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WE'RE WIDWAY THROUGH THE DEVEIAPMENT AND IMPLEMENTATION OF THE 
CONSUMER TAX ALLIANCE AIPVERTISING PROJECT. THE ADS HAVE BEEN 
PRODUCED AND AIRED ... THE POLLING HAS BEEN COHPLETEP AND RESULTS 
COMPILED. 

NOW WE HAVE TO MAKE USE OF TEIEM. 

( PAUSE ) 

FIRST, A BRIEF REVIEW OF %ME PRNECT TO DATE. 

THE CONSUMER TAX ALLIANCE . . . A COALITION OF IIIBERAL AND LABOR 
ORGANIZATIONS, WITH CORPORATE SPONSORSHIP ... WORKED WITH CAPITAL 
COMMUNICATIONS STRATEGIES AND KRC RESEARCH TO PRODUCE AND TEST A 
SERIES OF ANTI-EXCISE TAX ADVERTISEMENTS. 

THE OBJECTfVB OF THE PROJECT WAS TO DETERMINE IF ADVERTISING WAS 
AN EFFECTIVE MEANS OF EDUCATING THE PUBLXC ABOUT THE EFFECTS OF 
CONSUMER EXCISE TAXES ... AND TO HEASURE PUBLIC REACTION TO TME 
ADS. 

WE BELIEVED !FIST THE PUBLIC LACKED A CLEAR UNDERSTANDING OF THE 
NATURE OF CONSUHER EXCISE TAXES AND WHO ACTUALLY PAYS THEX. 

WE HOPED TO DEMONSTRATE THAT THE APP- PUBLIC SUPPORT FOR 
EXCISE TAX INCREASES SUGGESTED BY MABW POLLS -- AND RELIED UPON 
BY POLIYICIANS WHO FAVOR EXCISE TAX INCREASES -- RESULTS FROM 
THAT LACK OF UNDERSTANDING. 

( PAUSE) 

OUR PRELIMINARY RESEARCH INDICATED THAT ONCE AUDIENCES UNDERSTOOD 
WHAT CONSUMER EXCISE TAXES ARE ... AND UHO PAYS THEM ... 
OPPOSITIO# TO THESE TAXES WOULD INCREASE DRAMATICALLY. THIS 
REACTION APPEARED 30 BE PARTICULARLY PRONOUNCED WEEEN RESPONDENTS 
LEARNED THAY AVERAGE FAMILIES PAY POUR TIMES MORE OF THEIR INCOME 
ON EXCISE TAXES THAN WEALTHY FAMILIES. 

THE CTA PRODUCED A SERIES OF FIVE ADS FOR AIRING XN SMAU AND 
MID-SIZE MARKETS. HERE ARE THE F3NAL ADS THAT AIRED. 

(SHOW ADS) 

THEY WERE SHOWN FOR A THREE-WEEK PERIOD BEGIMNING JANUARY 22, IN 
SIX -So THE MARKETS WERE CHOSEN BECAUSE OF THEIR COST 
SO AS TO AVOID APPEARING 'I0 TARGET MEMBERS OF CONGRESSIONAL TAX 
WRITING COMMITTEES ... AND BECAUSE EXCISE TAXES WERE NOT UNDER 9 
DISCUSSION THERE. W 
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(PAUSE) c. * 
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WE DID TRACKING POLLS THROUGHOUT TEE ADS' RUN ... TO DETERMINE OI 

RECALL, AS WELL AS TO LFXW WHXCH, IF ANY, ADS MIGHT BE MOST 
EFFECTEVE ZN MOVING PUBLIC OPINION. 



THE TRACKING POLLS SHOWED AN EXTREMELY HIGH DEGREE OF RECALL OF 
THE ADS ... PEAKING WITH TliE SHOWING OF THE "BACKYARD BARBECUEn 
AD. AT ONE POIN'I DURING THE CAMPAIGN, RECAU REACHED AS HIGH AS 
60 PERCENT ... AWARENESS OF THE MESSAGES CONTAINED IN THE ADS WAS 
EVEN HIGHER. 

THE POST TEST . . . CONDUCTED SEVERAL MYS AlQER THE ADS COMPLETED 
THEIR RUN m e .  STILL SHOWED AN E-LY HIGH DEGREE OF RECALL 0.. 

WITH ONE-THIRD OF ALL RESPONDENTS ACTIVELY RECALLING SEEING THE 
ADS. 

(PAUSE) 

THE MEDIA CAMPAIGN SUCCEEDED IN BRINGING ABOUT AN EXCEDIONAL 
MOVEMENT IN PUBLIC OPINION -- 

IN THE PRE-TESP, 55 P E R C m  OPPOSED INCREASES IN CONSUMER 
EXCISE TAXES, COMPARED TO 36 PERCENT FAVORING 

IN THE POST-TEST, TXE OPPOSITPON GREW TO 66 PERCENT, W I T H  26 
PERCENT FAVORING. 

THE MARGIN OF OPPOSITION TO CONSUMER EXCISE TAX INCREASES 
MORE THAN DOUBLED ... FROM 19 POINTS IN THE PRE-TEST, TO 40 
POINTS IN THE POST-mST. 

ALL DEMOGRAPHXC GROUPS AND AbL MEDXA MARKETS SHOWED SIMILAR 
INCREASES IN OPPOSITION TO CONSUMER EXCISE TAXES. 

(PAUSE) 

THE CAMPAIGN AM0 SUCCEEDED IN INCREASING THE PUBLIC'S AWARENESS 
OF EXCISE TAXES. WHILE IN THE PRE-TEST, ONLY HALF OF RESPONDENTS 
HAD fEARD OF EXCISE TAXES ... IN THE POST-l?EST, MORE TISAN TWO- 
THIRDS HAD HEARD OF TIIEM.  

AND A SERIES OF QUESTIONS W I N G  UPON WESPONDENTS TO CHOOSE 
WHICH TAXES SHOULD BE RAISED ... IF A TAX INCREASE IS NECESSARY ... REVEALS A SUBSTANTIAL SHIFT IN HOW CONSUMER EXCISE TAXES ARE 
VIEWED. 

IN THE PRE-TEST, CONSUMER EXCISE TAXES RANKED IN 
ACCEPTABILITY A LITTLE LOWER THAN RAISING 'PIE TAX ON THE 
HIGHEST INCOME BRACKET AND A LITTLE HIGIER TWAN INCREASING 
TIGE CAPITAL GAINS TAX. 

IN TIEE POST-TEST, AN INCREASE TN CONSUMER EXCISE TAXES IS 
9 MORE SmONGLY OPPOSED THAN INCREASING THE PAX ON THE HIGHEST 
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IN FACT, THE OPPOSITION TO INCREASING CONSUMER EXCISE TAXES 
IN THE POST-TEST MORE CWSELY RESEPIEGES THE OPPOSITION TO AW 
OVERALL INCREASE PM PERSONAL IMCOMZ TAXES THAN ANYTHING ELSE 
TESTED I1 EITHER miE PRE-TEST OR THE POST-TEST. 

WE BELIEVE THE CAMPAIGN SUCCEEDED IN CONNECTING EXCISE TAXES TO 
THE OVERALL ANTI-TAX SENT- OF THE ELECTORATE ... AND 
CONFIRMED THE POPULAR DESLRE TO SEE DEFICIT REDUClrION EROUGHT 
ABOm THROUGH CONTROLLING WASTE AND CORRmION RATHER THAN BY 
IMPLeMENTATION OF NEW TAXES. 

BY DESCRIBING THESE TAXES AS nCONSUHBR EXCISE TAXES, THE DIRECT 
IMPACT ON THE PRICE OF CONSUMER GOODS AND TXE BUDGXTS OF AVERAGE 
FAMILIES WAS MADE IWWEDIAmLY APPARENT 'PO RESPONQEUTS AND TIE 
ADVERTISING SUCCESSFULLY IDENTIFIED EXCISE TAXBS AS YET ANOTHER 
ASSAULT BY GO- ON TXE ABILITY OF THE MIDDLE CLASS TO HAKE 
IT 

IN FACT, ONCE THE DISPROPORTIONATE IMPACT ON THE MIDDLE CLASS WAS 
MADE CLEAR ... THIS CONSIDERATION OUTWEIGHED PERCEIVED 
ADVANTAGES OF EXCISE TAXES -- THAT CONS- HAVE A CHOICE ... 
THAT THEY ARE USIN" TAXES ... OR THAT 'PIIEY HAVE NO IAX)PHOmS. 

WE ALSO LEARNED THAT THE EXPLICIT WENTION OF CI- . . 
LIQUOR OR GASOLPNE TW THE ADVERTISING DID NOT HAVE A NEGATIVE 
IMPACT. HOWEVER, WE ALSO CONFIRMED OUR BEnIEF THAT GASOLINE 
EXCISE TAXES ELICIT THE MOST OPPQSITXON, 'IWN AXOHOL, THEN 
CIGARETTES. 

(PAUSE) 

THE ONLY PEOPLE WHO SAW THB ADVERTISING AND DID NOT CHANGE THEIR 
VIEWS WERE A SMALL GROUP OF GENESALLY WEALTHIER, OLDER AMERICANS ... MOST OF WHOM DESCRIBED THEMSELVES AS REPUBLICANS. THEY 
APPARENTLY FEEL FINANCIALLY INSULATED FROM THE IMPACT OF EXCISE 
TAX INCREASES. 

THEY WERE ALSO MORE MALE THAN FEMALE ... AND 85 PERCENT OF THEM 
WERE NONSMOKERS. IMPORTANTLY, THEY ALSO PERCEIVE !DIEMSELVES AS 
MOST VUENERABLE TO OTHER PROPOSED NEW TAXES ... SUCH AS INCREASES 
IN TME CAPITAL GAINS TAX OR IN THE RATE OF INCOME TAX ON THE 
HIGHEST BRACKET. 

( PAUSE) 

BEFORE I MOVE INTO THE CONCLUSIONS ... AND 'lW3 FUTURE OF THE 
PROJECT ... A WORD ABOUT PUBLIC AND MEDIA REACTION IN THE SIX 
MARKETS. 



AS YOU KNOW, WE BEUEVED . . a  AND WE CONTINUE TO BELIEVE 0. .  THAT 
THE MESSENGER IN TEI18 PROJECT IS CRITICAL TO ITS SUCCESS. IT WAS 
OUR GOAL ... IN TIE CREATION AND SUPPORT OF THE CONSUMER TAX 
AUIANCE 0 . 0  TO CREATE A CREDIBLE MESSENGm WHOSE TIES TO MIDDLE 
INCOME AMERICANS WOULD BE READILY ACCEPTED. 

THAT WAY ... THE AQS C W L D  DO TXEIR JOB ... WITHOUT UNDUE 
ATTENTION PAID TO THOSE WHO WERE SPOWSORING THE ADS ... OR EVEN 
TO THE ADS TIIEMSELWES. 

IT WORKED. lrHERE WAS VERY LI%TLE lCEDIA ATI'ENTION. T?IE 
ALUNTWN, PA*, MORNING CALL ASKED FOR AN INTERVIEW WITH CTA 
EXECUTIVE DIRECTOR DAVID WILEEM. 

AND KOAT-TV, AN ABC AFFILIATE IN ALBUQUERQUE, NOH., TAPED AN 
INTERVIEW 

(SHOW KOAT TAPE) 

P u B u e  RESPONSE BEGAN ALMOST AS SOON AS THE ADS BEGAN RUNNING AND 
CARRIED THROUGH TO THE END OF THE CAMPAIGN. IT PICKED UP AS TIHE 
LAST CHYROW BEGAN TO AIR -- THE ONE THAT CARRIED CTA'S CHICAGO 
ADDRESS. 

THE CTA RECEIVED SOME 140 LETTERS FROM VIEWERS . . . ALL BUZI THREE 
OF THEM FROM FAMILIES AND INDIVIDUALS WHO IDENTIFIED THEMSELVES 
AS MIDDLE AND U W  INCOME WORKERS. THEY AGREED WITH TIEE MESSAGES 
CONTAINED IN THE ADS AND SAID THEY THOUGHT THEY WERE PAYING TOO 
MUCH IN CONSUMER EXCISE PAXES. 

OME LETTER WAS FROM A IAMWRGHINI OWNER WHO FELT HE WAS BEING 
UNFAIRLY SDNGLED OUT FOR HIGHER TAXES ... AND ANOTHER LETTER 
ACCUSED THE C I A  OF FOSTERING CLASS WARFARE. 

MORE TIEAN 50 PERCENT OF THE LETTERS CAME F'ROM ALBUQWRQUE ... 
ALTHOUGH AIL MARKETS WERE REFRESENTED. 

SIGNIFICANTLY ... THE CTA -0 RECEIVED 33 DOLLARS IN 
CONTRIBU"lrI0NS FROM THE PUBLIC ... THREE CHECKS FOR 10 D O W  
EACH ... AND !fMREE ONE-DOLLAR BILLS. 
(PAUSE) 

WHAT CONCLUSIONS CAN WE DRAW FROM ALL OF THIS? 

FIRST, THE OFT-CITED APPAREXC PUBLIC RECEPTIVITY OF IMCREASED 
CONSUMER EXCISE TAXES IS VERY FRAGILE AND, IN FACT, EVAPORATES 
ONCE THE PUBLIC UARNS OF THE TRUE IMPACT OF THESE TAXES ON 
MIDDLe INCOME FAMILIES. 



TEE INTEHSE ANTI-gAX SENTIMENT OF VOTERS CAN BE EASIW ENROLLED 
IN OPPOSITION TO THESE TAXES . . . PARTICULARLY WHEN THEY ARE 
PRESENTED AS CONSUMER EXCISE TAXES. 

(PAUSE) 

WE NOW KNOW THAT TIIg RUSH TO RAISE CONSUMER EXCISE TAXES CAN BE 
SLOWED ... AND m T  PUBLIC OPINION CAW BE MOBILIZED IN OPPOSITION 
TO ANY EFFORT TO DO SO. 

THE RESEARCH PERFORMED IN CONNECTION WITH THE ADVERTISING 
DEHONSTRATED TEAT TEE MEDIA CAMPAIGN CONVEYED A MEMORABLE MESSAGE 
TXAT m C E P  PUBLIC OPINION IN A LASTING MANNER 

AND WHILE TXE IN FAVOR OF AN EXCISE VAX INCREASE ARE 
NOT ELR4INATED BY THE ADVERTISING ... TEfBY ARE OUTWEIGHED BY THE 
EMOllrIONALLY COMPELLING MESSAGE TXA'I THE MXDDLE CLASS CAN'T TAKE 
ANOTHER TAX INCREASE OF ANY KIND. 

(PAUSE) 

NOW ... WITH TEE RESUbTS IN HAND ... C O W  THE DELICATE PART. 
TAKING THE MESSAGE TO MEMBERS OF CONGRESS. 

PRESERVING THE CREDIBILITY OF W CONSUHER TAX ALLIANCE ... AND 
ITS MESSAGES ... REMAINS ONE OF OUR KEY CHALLENGES. WE BELIEVE 
TIBE CTA HAS THE F0TENTIA.L TO BE A PARTICIPAN!E' IN BUDGET 
DELIBERATIOMS OVER THE NEXT YEAR TO 18 MONTHS ... MARRYING THE 
ANTI-EXCISE TAX SENT- OF CART WITH THE PROGRESSIVE TAX AGENDA 
OF CLJ. 

TO ACEXEVE THIS ... ITS LIBERAL/LABOR LEADERSHIP HUST REMAIN OUT 
FRONT AS WE TAKE THESE ADS AND POLh RESULTS PUBLIC. 

WE ARE ORGANIZING A COMBINATION OF BRIEFING TEAMS ... INCLUDING 
LABOR AND UBERAL MEMBERS OF THE CTA ... AS WELL AS 
REPRESENTATIVES FROM THE CORPORATE SPONSORS. 

WHERE POSSIBLE AND APPROPRIATE, REPRESENTA'IIVES FROM THE CTA -- 
INCLUDING DAVID WILliELM, AAM'S DAVID SENTER, AND TPIE MACHINISTS' 
BILL HOLAYTER AND BIN& WINPISINGER -- WILL TAKE THE LEAD IN 
CONDUCTING TIIE BRIEFINGS. 

STAFF FROM THE HOUSE LEADERSHIP hIAS ALREADY BEEN BRIEFED -- BY 
CTA REPRESENTATIVES. 

GEORGE MXTCHELb'S TAX PERSON, WHO POIMTED O W  THAT MITCHELL PS 
HISTORICALbY OPPOSED TO EXCISES, FOUND THE INFORMATION TO BE 
INTERESTING AND USEFUL. AS SOON AS MITCHELL GETS CLEAN AIR OFF 
HIS DESK, CTA WILL BRIEF HIM PERSONALLY. 



DICK GEPHARDT'S STAFF WAS IMPRESSED WITH THE PROJECT, AND SAID 
THEY THOUGHT IT WAS A GOOD IDEA TO HAVE DONE IT. ALTHOUGH 
GEPEIARMl -- WHO OPPOSES ALL TAXES AND HAS SAID THAT UNLESS THE 
PRESIDENT PUBLICLY ENDORSES THEM, THERE WDLb BE NO NEW TAXES -- 
HAS NOT BEEN BRIEFED PERSONAILY, HE mOWS ABOUT THE ADS. 

TOn FQLEY HAS BEEN SILENT AS 'IrBE TRIAL BALIX30NS HAVE FLOATED. 
HliS STAFF, WE ARE TOLD, WAS "VISIBLY SHAKENw AT THE ADS ... AND 
EXPLAINED TEAT THE SPEAKER BELIEVED THAT A TAX PACKAGE NEEDED TO 
BE Hllr TOGETHER ... Wlm EXCISE TAXES DEFINITELY ON THE TABLE. 
THE ADS ... THEY BELIEVED ... WOULD MAKE IT MORE DIFFICULT FOR 
EXCISES TO BE PART OF THE PACXAGZ. 

WE ARE TRYING TO ALIGN FQLEY'S SCHEDULE WITH BILL WINPISINGERUS - - TO AILOW WINPISINGER TO BRIEF FOLEY PERSONALLY. 
SO ... THE ADS WORKED 
(PAUSE) 

FOR THE T!tME BEING, WE HAVE SIDWED THE BRIEFING PROCESS DOUN 
UNTIL WE HAVE IN HAND SOME OF THE FUNDING COMMITTED TO CEA FROM 
GROUPS LIKE TIE TRUCKERS AND @ART. 

UNFORTUNATELY, TO DATE, WE'VE RECEIVED CONTRIBUTIONS OF $1,000 
FROM SEAGRAM AND FROM SAZEREK. NONE OF OTHER ORGANIZATIONS 
HAS MET 'I'HEIR FUNDING COMMITKEWM. 

IN THE MEANTIME ... THE POUTERS AND THE a A  STAFF HAVE BEGUN TO 
BRIEF THE LABOR/LXBERAL MEMBERS OF THE COALITION AND THE 
CORPORATE SPONSORS OF THE ALLIANCE ... THOSE BRIEFINGS WILL 
CONTINUE THROUGH END OF NEXT WEEK. 

ALL MEMBERS AND SPONSORS WILIb RECEIVE EITHER DURING THEIR 
BRIEFINGS OR IN THE MAIL A LETTER FROM EXECUTIVE DIRECTOR DAVID 
WILIELM SUMMARIZING THE MATERIAL I HAVE PRESENTED TO YOU TODAY. 
THIS WILL BE THE BACKGROUND DOCUM3NT ZY) BE USED IN THE HILL 
BRIEFINGS. 

ONCE THE MEMBERS AND SPQNSORS HAVE BEEN BRIEFED . . . WE WILL WORK 
WITH THEM TO ORGANIZE A CORPORATE lDBBYING TEAM -- AND ESTABnISH 
BRIEFING SCHEDULES FOR THE GENERAL MEMBERSHIP OF TME HOUSE AND 
SENATE ... AS WELL AS THE ADMINISTRATION. 

WE HAVE WORKED WITH FEDERAL RELATIONS STAFF ... AND YOUR 
WASHINGTON REPRESENT'APIVES ... TO DEVEIXIP A LIST OF SOME 200 
MEMBERS WHOM WE WOULD LIKE TO BFtIEF BEFORE AUGUST. 

KEY LEADERSHIP ... TME TOBACCO STATE MEMBERS AND TIPOSE MEMBERS 9 
WHO ARE CEOSE TO OTHER CORPORATE SPONSORS ... AND 'IWE BUDGET 0 
COMMITTEE DENOCRA'lrS ... ARE FIRST ON THE LIST. do 
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CTA REPRESENTATIVES PL?N TO VISIT EACH OF THESE MEMBERS 
PERSONALLY OVER THE NEXll TWO TO THREE WEEKS. 

THEN WE'LL MOVE TO ANY MEWBERS OF CONGRESS WHO HAVE 
HISTORICALLY OPPOSED EXCISES ... AGAIN ENCQURAGING ... REPRESENTATIVES FROM TEE BEVERAGE ALCOHOL AND TRUCKPNG 
INDUSTRIES TO J O I N  WITH TOBACCO SPONSOR AND CTA MEMBERS TO 
PARTI CIPATB 

I WILL BE HAPPY TO ANSWER ANY QUESTIONS. 


