broadcast, printed or 

rewritten from wire services (Boston-AP, in particular), the 

New York Times, the Washington Post and local stations and 

newspapers where anti-smoking legislation is debated. On 

occasion, one of the weekly news magazines or network news 

or feature shows does a piece. 



o Coverage of tobacco focuses on public smoking restrictions, 

taxes, the Surgeon General, medical research, anti-smokers, 

advertising restrictions, litigation, the farm program and 

1' ;. Members of Congress from tobacco states. 

'4 Journalists and Tobacco 

o According to institute opinion research, journalists remain 

somewhat open-minded about tobacco issues but do not regard 

the industry as important to the economy or concerned about 

the public. 

1 
' L  

Journalists react negatively to using taxes to prompt behavior 
I 

modification, and they prefer voluntary to mandatory workplace 

smoking restrictions. They are strongly opposed to 

advertising bans. 

I1 

i I . Slightly more journalists than not believe government should 

cut back its efforts to restrict public smoking, and more than 

three-fourths believe there is less than conclusive evidence 

that ambient smoke is harmful to' non-smokers. ~ 8 
' f i  o According to a paper written by journalist Jerome Adams, * 

I 

anti-smoker scientists publicize their research findings; 

more objective scientists studying the same issues are less 

1 likely to seek publicity; journalists do not approach the 

environmental tobacco smoke issue critically enough. 



o We have positive working relationships with several 

electronic and print journalists in each of the top 50 markets 

and state capitals. This is an improvement over earlier years. 

We do - not have adequate contacts with journalists in several 

key news organizations including the New York Times, 

Washington Post, Los Angeles Times, Newsweek, USA Today, and 

the network news organizations. 

o In 1985, we will handle approximately 1,500 inquiries from 

journalists. 

Strategically 

o Our initiatives with the news media have relied principally 

on trained spokespersons appearing on radio and television 

talk shows. As a rule, The Institute is not a news making 

organization; it opposes rather than supports legislation , 
and criticizes unwarranted scientific conclusions rather than 

producing its own conclusions. It is seen as a commercial 

rather than public-interest voice. 

o Prior to July 1984, the media relations team concentrated 

on debating tobacco issues before the largest possible 

audiences -- primarily television and radio shows in markets 
cn 
0 selected by the State Activities Division. It became apparent, 
0 



however, that this approach (a) created unneeded exposure to 

inherently negative issues (b) provided anti-smokers positive 
- - 

exposure and (c) did little to establish or improve relations 

with journalists. 

o In the second quarter of 1984, we made several strategic 

changes without, however, diminishing our responsibility to 

11 carry the flag" when invited to appear in major broadcast 

contexts and to make written rebuttals to significant stories, 

columns and editorials which did not contain balanced 

coverage : 

- we stopped "pitching" shows which resulted in our 

representatives being on the defensive because of hostile 

hosts, negative issues or inadequate information. In other 

words, we decided that positive publicity, not just 

publicity, is our goal. 

- we placed an emphasis on media relations rather than 

publicity. Based on the Gatekeepers study and on our own 

experience, we decided to follow this sequesce: (1) build 

good personal relations with journalists (2) privately 

discuss our public service projects (3) provide evidence 

of the industry's economic importanceto help assure 

objective coverage of tobacco issues, and (4) seek 

objective forums. 



- we began to appear in objective media forums with allies 
and consultants on specific, positive issues. For example, 

our representative has appeared on several television and 

radio shows with the chairman of the National Association 

of State Boards of Education to discuss our Responsible 

Living Program, and with objective neutral show hosts. 

- finally, in order to take further advantage of talents 
within the media team, we encouraged some of its members 

to assist in coalition development, issues support and 

writing assignments. 

Summary 

Media coverage of tobacco issues is overwhelmingly negative 

and likely to remain so for the forseeable future. Our current 

program strives to avoid adding to the negativism while 

building relations for the future. That process is proceeding 

and has produced some results. 

11. Objective 

To increase the positive and decrease the negative media 

coverage of the tobacco industry and its positions on issues. 



111. Strategies, Goals and Tactics 

Strategy I: Increase the number and improve the quality of TI 

contacts with editors, reporters, producers and others 

associated with the most prominent news outlets. 

Goals : 

1. Complete at least three personal contacts with each "A" 

list journalist during 1986.  o or description of lists, see 
.-,&--&---- T7 L - 7 - - - 1  a c ~ a L e g y  v u e ~ u w j  

2. Add 20 new journalists in top 50 and state capital markets 

1 1  I 1  to the A list each quarter. 

Tactics : 

1. Systematically conduct personal one-on-one and small group 

visits. 

2. In coordination with state activities division, 

have local public relations counsel assist in expanding media 

contacts and to advise on greater regional outreach of public 

communications. First consideration to be given to New York cn 0 
a, 

and Phoenix. Other markets to be added as needed. 03 
0 

Local counsel expected to provide strategic and tactical 

advice based upon area expertise. 



3. Participate in Radio and Television News Directors 

Association national and regional activities. 
- . - 

4. Identify and join appropriate national, state and local 

organizations supported by prominent journalists. Actively 

participate in programs -- particularly those which support 
It the First Amendment freedom of expression. It 

- - - 

5. Increase staff output of commentary letters to editors, and 

encourage consultant and other third-party output of similar 

letters and contributed articles. 

Strategy I1 : Seek to increase journalists ' awareness and 

acceptance of the economic importance of tobacco, the 

industry's public service programs and the true state of the 

science related to environmental tobacco smoke (as suggested 

by the Gatekeepers study). 

Goals and Tactics: 

1. Conduct personal briefings on the ETS issue with all "A" 

I I  1 1  and B list journalists by end of second quarter. 

2. Maintain contact on ETS issue with all "A" list 

journalists: providing information on new studies, critiques 

and analyses. These contacts will be made in person, by phone 

or through personal correspondence. 



3. Maintain contact (either in person, by phone or through 

It 1 1  correspondence) with all A list journalists to increase 

their awareness of industry public service programs; where 

possible, involve officials of NASBE, local fire officials and 

appropriate consultants. One issue per contact. 

4. Provide tailored information on tobacco ' s economic impact 

to "A" list journalists in states and counties studied by 

Chase; and national data to "A" list journalists from national 

news organizations. This activity will have begun in October 

of 1985 and is to be completed by the end of the first quarter 

of 1986. 

5. Seek opportunities to appear before associations and 

societies of journalists to discuss the ETS issue, tobacco 

economics and/or the industry's public service efforts. 

Strategy 111: Seek positive broadcast media opportunities: 

those on subjects of our choosing; with "A" and "B" list 

hosts; with allies and/or consultants as other guests; and 

without hostile live or call-in audiences. 



Goals : 

1. Conduct 10 interviews per quarter on  elpi ping Youth ~ecide" 

program in markets identified by State Activities Division. 

Utilize national and state NASBE officials where possible. 

2. Conduct 15 interviews per quarter on the economic/business 

aspect of workplace smoking restrictions. Utilize workplace 

consultants, local economists, labor allies. 

3. Conduct 25 interviews on tobacco economics (based on Chase 

findings) by end of second quarter. Utilize local economists, 

Chase representatives. 

Strategy IV: Be responsive to inquiries from the news media. 

Tactics : 

1. Ensure that at least one media team member is in the office 

on all work days. 

2. Minimize "call backs." Personally handle all calls as they 

come in; minimize referrals to support staff, issues managers 
cn 
0 

and library. 

3. Follow up inquiries with additional materials as 

appropriate. 



4. Publicize Institute's toll-free telephone number in 

magazines read by journalists, convention programs and in 

correspondence to journalists, and list media team home phone 

numbers as calling cards and stationery are replaced. 

*5. Extend phone coverage from 9-5 to 8-6 daily to coincide 

more with journalists ' schedules. 

*6. Provide weekend coverage by employing "bounce1' feature on 

phone systems and remote-access home phone recording devices 

for media relations team. 

* Greater access was recommended by Dr. Martin Gibson 

of the University of Texas School of Journalism. 

Strategy V: Maintain and use relevant information on media 

coverage, journalists, team operations and the issues. Keep 

media team informed. 



Tactics : 

1. Maintain and expand "A" list of "accessible" journalists in 

top 50 markets and state capitals. (An "accessible" journalist 

is one known personally to s t a f f  and with whom at least three 

social and three professional contacts have been made. The 

term is not meant to suggest that these journalists are 
-- 

supportive of the industry.) 

2. Maintain and expand "B" list of "potentially accessible" 

journalists in top 50 markets and state capitals. (A 
1 I potentially accessible' journalist is one known personally to 

a TI consultant or one with whom we have met socially and 

professionally less than three times.) 

3. Complete development of and maintain media audit system to 

determine nature and scope of coverage by issue. 

4. Coordinate with information services in the administration 

division to maintain clipping services and review coverage as 

it occurs. 

5. Maintain and circulate monthly prospective calendar of 

news-making events. (Schedule headquarters coverage and 

briefings accordingly. ) 



t 6. As described in management plan, produce travel calendars, 

monthly external team report, contribute to project update 

report, conduct regular and special briefings, and performance 

improvement programs. 

I IV. Resources 

Management: Barnes 

Division Staff: Merryman, Browder, Stapf, TBD, Smith 

Other staff: Information services (data processing and 

library) 

Consultants: Legal and public relations, survey organization, 

clipping services, advertising agency, selected issues 

consultants. 

Materials: press releases and statements; all issues 

and program literature, studies, standard references. 



THE TOBACCO INSTITUTE 

1986 BUDGET 

COST CENTER NAME Public Relations - Media Relations No. 1303 
New Cost Center 

Account 
Number Desc r ip t ion  

1 9 8 5 t  1985t 1986 
Page Budget Est imated Budget 
Ref. ($000) ($000) ($009) 

3900 T r a v e l  & Entertainrnenc............. ..... $1 90 $1 50 $1 90 

4000 Conferences & Meetings 30 - 30 ................. 
5000 O f f i c e  Supplies - - 1 ........................ 
5200 Reproduct ion ,  P r i n t i n g  & Drafting..  - 7 30 .... 
5400 Other  O f f i c e  Expense - 7 5 ................... 

7300 Professional Fees. . . . . . . . . . . . . . . . . .  ' 40 185 145 .... 

TOTALS........................ .. $280 $354 $421 

t c u r r e n t l y  p a r t  o f  1301 c o s t  c e n t e r .  



Account #3900 - Travel  & Entertainment 

Travel  & enter ta inment  expenses 

Account #4000 - Conference and Meetings 

Tobacco College 

Account 85000 - Off ice  Supplies  

Home telephone answering devices  
(5  @ $200) 

Account P5200 - Reproduction, P r i n t i n g  
& Draf t ing  

Promotional m a t e r i a l s  
Production of video & audio broadcas t  
m a t e r i a l s  

Account #5400 - Misc. Of f i ce  Expense 

Mailgrams 

Account 56200 - Adver t i s ing  

Speakers promotional ads 

Accoint 87300 - Profess iona l  Fees 

Media a u d i t  
Media relations (incorporated in 

t h e  PR contingency) 
Development of media resource guide 





Cigarette Excise Tax Issue 

I. Assumptions 

o Cigarette taxes at all levels of government are a problem 

to the industry. Taxes have been a dead weight on the 

cigarette industry and its customers for generations, 

beginning with the first "temporary': -. -- - - tobacco tax imposed 

during the Civil War. 

o The impact of national economic factors on the state level 

has caused added complications: reduced federal grants to 

states, federal cutbacks in health and welfare programs, and 

federal encroachment on state tax sources have increased state 

pressure to raise cigaret te  taxes. 

o The doubling of the federal excise tax in 1982, the first 

increase since 1951, is an example of the industry's burden. 

A 1  though this tax is due to "sunset" in October, 

pressure to retain the additional revenue is strong at both 

the federal and the state levels. There is also pressure to 
cn 

earmark these revenues to bolster the sagging health insurance 0 
cn 
rn 

trust fund, and for other medical and social purposes. P 
I-' 
UJ 
0 



o In 1984, despi te  a doubling of the federa l  t ax ,  five 

states raised their cigarette excise. So far this year, 57 

bills or excise tax increases have been introduced in 28 

states, nearly half the bills include earmarking provisions. 

Twenty-two states have enacted excise tax hikes; 17 are 
11 contingent on sunset. I I  

o In a sense there is no clear victory in this issue. If we 

win on sunset, many states will swallow the eight cents won on 

the federal level. If we lose on sunset, many special 

interests will strive to dedicate the eight cents to their pet 

programs. 

o Complicating the relatively straightforward quest for more 

tax collections is the strategy of the anti-smoker lobby, 

actively pursued in legislative arenas, of advocating an 

increase in cigarette taxes in order to deter smoking. This 

hostile coalition also raises the related issue of the "social 

costs" of smoking as justification for high taxation. 

For the first time ever, the House Ways & Means Committee 

approved a provision to earmark a cent of the tax for the farm cn 
Q 
m 

program and barely defeated a similar measure to benefit 0.1 
P 

Medicare. In our view, earmarking for any purpose is a major P 
w 
CD 
r 

threat 



0 However, there is a counterweight to the interests who 

favor higher cigarette taxes. It is the broad, but soft, 

constellation of groups that oppose regressive and unfair 

taxes, excises included, and those professional economists who 

oppose inefficient and distortionary tax mechanisms, again 

including excises. This support includes labor, minority, 

consumer groups and certain academics. 

o Over the years the industry's position has been consistent 

and simple -- unconditional opposition to additional excise 
taxes. 

* written in August 1985, this assessment of the sunset may 

be outdated and will be periodically changed. Whether the 

sunset occurs o r  not ,  the a c t i o n s  described here will be the 

same . 



11. Objective 

To prevent increases in current cigarette excise tax rates at 

federal, state and local levels and, where possible, to roll 

back these tax rates by providing the Institute and the 

industry with arguments, advocates, and allies capable of 

communicating to legislators the existence of a broad-based 

and credible constituency opposing excises, earmarking, and 

the underlying premises for their imposition. 

111. Strategies, Goals, Tactics 

Strategy 1: Increase public awareness about the negative 

effects of excise taxes, making them less attractive as 

economic, social or political policy options. Priority will 

be given to selected states most likely to consider tax 

measures and to the home districts of Members of the two 

Congressional revenue committees. This will require 

cooperation with the federal relations and state activity 

divisions to assure proactive communications in advance of 

legislative events, rather than reactive work in the face of 

them. Effective resources and materials will therefore be on 

line for legislative consultants and communicators on a 

timely basis. 



Goal: To accomplish all of the following "tactical 

communication strikes" in press, broadcast or other 

media in each priority market in 1986. 

Tactics : 

I. Ensure that we have at least one economist 

prepared to assist us in producing, packaging and 

presenting anti-excise arguments in each selected 

market. 

2. Encourage economic consultants to produce and 
;- WL- .,',.: . .  , . . -  , .... 

distribute at least two OP-ED articles to be 

published in major newspapers in each market. 

3. Continue the operation of the ''Economics Features 

Syndicate1' based on the economist network which will 

produce and distribute appropriate material for 

press and broadcast use in lesser media markets. 

(Present plans call for three features: a by-line 

think piece, a QU column, and a favorable 

editorial, with expansion to once a month by 

mid-year in 1986.) 

4. Encourage academic debate on the subject of 

excises : 



a) encourage the production o f  papers on topics 

supportive of our general position regarding excise 

taxes i.e. regressivity, inefficiency, etc. Arrange 

and encourage their publication in the professional 

literature, or as free standing volumes. 

b) encourage authors of the above papers to 

share their independent views in existing or special 

symposia and academic forums. 

c) encourage consultant exposure of their views 

in public forums, legislative hearings, and in 

professional and popular journals. 

Strategy 2: Gain support of a broad spectrum of organizations 

from tobacco industry allies to public interest, business, labor, 

and citizens groups -- all of which are potential opponents of 
excise taxes. 

Goals and Tactics: 

1. Use traditional broad-based business coalitions to 

convince government and the public that there is no 

need to increase taxes. 



2.  Continue t o  develop v e r t i c a l  c o a l i t i o n s  of 

b u s i n e s s e s  d i r e c t l y  a f f e c t e d  by t h e  economic impact on 

sales o f  c i g a r e t t e  e x c i s e  t a x e s .  

. . . 
3 .  Mainta in  and e n l i s t  t h e  s u p p o r t  of l a b o r / c i t i z e n s  

groups i n  opposing e x c i s e  t a x e s  on consumer p rodu c t s ,  

i n c l u d i n g  tobacco.  Cont inue  t o  develop long-range 

economic educa t i on  programs f o r  t h e  d i sadvan taged  w i t h  

t a r g e t e d  consumer groups .  

4 .  Develop an  e d u c a t i o n a l  *.-- program , t o  t r a i n  t h e  members 
, -.. - 
.+I . . , 

and s t a f f  o f  a l l i e d  t r a d e  a s s o c i a t i o n s  on the r e l evance  

and importance o f  t h e  i s s u e .  Groups w i l l  be i d e n t i f i e d  

and program under  way by second q u a r t e r  o f  1986'. 

Strategy 3: Suppor t  and supplement f e d e r a l  r e l a t i o n s  and s t a t e  

a c t i v i t y  d i v i s i o n s  i n  c o n t i n u a l l y  moni to r ing  t h e  changing 

economic and f i s c a l  environment.  



Tactics : 

1. Work with all other divisions to monitor federal and 

state economic conditions to provide reliable fiscal 

intelligence to support Institute staff, lobbyists and 

consultants in their work with legislators and allies. 

This process will include having our economic 

consultants provide periodic input on national and 

regional tax situations. 

2. Establish close working relationships with key tax 

association staff, as well as key business 

representatives at the national level. 

3. Encourage the interaction between Institute staff 

and industry members with key federal and state tax 

writing officials. Seek opportunities for them to 

attend and participate in annual meetings, conventions, 

and other formal gatherings. 

4 .  In support of the Tax Advisory Group and the Federal 

Relations Division, enlist the guidance of company 

executives on industry positions regarding major 
- 
03 

federal and state fiscal or economic proposals, such as g 
tax reform, 



5. On a quarterly basis nationally and as needed in 

individual states conduct polls of general and special 

publics on the strength and weakness of various excise 

tax proposals and arguments. 

6. Continue to produce and update fact sheets, manuals, 

pamphlets, and other publications opposing the 

imposition or raising of excise taxes at the federal 

and state levels. 

IV. Resources - - 
, = . . 
-4. 
i=-. . 

Staff : Public Relations -- Panzer (issue manager) 

State Activities -- Hurst Marshall and appropriate 
field staff as designated. 

Federal Relations -- Prendergast, Lewis, Yenowine. 

Administration -- Battison, Duhaime, Kastenbaum, 
Waite, Schoonmaker. (the first two for tax and 

economic support; the rest for asserted risk 

attribution and claimed "health costs" of smoking. ) 

Consultants: public relations counsel 

economic consultants 

various polling organizations 



Materials: 

1. Letter-writing campaign brochures. 

2. Publications of Citizens for Tax Justice and 

Committee on Taxation and Economic Growth. 

3. Excise Taxes: the Fairness Issue. 

4. Op-ed and other feature articles for 

economists. 

5. Veterans and Hispanic groups' letters and 

publications. 

6. Congressional and state legislative testimony. 



THE TOBACCO INSTITUTE 

1986 BUDGET 

COST CENTER NAME Public Relations - Excise Tax Program No. 1305 

- 
-. i -., - . *  1 9 8 5  1985 1 9 8 6  

Account Page Budget Estimated Budget 
Number Description Ref. ( $ 0 0 0 )  ( $ 0 0 0 )  ( $ 0 0 0 )  - 

51 00  Postage & Delivery,. ....,.............. $ .  - $ 2  $ - 
5200 Reproduction, Printing & Drafting.. .... 160 120 200 

5400 Other Office Expense - 6 - ................... 
7300 Professional Fees ...................... 230 670  500 

7500  Support of Tob./Other Organizations .... 255 1 83 220 

TOTALS.. . . . . . . . . . . . . . . . . . . . . . .  .... $645 $981 S920 
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relations and 

willing to he 

Accidental Fire Issue 

I. Assumptions 

A. Although the number of fire deaths related to careless 

smoking has dropped by more than a third over the past five 

I I years, careless smoking" is regarded by some as an important 

source of accidental fires. 

B. A federal study of the matter by the Consumer Product 

Safety Commission involves scientists from our industry as well 

as representatives of other interest groups and agencies. Its 

report is due in April 1987. An interim report in October, 1985, 

may provide impetus for renewed state legislation in 1986. 

C. Over the years, as many as 15 states have considered 

I I self-extinguishing" cigarette legislation. Three states 

have bills pending. This contrast is due largely to the fact that 

officials are awaiting the outcome of the federal study. 

D. Fire service hostility to our industry has subsided but 

is far from nonexistent. The Institute has helped to improve 

has demonstrated that the industry is concerned and 
cn 
0 

lp deal with the fire problem. o m 



E. Many of the major fire service groups have adopted 

resolutions in favor of 'lself-extinguishingll legislation. While 

these resolutions are outdated, they reflect the latent official 

C positions of some of these groups. 

F. Public officials are generally unaware of the severity 

of the overall accidental fire program and the availability of 

good fire prevention programs, much less the tobacco industry's 

role in fire prevention. The fire service mostly believes that 

public officials should be playing a larger role in the overall 

fire prevention effort. .-. . 



Objec t ive  

To demonstrate to key public officials and fire service 

leaders that the tobacco industry acts voluntarily and 

responsibly in fire prevention. 

111. S t r a t e g i e s ,  Goals and T a c t i c s  

Strategy I: Work wi th  f i r e  o f f i c i a l s  and, when p o s s i b l e ,  

o t h e r  p u b l i c  o f f i c i a l s  p r i m a r i l y  a t  t h e  s t a t e  and/or  l o c a l  l e v e l  

t o  improve t h e  q u a l i t y  and i n c r e a s e  t h e  a v a i l a b i l i t y  o f  f i r e  

educa t ion  and prevent ion programs f o r  f i r e  departments.  

Goal: To have working r e l a t i o n s h i p s  i n  200 l o c a l i t i e s  by 

January 1, 1987. (A working r e l a t i o n s h i p  s i g n i f i e s  (1) a 

TI-sponsored p r o j e c t  i n  p l ace  (2)  T I  s t a f f  c o n t a c t  w i th  l o c a l  

f i r e  s e r v i c e  and (3) awareness o r  involvement o f  p u b l i c  

o f f i c i a l s  . ) 

Tactics : 

1. Have a l l  pending T I  ' ' f ire s a f e t y "  products  on 

l i n e  by 

January 1, 1986. ( s e e  r e sources  below) 

2 .  Develop and in t roduce  new products  by October 

1986: 



(a) fire safety for the disabled 

(b) fire safety programs in Hispanic versions 

(c) additions to "New Tools" kits per NVFC 

input 

3. Continue city grants program 

4. Seek locales as opportunities to implement TI 

programs as follows : 

a) Make direct contacts with individual 
, * -  

departments and officials in order to 

establish programs. 

b) Work through state and regional fire 

service groups to coordinate introduction of 

programs locally. 

c) Work through elected officials' offices to 

approach local departments. 

d) Approach fire officials who have commented 

favorably on research supported by The 

Institute. 



e) Follow up on requests for assistance from 

fire service and public officials generally 

aware of our efforts. 

f )  Follow up with departments already in the 

program. 

g) Establish model program in Washington, 

D.C., region to test new projects and to serve 

as demonstration for federal off iciaf s 

interested in our program. 

Strategy 11: Maintain and increase awareness of the tobacco 

industry's contribution to fire prevention. 

Goals : 

1. Encourage placement of at least five articles 

by fire service personnel in fire trade 

publicat ions, each describing program 

supported by industry. 

2. Obtain at least five mentions per quarter in 

state and regional fire service publications. 



3. Appear on the programs of at least two 

national and five regional fire service 

conferences in 1986. 

4 .  Conduct briefings with Eire service officials 

to describe industry's continuing commitment 

to fire service. 

Tactics : 

I. Encourage local departments to publicize 
& 

industry efforts in newsletters and 

publications of county, state, regional and 

national fire associations. 

2 .  Maintain and improve relations with key fire 

trade journalists. 

3. Maintain and improve relations with 

individuals responsible for planning major 

conferences. 

4 .  Conduct individual briefings as part of visits 

to individual departments, conferences and 

other meetings . 



5 .  Identify opportunities to promote program in 

media relations visits to appropriate regions. 

Strategy 111: Continue to encourage discussion among fire 

service leaders and concerned public officials about the overall 

accidental fire problem. 

Tactics : 

1. Sponsor study of successful fire prevention 

programs in four U S .  cities. Build on 

previous studies of international efforts. 

2 .  Distribute study to chiefs and fire marshals 

of top 100 cities, major state, regional and 

national fire service groups; to members of 

key state legislative and Congressional 

committees; and to key fire service 

journalists. 

3. Make presentations of findings to major fire 

service groups and other industry groups. 

4 .  ~ubliih findings in Fire Chief magazine (as 

follow-up to first two installments.) 



5 .  Encourage prominent fire service officials to 

comment on study in articles, speeches and 

correspondence to public officials. 

6. Develop plan for fire safety expert symposium, 

supported by Institute grant, assuring 

publication of proceedings, in format similar 

to 1984 Geneva conference on environmental 

tobacco smoke. 

IV. Resources 

A. Staff 

1. Public Relations: Sparber, Stuntz, 

* Buckley 

2. State Activities : appropriate field 

staff 

3 .  Federal Relations: Vinovich, Wiedemeier UI 
0 
0 
a 
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B. Consultants 

1. Legal 



2. Fire experts 

3. Appropriate legislative consultants 

C. Materials 

1. " ~ e w  Tools for ~irefighters" (volunteer 

depts .) 

2.   ires safety . . . for the Rest of Your Life" 
(high school) 

3. 1 1    ire care" (seniors) 

4. Evaluation package 

5. Smoke detector programs: (1) urban (2) 

rural 

6. Research reports 



C It- 

THE TOBACCO INSTITUTE 

1986 BUDGET 

COST CENTER NM4E Public Relations - Fire Safety No, 1306 

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

................. 4000 Conferences & Meetings $ 5  $ 5  $ 1 5  

5100 Postage & Delivery ..................... 4 1 - 

.... 1 - 5200 Reproduction, Printing & Drafting.. 98 171 170 .... 7300 Professional Fees.................. 120 308 260 

7500 Support of Tob./Other Organizations .... 250 201 290 

TOTALS........................ .... $477 $686 $735 
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- 1  
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Budget Estimated Budget '1 
($000) ($000) ($000) I 

I 
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Account +I4000 - Conference and Meetings 

Nat ional  Volunteer F i r e  Council $ 5  $ 5  $ 5  / 
I n t e r n a t i o n a l  Assoc. of F i r e  Chiefs  - - 5 1 
I n t ' l  Soc ie ty  of F i r e  Service  I n s t .  - - 5 1 

i 

Account 55100 - Postage & Delivery 

Mail ings 

w 

Account !I5200 - R e ~ r o d u c t i o n ,  P r i n t i n q  
& D r a f t i n g  - 

Production o f  new macerials  . "F i reca re"  Senior  C i t i zens  Program (85) $ 30 . NVFC p r o j e c t  
- contingency 50 . F i r e  program f o r  t h e  d isabled  - . 1986 Schaenman study - . F i r e  Safe ty  Education Evaluat ion Survey - 

Reproduction of e x i s t i n g  m a t e r i a l s  . A r t i c l e s  and s t u d i e s  10 . "F i reca re"  (86) - . NVFC m a t e r i a l s  8 . Smoke d e t e c t o r  programs - . Spanish vers ion  of "F i re  Care" - 

Account +I7300 - Profess ional  Fees 

p h i l i p  S. Schaenman . ~ e n b r a l  consul t ing  (S15,000/moa. f o r  '86)  $ 72 
# 

. 1986 Study-Fire prevention P r a c t i c e s  
.+ i n  4 C i t i e s  (3rd i n  s e r i e s )  - 

David McCormack 

d- 
. General consul t ing  48 

CD 



Public Relacions - F i r e  Sa fe ty  Program c o n ' t  

Account $7500 - Support of Tobacco & Other 
Organiza t ions  

F i r e  s a f e t y  g r a n t  program $1 40 
Smoke d e t e c t o r  programs 60 
Z n ~ ' l  Assoc. of F i r e  F igh te r s  f i r e  safety 
program 50 

"F i reca re"  Senior  C i t i z e n s  program - 
"Fire  Safe ty  Education Evaluat ion Survey" - -  - 
Grant t o  Nassau County Vocational Education 

and Extension Board f o r  d isabled  program - 
Support of educa t iona l  programs of major 

f i r e  s e r v i c e  organiza t ions  - 





Coalittons Plan 

Issues plans elsewhere in this document describe certain 

coalition activities under way. In addition, we propose 

activities regarding (1) tobacco family coalitions and (2) 

undeveloped coalitions, i.e., groups which may be supportive in 

some but not all possible issues, and groups with which we have 

no relationships as yet. 

I. Background and Assumptions 

o The tobacco industry is a highly competitive assortment of 

individuals, businesses and associations. This competitiveness 

is the industry's greatest strength and, perhaps its greatest 

weakness is that it occasionally works against political 

unity. 

o In dealing with legislation, the industry relies first on 

effective lobbying. However, an important resource is 

coalitions. The development, maintenance and involvement of 

coalitions by The Institute and its member companies has 

become priority communications activity which has produced 

good results. 



o Our allies' greatest strength -- independence -- is a limit 
on all coalitions. Allies may not agree on all industry 

positions and may not be willing to assist in all ways 

requested. 

o Much progress has been made in establishing and involving 

coalitions in our efforts. Much more work still is needed, 

particularly in the areas of corporate, minority and labor 

relations. 

o In order to attract allies, The Institute must remain open 

to requests for assistance on non-tobacco concerns from those 

allies. 

11. Objective 

To establish and maintain working relations with other groups 

and individuals for the purpose of demonstrating broad support 

for industry positions and initiatives. 

111. Strategies and Tactics 

Strategy I: Improve working relations with all major segments 

of the tobacco industry. Broaden the tobacco family coalition to 
Ul 

include new members. o (D 
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Tactics 

1, Maintain and improve ongoing communications with the basic 

segments of the industry, through established methods, e.g., 

The Tobacco Observer, and new means as appropriate. 

2. Replace the current quarterly "TAN insert'' in The Observer 

with a direct-mail news and issue report quarterly to TAN 

activists, split-run so as to tailor one news page for each 

of the state activities division's nine regions. Copy in the 

news pages will feature individual activities and regional 

developments. 

3. Provide contributions-in-kind of editorial and 

promotional material to the National Tobacco Education 

Council to support its recruiting and educational programs 

among industry suppliers as established in 1983; coordinate , 

development of supplier lists. 

4. Provide editorial material and services and coordinate 

mechanisms for member company consumer communications on 

public issues, in support of state activities communications 

projects focused on specific events. 



5. Conduct s p e c i a l i z e d  seminars f o r  tobacco fami ly  members. 

R e i n s t i t u t e  t h e  Tobacco Col lege as a semiannual event and i n  

a t r a v e l i n g  format;  conduct a labor/management seminar i n  t h e  

f i r s t  quarter; i d e n t i f y  and u t i l i z e  o p p o r t u n i t i e s  f o r  similar 

s e s s i o n s  aimed a t  s p e c i f i c  i n d u s t r y  segments. 

6. Continue t o  improve r e l a t i o n s  w i t h  NATD by i d e n t i f y i n g  

j o i n t  p r o j e c t s ,  suppor t ing  a p p r o p r i a t e  NATD ac t iv i t i e s  and 

o f f e r i n g  e x i s t i n g  non- f inanc ia l  resources .  

7 .  Continue spokesman column on tobacco issues i n  t r a d e  

p u b l i c a t i o n s ;  seek new o p p o r t u n i t i e s  f o r  a d d i t i o n a l  columns. 

8. Develop and maintain  r e l a t i o n s  with r e t a i l  food i n d u s t r y  

a s s o c i a t i o n s  and wi th  n a t i o n a l  and r e g i o n a l  chains .  I n  t h i s  

ca tegory ,  make s p e c i a l  e f f o r t s  t o  develop r e l a t i o n s  wi th  

minor i ty  groups involved i n  tobacco r e t a i l i n g .  

9. Work wi th  f e d e r a l  r e l a t i o n s  and s t a t e  a c t i v i t i e s  d i v i s i o n s  

t o  improve r e l a t i o n s  wi th  key growers ' organ iza t ions  ; and 

then  wi th  o t h e r  farm groups.  

10. Build o b j e c t i v e  working r e l a t i o n s  wi th  p u b l i s h e r s '  

groups. 

11. Support a s  a p p r o p r i a t e  the Tobacco I n d u s t r y  

Labor-Management Committee. 



Strategy 11: E s t a b l i s h  r e l a t i o n s  wi th  new groups.  Broaden 

r e l a t i o n s h i p s  with  groups wi th  which we a r e  now working. 

Tactics 

1. Involve minori ty  groups i n  workplace smoking i s s u e .  

2. Continue t o  e s t a b l i s h  working r e l a t i o n s h i p s  wi th  women's 

groups on tax, workplace and insurance  d i s c r i m i n a t i o n  i s s u e s .  

3 .  Continue t o  b u i l d  r e l a t i o n s  wi th  a i r l i n e  o f f i c i a l s  and 

a s s o c i a t i o n s .  

4. I n  cooperat ion wi th  member companies, des ign  and implement 

more s t r u c t u r e d  s u p p l i e r s  con tac t  program a s  a foundation f o r  

an expanded corpora te  r e l a t i o n s  program. E s t a b l i s h  r e l a t i o n s  

wi th  t r a d e  a s s o c i a t i o n s  r ep resen t ing  major s u p p l i e r  

c a t e g o r i e s .  

5. Continue t o  e s t a b l i s h  o b j e c t i v e  r e l a t i o n s  wi th  groups 

r ep resen t ing  t h e  d i sab led  on i n  a c c i d e n t a l  f i r e ,  t a x  and 

workplace smoking i s s u e s .  

6 .  Continue t o  e s t a b l i s h  r e l a t i o n s  w i t h  non-tobacco unions ,  UI 
0 
dl 

e s p e c i a l l y  those r ep resen t ing  whi te  c o l l a r  workers. Maintain 
a P 

and expand r e l a t i o n s ,  w i th  t h e  AFL-CIO and s t a t e  l abo r  

f ede ra t ions .  



Strategy 111: Improve the coordination of coalition activities 

under way by The Institute and its member companies. 

Tactics 

1. Identify individuals in each company involved in coalition 

work. Maintain contact on regular basis. 

2, Establish a subcommittee of the Communications Committee 

to periodically assess coalition work and identify new 

opportunities. The subcommittee will coordinate member 

company public issue mailings to consumers and will assist in 

compilation of industry supplier lists for the National 

Tobacco Education Council. 

IV. Resources 

Public Relations: All staff 

State Activities: Woodson, all regional vice presidents 



THE -TOBACCO INSTITUTE 

1986 BUDGET 

COST CENTER NAME Public Relations - General Coalitions No. 1307 

Account 
Number 

! 1985  1985  1986  
Page Budget Estimated Budget: 

Description Ref. ($000) ($000) ($000) 

- -  - 

3900 Travel & Entertainment,,...,,...... .... $ 6 0  $ 70 $ 150 

..................... 5100 Postage & Delivery 5 0  - - 
5200 Reproduction, Printing & Drafting.. .... 9 6  25 195  

............................ 6200 Advertising 5 0  5 0  100  

.... 7300 Profess ional  Fees . . . . . . . . . . . . . . . . . .  340  3 80 260 

7500 Support of Tob./Other Organizations .... 488 183 563  

TOTALS........................ 



THE TOBACCO INSTITUTE 

1986 BUDGET 

COST CENTER Public Relations - General Coalitions No. 1307 

I Account #3900 - Travel & Entertainment 

Travel & Entertainment 

Account #5100,- Postage & Delivery 
4 

Tobacco Observer/TAN/Newsletter 
Distribution of booklets and publica- 
tions to tobacco family groups 

1 Account #5200 -Reproduction, Printing & 
Draft ina 

1985 1985 1986 
Budget Estimated Budget 
(SOOO) ($000) (SOOO) 

The Tobacco Observer (1 301 ) (1301) (1 301 ) 
TTO/TAN (1  301 ) (1 301 ) (1  301 ) 
Newsletter (1 301 ) ( 1  301 ) ( 1  301 ) 
Tobacco Heritage 96 1. 0 150 
Issues newsletter - 5 5 
Production of materials for other organs. - 10 40 

Account f6200 - Advertisin 
I Miscellaneous placen~eari~w/allied 

groups 
Chase results in t r a d e  publications 

Account #7300 - Professional Fees 
chase Econometrics economic impact study $225 $225 $ - I Opinion research on minority views on 
tobacco issues 50 - 50 

Hinority consultants 35 40 50 
Labor consultants 30 85 85 
Consultants on other allied groups - - d 75 



public Relations - General Coalitions conlr 

Account 17500 - Suuport of Tobacco and 
Other Organizations 

National Tobacco Education Council $300 
Tobacco Zndus try Labor Xanagement Commi c tee 90 
Tobacco Growers Information Committee 48 
Minority groups 50 
Women's groups - 
Veteran's groups - 





Primary ~rnoking/~dvertisin~ Issue 

I. As sump t ions 

A .  When the Surgeon General called7-in May 1984 for a 
r 
k "smoke-free society" by the year 2000, the American Cancer Society, 

I 
.the American Lung Association and the American Heart Association 

joined in immediately. But they amended the goal to "a smoke-free 
! * 

young ~merica." (Emphasis added.) T h y -  - _ .  iu said they would seek 

elimination of models in cigarette advertising, an end to cigarette 
r 

sampling and special events sponsorship and passage of pending 

labeling legislation. This agenda is of continuing concern. 
i , 
1 

B .  In January 1985, the advisory committee to the National 

Institute on Drug Abuse recommended all cigarette advertising and 

promotion be prohibited by law, declaring youth concerns override 

any First Amendment considerations. Federal Trade Commission data t 

L showing a $1 billion increase in cigarette brand advertising 

spending 1981-1983 supplied new ammunition to both those who would 

ban and those who would merely restrict cigarette promotion. 

Similar pressures will continue. 

a, 
Months before the FTC data were released, public figures such as 4 

the dean of the Harvard School of Public Health were condemning N 
IV 
0 

t 

cigarettes as America's most heavily advertised product and accusing 
! 

the manufacturers o f  "a cynical appeal to our nation's youth." Like 



most in the anti-smoking community, the dean gave little credence to 

the fact that cigarette advertising is intended to promote brand 

loyalty and build market share among adult smokers. 

C. Where the voluntary health associations publicly call for 

"social conscience rather than legislation" to achieve their 

anti-smoking goals, the anti-smoking community's political action 

arm, the Coalition on Smoking OR Health, boasts of its work against 

cigarettes among federal and state lawmakers. With formation of new 

state coalitions, the industry can expect new efforts to restrict 

r its traditional marketing practices. 
i 

D. This year, as cigarette makers prepare, under law, to 

provide to the Secretary of Health and Human Services a list of of 

all ingredients added to tobacco in manufacturing, five state 

legislatures considered bans on cigarettes containing cloves or 

clove oil flavoring. The first such law, signed in April 1985 in 

New Mexico, was aimed at import cigarettes from the Far East. 

Ingredient ban/labeling issues will intensify. 

E o  Bills td' require a health warning on other tobacco product 

packs and in advertising were introduced in seven states in 1985. 

Restrictions or bans on cigarette and/or OTP sampling were 
cn considered in eight states and three cities in 1985. These issues o 
m 

will continue to be debated and publicized. 



F. I n  1985, four state legislatures considered curbs on 

transit, outdoor or theater advertising of cigarettes. Three did so 

in 1984. In two states, pending legislation would prohibit 

cigarette coupons and ads for phone numbers for obtaining sample 

cigarettes. Such variations of attacks on business practices will 

be heard frequently. 
-. 

G. Not satisfied with moves on national, state and local 

dronts to restrict cigarette promotion, both organized and 
/ 

individual anti-smokers encourage moves to deny the manufacturers 

vehicles in which to promote their brands. They plan new efforts to .. .il' -. 
counter cigarette advertising with "education" campaigns, to deny 

business tax deduction of advertising costs, even actively to 

promote litigation against the manufacturers to drive up the cost of 

doing business . 

H. A six-page New York Journal of Medicine article in July, 

1985, charged that cigarette company funding has bought "the silence 

I I and complacency'' of organized religion on the subject of smoking 

end the 360,000 cigarette-reiated deaths in the U.S. each year. I1 

Examinat ion of religious aspects of the smoking controversy is a 

responsibility of The Institute. 

-. 
0 
a, 1. Attacks on member company support of sports and cultural ,, 
.P 

events will continue. Institute defense of sports sponsorship is 4 
N 
i\j Ongoing and should be extended to cultural event sponsorship. a, 



J. The ~ n s t i t u t e ' s  b e s t  reponse t o  bus iness  p r a c t i c e  curbs  

i n s p i r e d  by youth we l f a re  advocates  cont inues  t o  be t h e  Responsible 

Liv ing  p r o j e c t .  An es t imated  600,000 copies  o f  t h e  I 1 ~ e l p i n g  Youth 

Decide" booklet  w i l l  have been d i s t r i b u t e d  by y e a r ' s  end i n  two 

languages-  The p r o j e c t  should cont inue ,  augmented by a new p o l i c y  

on c i g a r e t t e  s a l e s  age minimums w i t h  appropr i a t e  followups. 

.II. Objective 

To demonstrate to public officials, other influentials and the 

general public that cigarette makers are responsible business 

people, marketing their products -- with brand advertising and 
promotion -- to adult smokers, not youth. 

111. Strategies, Goals and Tactics 

Strategy I: Inc rease  among f e d e r a l ,  s t a t e  and l o c a l  d e c i s i o n  

makers and o t h e r  thought l e a d e r s  awareness of t h e  i n d u s t r y ' s  

long-s tanding p o l i c y  and p r a c t i c e ' t o  avoid d i r e c t i n g  brand s a l e s  

messages t o  youth. 



1. Place Responsible Living program ads, in 

conjunction with broadcast interviews or editorial 

backgrounders, in four local markets per quarter, 

supplementing continuing national advertising of 

the "Helping Youth Decide" booklet. 

2 .  Strengthen old alliances and form new ones to 

announce a new and expanded industry youth policy 

on cigarette sales age minimums by March 31, 1986. 
, -.,. . . . .  

Tactics : 

1. Develop and place new success story ads on the 

original and Spanish  elpi ping Youth Decide" 

booklets in Washington and local media identified 

by consultants and other Institute divisions. 

2. Produce a follow-up success story folder, with 

joint logo, for use by other Institute divisions, 

their counsel, allied and support industries, 

. coalition partners and with news media. 



3 .  Utilize success story and local anecdotal material 

a. For staf £/consultant media, family and 

coalition appearances, 

b. In local and nationally distributed news 

feature releases, 

c. In materials requested by other Institute 

divisions and their counsel and 

d .  In publicizing use of the new Hispanic 

"Helping Youth ~ecide" and the workshop 

guide and conversation starter cards 

developed by NASBE in 1985. 

4 .  Broaden basic program and strengthen the TI-NASBE 

alliance by 

a. Producing NASBE-recommended parent 

education tapes, demonstrating use 

I I of "Helping Youth Decide, to increase 

its utility, 

P 
Beginning research and development of a N 

0 
w 

second parental guidebook, "Helping Youth 

Say No" (to peer pressure). 



5 .  Publicize what may be a faster rate of decrease 

in youth smoking prevalence when new University 

of Michigan data are released in 1986. 

6 .  Explore bases for and means to counter 

unobjective promotion of antismoking activity 

among organized religious groups. 

Strategy 11: Build an awareness of the economic contributions of 
-- 
LYIt _ - 

brand advert ising/promotion and corpo;zte ,sponsorship activity to 

the national and to local economies. 

Goals : 

1. Seek establishment by June 30, 1986, of an arts 

alliance, Peoples ' Access to Cultural Events (PACE) , 
analagous to the Committee for Affordable Sports and 

Entertainment (CASE). 

Tactics : 

UI 
1. Measure the economic contributions of special 0 

a a 
P 

events and attractions funded by the cigarette 
P 
N 

industry and promote use of the data. W 
N 



2 .  Through opinion research published by the 

pollster, put in perspective the public approval 

of tobacco industry support of diverse special 

events and attractions. 

3 .  Maintain liaison with CASE to help expand its 

membership, broaden its scope and amplify its 

voice. 

4. Seek new coalitions among those benefiting from 
, - .  . 

corporate sponsorship of the arts. 

5. Seek out opportunities for and utilize reprints 

of statements and articles on the value of 

corporate sports, entertainment and cultural 

activity to business, from both the human and 

business relations standpoint. 



Goals and Tactics: 

1. In conjunction with advertising/news media trade 

groups and others like the ACLU and the Institute 

for Freedom of Communication sponsor a symposium, 

with broad-based corporate participation, on the 
- 

First Amendment and Commercial Speech, sessions to 

include effects of ad restrictions on competition, 

product information, freedom of choice, etc. 

Conduct by second quarter 1987. 

. - 2 -  . 
' -.%' 

2 .  Spin off from the symposium's national advisory and 

steering committees a new Freedom of Speech 

Foundation to make annual awards, for authors of 

print and broadcast materials promoting the 

concept . 

3 .  Maintain contact with the Freedom of Expression 

Foundation in order to participate in and encourage 

pertinent First Amendment activities. 

4 .  Explore similar opportunities with the Reporters 
U1 

Committee for Freedom of the Press and minority cn 
UY 
P news media professional and trade associations, 
P 
N 

e.g., the Assn. of Black Journalists. W 
P 



5. Work with the U. S . Chamber of Commerce Foundat ion 
on its program to celebrate the 200th Anniversary 

of the Constitution and to highlight ways in which 

the nation has strayed from the Bill of Rights, 

particularly in the area of freedom of expression. 

IV. Resources 

A .  Management : Duff in 

B. Division Staff: Panzer, Barnes, Merryman, Browder, Stapf 

C. Other staff: Duhaime, Kastenbaum, Production Services 

(print material design and production), Information 

Services (data processing and library), State Activities 

Division staff, Federal Relations Division staff and 

consultants for those divisions 

D . Consultants 

1. Education organization 

2. Advertising agency 

3 .  Survey organization 



4. Planning-writing  contractor/^^^ 

5. Special events research  firm/^^^ 

6. Independent advertising  researcher/^^^ 

7. Other research firms as necessary 

E. Materials 

Booklets, folders, news releases, a%;t -- HYD conversation 
-- - -. 

starter cards, HYD tapes, HYD media appearance tapes, 

s igns , stickers, reprints, ad reproductions and other 
printed materials. 



THE TQBACCO INSTITUTE 

1986 BUDGET 

COST CENTER NAME Public Relations - Advertising Restrictiont No. 1308 

1985 1985 1986 , 

Account Page Budget Estimated Budget 
Number D e s c r i p t i o n  Ref. ($000) ($000) ($000)  

5100 P o s t a g e  & Del ive ry  ..................... $ 50 $ 153 $ 310 

5200 Reproduc t i on ,  P r i n t i n g  & D r a f t i n g . .  .... 227 46 5 49 8 

5400 Othe r  O f f i c e  Expense ................... - sc - 
6200 Advertising ............................ 1,400 1 ,200 71 5 
7300 P r o f e s s i o n a l  Fee s . . . . . . . . . . . . . . . . . .  .... 150 380 300 

7500 Suppor t  o f  Tob. /Other  O r g a n i z a t i o n s  .... 2 00 325 43 5 

TOTALS.. .......................... $2 ,027  $2 ,523  $2 ,258  

tHew issue t i t l e  (foj-zerly Respons ib l e  L iv ing )  
*Less t han  $1,000. 



THE TOBACCO INSTITUTE 

. 1986 BUDGET 

COST CENTER Public Relations - Advertising Restriction No. 130 

1985 1985 1986 
Budget Estimated Budget 
($000) ($000) ($000) 

Account /I51 00 - Postage & Delivery 

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

Spanish HYD 

HYD booklet  (500,000/500,000) 
Direcr mail l e a f l e t  publ ica t ion  
Teacher k i t  
Nisc. p r i n t i n g ,  r e p r i n t s ,  e t c .  
Spanish HYD p r i n t i n g  (100,000/300,000) 
HYD ad r e p r i n t  (200,000) 
Success s t o r y  ad r e p r i n t  ( 1  5,000) 
New success s t o r y  fo lde r  p r i n t i n g  (20,000) 
HYD d i scuss ion  card s e t s  (5,000) 
HYD parent  education tape s e t s  
Peer p ressure  pub update (15,000) 
Gen' 1 a d v e r t i s i n g  i s sue  pub l i ca t ion  ( 1  5,000) 

Account Y5400 - Other Office Expense 

Tape t r a n s c r i p t i o n  

Account #6200 - Advert is ing 

HYD n a t i o n a l  & l o c a l  i n s e r t i o n s  
HYD success  s t o r y  n a t '  1 h loca l  

i n s e r t i o n s  







Public Smoking Issue 

I. Assumptions 

A .  Recent surveys i n d i c a t e  t h a t  most l a r g e  bus inesses  do 

not  r e g u l a t e  smoking, and most o f  those  t h a t  do r e g u l a t e  do s o  

f o r  s a f e t y  reasons.  However, t h e  pub l i c  a s  a whole, t h e  bus iness  

community, and t h e  news media 

perce ive  a growing t r e n d  toward workplace r e s t r i c t  ions. 

" ,  

B. Through the  f i r s t  s i x  months of 1985, 22 s t a t e s  had 

considered 38 workplace smoking b i l l s ,  compared t o  only 15 s t a t e s  

cons ider ing  22 b i l l s  i n  1984. Although only one s t a t e  has  

enacted workplace l e g i s l a t i o n ,  a c t i v i t y  a t  t h e  l o c a l  l e v e l  i s  

i nc reas ing ;  l o c a l  l e g i s l a t i o n  has  a g r e a t e r  l i k e l i h o o d  of  

passage.  

C. Most of t h i s  l e g i s l a t i o n  has  as i t s  b a s i s  t h e  a l l e g e d  

h e a l t h  e f f e c t s  of tobacco smoke on t h e  nonsmoker. To d a t e ,  t h e r e  

has been no a t tempt  t o  address  t h e  broader  issue of indoor a i r  

q u a l i t y  a t  t h e  s t a t e  o r  l o c a l  l e v e l .  

D. There i s  a  p o t e n t i a l  -- a t  t h e  s t a t e  and 

l o c a l  l e v e l  -- t o  promote vo lun ta ry  bus iness  response i n  l i e u  of 

l e g i s l a t i v e  f i a t  . Many l o c a l i t i e s  and s t a t e s  a r e  l ean ing  toward 

l e g i s l a t i o n  c a l l i n g  f o r  vo lun ta ry  implementation of  nonspec i f ic  

p o l i c i e s .  



E. Despite the increase in legislative activity, 

most major corporations appear to be resisting pressure to 

establish restrictions to satisfy anti-smoker demands. Those 

businesses that feel they must deal with the question have done 

. so. 

F. Pressure will increase on private business to deal with 

smoking. Increased visibility and publicity will be given 

companies that restrict or ban. But as most businesses are 

unwilling to institute a complete ban, they will continue to be 
m. 

receptive to ways to make reasonable accommodation. 

G. The Institute can call upon a number of 

resources to broaden the issue to the larger question of indoor 

air quality, and to assist businesses in implementing reasonable 

accommodation. Yet, most businesses are not yet aware of these 

resources or the ~nstitute's willingness to help. 

11- Objective 

To discourage legislators, businesses, institutions and 

public agencies from unfairly discriminating against employees 

and others who smoke. 



Strategies, Goals and Tactics 

Strategy I: Position the industry as concerned about the 

broad issue of indoor air quality. 

Goals : 

1. Have air quality briefing papers 

available for use by March 1986. 

2 .  Utilize commercial expertise to conduct 

air quality studies in buildings in at 

least 30 cities and/or states considering 

smoking restrictions by the end of 1986. 

3. Conduct at least 35 briefings on the 

broader issue with officials from labor, 

industry and trade groups throughout 

1986. 

Tactics : 

1. Continue to support opposition to Unnecessary 

smoking restriction legislation, emphasizing the need to examine 

t he  broader issue of indoor air quality. Provide scientific 

economic and demographic arguments, and legal and 

labor materials for briefings with legislators, other public 

officials, and private industry. 



2. Encourage scientific consultants to 

prepare and seek publication of issue 

papers that position smoking objectively 

as a minor indoor air quality issues and 

one of many. 

3. Privately brief labor and industry 

personnel on the broader issue, utilizing 

the issue papers prepared by scientific 
,: 

consultants. 

4 .  Provide funding to enable city/state 

legislatures to have an air quality 

study organization such as ACVA 

analyze the air in a building of their 

choice. 

5. Encourage broader participation by 

scientific consultants on committees of 

organizations studying indoor air quality 

issues. 

6. Cooperate with the environmental smoke 

advisory group and consultants to plan an 

indoor air quality symposium with Institute 

grant support. 



Strategy 11: Work with organizations of human resource 

professionals and private industry to increase awareness of the 

~nstitute's workplace smoking program. 

Goals : 

1. To have completed by the end of 1986 

at least 120 workplace smoking issue 
I 

briefings (utilizing at least three I 

! * d , 
Institute briefing teams) in companies I 

identified below. 

A .  Those companies among the Fortune 

500, Fortune Service 500 and Inc. 

100 which do not now have policies, 

but which reported in Lew ~olmon's 

1985 survey that they were 

considering restrictions. 

B .  Major employers in states and 

localities in which smoking 

restriction legislation is under 

consideration. 

C. Major employers identified from 

client lists of Institute 

consultants and lobbyists. 



D. Member company subsidiary and 

supplier lists. 

A briefing shall consist of an on-site 

visit by at least one Institute repre- 

sentative and at least one specialty 

consultant. The briefing shall include 

visits with human resource personnel, 

corporate facility planners, legal 
z u  --. 

- 
personnel or other corporate manage- 

ment, will encompass al15facets of the 

workplace issue, and will include 

follow-up. 

2. Make workplace smoking presentations 

before 20 meetings of professional 

associations during 1986. 

3 .  Respond -- via letter or telephone 
call - -  to all requests for assistance. 
Follow up all responses until final 

disposition is made of the problem. 



Tactics : 

1. Have all workplace products listed in 

I I resources" below available for use by 

January 1, 1986. 

1 I 2. Organize teams" of workplace 

experts to conduct briefings. A team 

shall consist of one TI employee, plus 

at least one consultant who will be 

available to assist corporations with 

specific problems, or who may serve as 

back-up to the TI staffer. To 

accomplish the goal of 120 private 

briefings by the end of 1986, at 

least three trained teams will need 

to be utilized. 

3. Introduce new resources by October 1986: 

a. Response Analysis replication of 

Minnesota productivity survey, 

for use by employers. 



b. "How to" kit to assist human 

resource personnel in dealing with 

problem employees and situations, 

including anecdotes of best-example 

problem solving by employers. 

c .  Identify and develop consulting re- 

lationship with one or more econo- 

mists tp supplement the Solmon 

consultancy. 

4 .  Select opportunities for briefings as 

follows : 

a.  From Lew Solmon's survey of the 

1100 largest and fastest growing 

companies, identify those which 

are considering policies. 

b. Use the Solmon survey to identify 

companies in states/cities in 

which restrictions have been 

considered. 

c. Seek client lists from lobbyists and 

other consultants; seek introductions. 



d.  Seek names o f  a p p r o p r i a t e  c o n t a c t s  

from among member company s u b s i d i a r y  

and s u p p l i e r  l i s t s .  Ask human and 

l a b o r  r e l a t i o n s  pe r sonne l  from 

member companies t o  make t h e  

n e c e s s a r y  i n t r o d u c t i o n s .  

e.  Prepa re  and implement d i r e c t  mail 

promotion t o  a l e r t  human r e s o u r c e  

p r o f e s s i o n a l s  t o  t h e  a v a i l a b i l i t y  

o f  T I  a s s i s t a n c e .  

f .  Follow up on a l l  r e q u e s t s  f o r  

a s s  i s  tance from companies and 

i n d i v i d u a l s  c o n s i d e r i n g  res t r ic-  

t i o n s .  

g. A s  a p p r o p r i a t e ,  f i e l d  s t a f f  and /o r  

T I  l o b b y i s t s  may i d e n t i f y  speak ing  

f orurns . 

5 .  As b r i e f i n g  teams are s u c c e s s f u l  i n  

h e l p i n g  o r g a n i z a t i o n s  w i t h  r e s o l u t i o n  o f  

I I problems,  i n c o r p o r a t e  succe s s  s t o r i e s "  

i n t o  f u t u r e  workplace p r e s e n t a t i o n s .  



Strategy 111: Encourage responsible corporate decision 

making with regard to workplace smoking restrictions. 

Goals : See Strategy 11. 

Tactics : -.. . 

1. Follow up with field staff on use of 

I I voluntary fair" policies in state and 
, . . ,dw%$-- .. .,._ 

local chambers of commerce. Collect 
.- -..:=, . 

copies of all such poliries adopted and 

incorporate into workplace presentat ion 

materials. 

Compile examples of additional "fair" 

policies for use in presentations. 

2. Aggressively promote implementation of 

fair policies in areas in which 

voluntary business response has been 

encouraged. Aggressive promotion may 

include briefings by the Institute 

workplace teams, assistance with 

printing and promotional materials, 

provision of consultants. 



3. Refer  t o  t h e s e  " f a i r "  p o l i c i e s  a s  

examples of r e spons ib l e  co rpora t e  

dec i s ion  making i n  a r t i c l e s  prepared 

f o r  p u b l i c a t i o n  by t h e  I n s t i t u t e  o r  

i t s  consu l t an t s .  

4. Encourage o f f i c i a l s  of  o rgan iza t ions  

t h a t  have adopted such p o l i c i e s  t o  

oppose l e g i s l a t e d  r e s t r i c t i o n s  via  

test imony and l e t t e r s  t o  l e g i s l a t o r s  

i n  s t a t e s  and l o c a l i t i e s  f a c i n g  

l e g i s l a t i o n .  

5 .  I n s t i t u t e  e x t e r n a l  r e l a t i o n s  team w i l l  

i d e n t i f y  o p p o r t u n i t i e s  t o  address  organi -  

za t ions  of  businessmen (Rotary,  Kiwanis, 

e t c . )  as a p a r t  of p rev ious ly  scheduled 

media r e l a t i o n s  v i s i t s .  

6 .  Where appropr i a t e ,  I n s t i t u t e  spokesmen 

may a s s i s t  i n  implementation of  

vo luntary  r e s t a u r a n t  programs i n  s t a t e s  

and l o c a l i t i e s  i d e n t i f i e d  by f i e l d  

s t a f f .  



Strategy IV: E s t a b l i s h  a broader  p o l i t i c a l  and p r o f e s s i o n a l  

r e l a t ionsh ip  with  organiza t ions  and i n d i v i d u a l s  more neavlLy 

af fec ted  by and/or concerned wi th  r e s t r i c t i o n s ;  c h a r a c t e r i z e  t h e  

issue of  l i f e s t y l e  r e s t r i c t i o n s  as one which d i v e r t s  a t t e n t i o n  

from i s s u e s  of g r e a t e r  lmporrsance LO cnese popu~arLurla .  

. " . . . .. 
; , 
-. . 
'+ i:!'.,:.' : 
rs-;;h*l, . ' . Goals : 

- 
S t  1. Obtain statements regarding smoking 

, $-! , 4 s  - - 
- 

- and lifestyle r e s t r i c t i o n s  from p o l i c e  and 
- .*-*- 

*- " *" F4 r a  t r n i  n n c  Mi qnani r_ ~ r e a n ~ z a t i o n s .  v e t e r a n s  I 

and affirmative a c t i o n  groups. 

2 .  Appear on t h e  programs of  a t  l e a s t  one 

conference sponsored by groups i n  each of 

t h e  above c a t e g o r i e s  i n  1986. 

3 .  Conduct briefings wi th  a t  least  20 

o f f i c i a l s  from o rgan iza t ions  i n  each o f  

t h e  above c a t e g o r i e s  i n  1986. P l ace  t h e  

i s s u e  i n  p rope r  con tex t .  

Tactics : 

1. Commission whi te  papers t h a t  d e s c r i b e  

appropr i a t e  o rgan iza t ions  ' p o s i t i o n s  

toward smoking r e s t r i c t i o n s .  



2. Draft and/or assist appropriate 

organizations in drafting statements 

opposing smoking restriction legislation, 

using the white papers described above 

as background. 

3. Encourage appropriate organizations to 

publicize these statements in their 

newsletters, in letters to the editor, 

and in testimony before legislative 

bodies. 

4 .  Maintain and improve relations with 

organizations such as LULAC, 

International Union of Police Associa- 

tions, International Association of 

Fire Fighters, and American Association 

of Affirmative Action Officers. 

5 .  Conduct individual briefings on the issue 

with individuals responsible for 

planning conferences. 



1. Public Relations: Stuntz, Ross, (spokesman 

TBD) 

2. State Activities : Appropriate field 

staff 

*:y 

3. Federal Relations : ~iedemeier 

4. Administration: Information Services and 

Production Services departments 

B. Consultants 

1. Legal 

2. Labor expert 

3. Public relations 

4. Space planner 

5. Scientific 



6. Commercial air quality inspection firm 

7. Survey firm 

8. Economist 

9. Police and fire experts 

10. Labor relations expert 

11. Labor Management Committee 

12. Local polling firms 

13. Appropriate legislative consultants 

14. Local economists 

15. Personnel consultants for workplace 

briefings and to assist in development 

of "how to" manual described in 

Strategy 11 

Materials 

1. Backgrounders on air quality and other 

issues of concern to third parties 



2. "Fair" workplace policy and other 

examples of reasonable policies 

3 .   air" restaurant policy and tent cards 

4 .  "Some Considerations" workplace kit and 

economic, productivity, legal, design, 

health and other publications 

5. Environet ics videotape and checklist for 
" ., 

r I l r r r i  
8 . *- 

designers 

6. Legal backgrounders and law journal 

article 

7 .  Summaries of economic, voter, police 

and other surveys and research 

8. Chase Econometric studies 



THE TQBACCO INSTITUTE 

1986 BUDGET 

COST CENTER NAME Public Relations - Public Smoking 

Account 
Number 

No. 1309 

Description 

1985 1985 1986 
Page Budget Estimated Budget 
Ref. ($000) ($000) ($000). 

5200 Reproduction, Printing & Drafting.. .... $ 175 $ 267 $ 180 

............................ 6200 ~dvertising 750 - - 
.... 7300 .Professional Fees........,......... 6 26 880 932 

.... 7500 Support of Tob./Other Organizations 7 5 7 65 3 4 5  

TOTALS........................ .... $1,626 $1 ,312 $ 1 , 4 5 7  



THE TOBACCO INSTITUTE 

'1 986 BUDGET 

;3s: C"c1TER Public Relations - Public Smoking No. 1309 

1985 1985 1986 

Account a5200 - R e ~ r o d u c t i o n ,  P r i n t i n g  
b D r a f ~ i n q  

Smoking i n  t h e  workplace kit . production . printing . r e p r i n t s  of a r t i c l e s  
Po l i t eness  p ro j ec t  .- l 
Hirayama film f l i e r  :f : 

0 the r  pub l i c  smoking pub l i ca t ions  / 
r??roductions 

. F a c i l i t i e s  planner video . Planning guide . Repace r e b u t t a l  . Workplace brochure 

. Legal  backgrounder . Solmon survey mate r i a l s  

. Topic shee t s  . ACVA brochure 
X e s t a u r a n ~  mate r i a l s  
? r o d u c t i v i t y  mater ia ls  

Budget Estimated Budget 
(SOOO)  (SOOO)  (SOOO)  

Account $6200 - Advertis in% 

? i l o t  politeness program 
SaaLL space ads 



?.2b:ic qelac ions  - Public  Smoking can't 

, = .. ... , - - ~ 7 3 0 0  - Profess ional  Fees 
, - 
?.L, L i c  r e l a t i o n s  counsel 

c ~ ~ ~ ~ L E ~ ~ ~ s  t o  conduct research  and 
rq r e senC  TI t o  media, co rpora te ,  
labor and t echn ica l  audiences . sc ience  consul tants  100 . ventilation consu l t an t s  - . ~ o c a l  vo te r  surveys 90 . ~ e s p o n s e  Analysis - - Repl ica t ion  of Univ. of MN survey o 

. ~ i s c .  opinion research  - . Economic (Solmon) 50 . Local r e s t r i c t i o n  c o s t  s t u d i e s  (Savarese) 60 . Local economists - 

. Program f o r  companies t o  s tudy c o s t s  f o r  
themselves (Baker) 50 

. ? o l i c e  s t u d i e s  of law enforcement 50 . ?sl . i teness 50 

. Laoor r e l a t i o n s  - 

. ?Lanning & design (Environet ics)  30 

. Contingency 50 - Paul ,  Hast ings,  Janofsky & Walker - American Assoc. f o r  Affirmative Action 
- Other 

?e:sonnel exper t  t o  a s s i s t  i n  workplace 
? resen ta t ions  - 
. C A . r  

Y k - - C -  mil expert  to  t a r g e t  audiences f o r  
'Gor~?Lace p resen ta t ions  - 

Account $7500 - Support of Tobacco & 
~ ; z l e r  Orzanizat ions 

*. . '. L -  ~'"zgrcernent grant  
-1-22 yriters seminar 
. .i:r q u a l i t y  seminar 

;T i2:3 co Loca l i t i e s  t o  s tudy 
~ l ~ ~ ? d i n g  a i r  q u a l i t y  

n to  a s s i s t  i n  implementation 
3 f  voLuncary po l i c i e s -  . ;ork?lace 

Xescaurant 

- 
? ; $  surveys @ $10,000 ea. 
1 t 

+ *  economic s t u d i e s  @ $8,000 ea. 


