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Overview

Status of Initiative Qualification

Caunty Registrars of Voters have untit June 30 {o verify that the California
Unifarm Tobaceo Contral iniflative has the requisite 474 (100 valid voter signatures to
qualify for the November 18594 baliat. Despite posturing by the acting Sarretary of
State Tony Miller, it i$ [ikely that the initiative will in fact qualify for the November balint,

Opposition

The opposition campaign to the initiative is called Coglition for a Healthy
California. The coalition i comprised of heelth interast groups, including heart, lung
ard cancer associations, as well as electad officials. The opposition is [ikely to be
professionally run and well-organized. Jack Nicholl, who managed the 1988 YES on
Proposition 99 campaign, is heading the opposition. The opposition is likely o be
better organized than funded. 1t is unlikely that they will be funded beyond the $1 -
$1.5 millinn lavel and wilt eoncentrate on generating eamed media opportunit:es.

Assessment of Political Climate

Despite signs the economy is beginning o improve, Califonia voters are still
in a fairly negative moed. In recent surveys, trend questions indicate that close to 70
percent of the electoraie believe that Califomnia is still headed off on the wrong track.

In terms of competition for voters’ attention, this election will more closely
resemble 1992 when there were three statewide candidate campaigns and only a
handful of initiatives fhan 1840 when there wera a dozen highly visibie and contentious
inftiatives on tha ballot. At this writing, tha anly initiative qualified for the November
ballot is “Three Strikes.” Other initiativas which ars [ikaly 1o qualify for the November
ballot include a 4 percent gas tax to pay for mass transit, and “Single Payer” a
measure t0 overhaul the health care system. One week after CSSR tumed in petition
signatures, sponseors of an immigration control measure-called “Save Our State™ wimed
it1 800,000 signatures of their own. It is not certaln at this time whether the “Save Our
State’ measure will gualily in time fur the November ballot. Of these initiatives, only
=Single Payer” will be highly controversial and receive consideabie press attention. [t
may alse indirectly impact our campaign in that an increase in the tobacco lax is &
central feature of the *Single Payer” measure,

The other relevant dimension of the overali political climate is tha ongoing
media coverage of Congressional hearings on tabacco company activities and the
public’s general distrust of tobaceo companies. While the campaign can control the
initial framing of the initiative to a degree, It can exercise little, if any, influence over the
overall political cantext
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- Campaign Strategy Synopsis
The initiaiive campaign may be divided into three distinct, but overlapping,
phases. The following synopsis of these three phascs serves as an outling of the
entire initiative cempaign.

Phase I: Nothing To Hide/Read It for Yourself

Timing: Phase | will last from early June throngh the first week of August,
Objective:  Define the initiative and related campaign issues for the voters.

Themes:  The principal themes Phase [ will establish are;

* ‘openness’ theme to defuse the “smoke and mirrors” argument;
» substantive reasons for Philip Morris sponsering the initiative;
« ‘read it for yourself”.

Elements: Phase | would be comprised of the following components:

research, including focus groups and a benchmark survey;,
newspaper advertising;

outdoor advertising/COG signs;

direct mail;

organizafion.

Phase ll: Secure Our Base/Broaden Statewide Support Organization

Timing: August through the end of the campaign.

Objectives: Phase Il will be the organization p!rse of the campaign designed to:

» broaden the slalewide organization that was started in the qualification
phzse of the initiative effort;

¢  broaden lhe support base for the initiative by ¢ollecting endorsements;
identilying and recruiting spckespeopie for the initiative;

s generate earned media.

Elements: The basic component of the organization offort will be a fimited campaign
staff which will identify and recruit supporters, distribute campaign
materials, and orchesirate press coverage of local businass involvement
in the effort in targeted disirictsfareas in the stale.
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Phase llI: Sell Initiative Elements/Win Undecided Vofers

Timing: The fina! five weeks of the campaign.

Elements: Phase [l will focus on paid media and will include the following elements:

direct mail;

slate mailers:

radio advertlsing;

telavision zgvartising;

outdaor advertising;

newspaper advertising;

public opinion research to test media massages.

The followiny campaign plan explains more fully the purpose of each of
these campaiyn elements and their relationship to other campaign components.
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Creating a Campaign Model

and
Identifying Target Voters

The conceptual framework for the targeting process is outlined below along
will a detailed description of the research required fo consiruct an election model.

Votes Needed to Win

A successful campaign strategy is founded upon a clear undersianding of
how many votes it t2kes to win and from whare thosa vntee are likely 10 come. The first
step in this campaign madeling process 18 1o project total voter registration, tumout, and
the percentage of votes cast by absentee baliot. For example:

Reyislered Volers 14,850,000

Prgjected Tumout 62%

Total Votes Cast 8,207 000

Votes Needed to Win 4,603,501

Precinct Votes " 7.410,000 (81.5%)
Absentee Ballots 1,797,000 (19.5%)
2+Voter HH 3,300,000 (53.1%)
Single Voter H/H 2.805.000 (46.9%)
Total Voter Households 6,205,000

In terms of voter households, the projected 4,603,501 votes naaded to win
rapresents approximataly 3,500,000 households.

Election Model

Since initigtives seldumn have a predictable pariisan or ideclogical base, the
campaign's initial benchmaik dnd push questions will be used to establish vote goals.
An @lgorilhm will also be prepared against which tracking polls may be used {o
measure campaign progress. In ali likelihood, the only demographic variable that will
provide a measurable degree of distinction between supporters and opponents of the
initiative is level of education. The significant differences between potential YES voters
end NO voters are most apt to be attitudinal, such as favoring some restrictions as
opposed to a total ban on smoking in public places.

If subsequent tracking polls shaw that the ratlo of YES votes to NO votes
among a particular subgroup Is significantly greater than the model's projections, then
the campalgn would target the appropriate subgroup for special attention.
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Target Audiences

[l is nol anlicipated that any demographic varigbles other than level of
education witt be particularly useful in identifying the campaign’s target audiences.
However, the campaign will continue to moniter ballet sirength amaeng key demographic
audiences in the event one or more of our target messages bacomes especially
effective with that subgroup. These principal demegraphic variables include:

sgender slength of residence
eage «home ownership

emmarital status soccupational status
sincome sunion membership.

The second major criterion in the targefing precess 18 geography. In all
probability, there will be two geographic variables:

Current Local Law Poputation Deusity W

=nc restrictions =urban

scome roestrictions ssuburban

stotal ban ssmall townfu &l
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What Past Elections Teach Us

If this campaign follows the same pafterns as found in both past smoking
restriction campaigns -- 1678's Proposition 5 and 1880's Proposition 10 — our targst
audiences will be defined atiitudinally, not demographically or geographically. In short, the
greatest distinction between suppérters and opponents on the inftiative will be measured
according to broad philosophical attitudas toward the idea of govemment regulating smoking
in public places Fxamples of such attitudinal guestions Include:

Favor uniform statewide law?
~or-
Favor local option?

Favor no restrictions?
or-

Favor some restrictions?
-or-

Favor total ban?

Don't care about smoking in public?
-of-

Care somewhat about smoking in public?
-or=

Care a great deal abouf smoking in public?

The fourth and final criterion in the overall targeting process is the sami-subjective
variable of susceptibility to campaign messages andior techniquas  Those target audlences
without a personal stake in the outcome of the mitiative and who historically have been
highly persuzdable include:

svntars with only a high school education.
osingle women age 80+, |

sIndependents age 50+;

evoters with less than $20,000/ycar incoms;
emoderate to low propensity voters;
«African-Americans;

«Hispanics;

»late deciders.
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Research )

We recommend that the campsaign eonduct a strong engoing public opinion
research effort throughout all three phases of the campaign, Research elements of the
program would include a serles of benchmark surveys; focus groups; direct inail testing other
media testing; and racking surveys,

Phase { Regsearch Requirements

Focus Groups

To assist tha campaign in shaping its initial messages and confirming Its targets,
we recommend that a focus group series be conducied immediately.

Quantitative Betichmark

We recommend conducting & quantitative benchmark survey to help shapc the
baliot arguments, test possible signators for the arguments, and assist in constructing an
election model. This research must be conducied in June.

The quantitative research needed to construet an election modei for this
campaign can be divided into twa categories: 1) a number of demographlc questions; and
2) some very basic attitudinal questions toward smoking in general. Both of these series of
questinns may be included in the next benchmark survey. Even though the additional
demographic questions may not help distinguish supportars fivim opponents, they need to be
tested 1o confirm the hypothesis that the only significant demographic variable for targeting
purposes is leve! of education.

We recornmend that the following demographic categories be tested in a June
quantitative benchmari

sideoiogy
v
slength of residence T c{LP / Wi

scver voted by absentee baliot

soccupational status £ ot M .

L Rl
sNOMEowWnEr or rantar St 4 LA
' W
sseli-described environmentalist \_,,/\ﬁ'f" . pak w
| @M swele Wlesks
siave] of smoking restrictions in communtiy. LA
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In additicen, the questions regarding smoking necds fo be clarified to identify
smokers in household as opposed to family members who smoke yet live outside the
household.

The fundamental attitudinal questions deafing with the basic framing or defining of
the initiative may originate in focus groups but still nead 1o be tested in the benchmark
survey, Suggestions o expiore tn the quantitative phasa include:

«Should laws regulating smoking in public be enacted at the {ocal level or
should smoking be regulated by & single statewide law?

+Regarding emeking in public places: do you favor no restrictions, some
restrictions, or a total ban?

«Should smoking In public be outlawed?

=How much do you care about regulating smoking in public: don't care;
care semewhat; care a great deal?

s]s It believable that Phiip Morris wanis 10 rastrict smoking rather than face
a fotal ban?

«If non-smokers can be protected lrom second-hand smoke, smokers ought
o be accommodated in separate sections?

Direct Mail Pre-Testing

Sincc direct mail will play such a major role in addressing the sponsorship 18su12
as well as initially framing the initiative, it is recommended that the first two mailings as well
as the closing piece be pre-tested befors they are mailed out to the entire targat universe.

Using tha methodology developed in the NO un Big Green campaign in 1990, the
three aforementionad mail pieces will be tested in the following manner:

sBaseline study of n=400 to measure awarcness, perceptions and
ballot intentions.

+Mail 5,000 piecas to sample from target universe.

oFollow-up study of n=400 1o measure mail recall, impression,
Increase in awareness and shiits in overall perceptions and ballet

ntentions.
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Summary of Research Requirements in Phase |

Summer Qualltative Benchinark May/June
3ix Focus Groups

Summer Quantitative Benchmark June
Ballot Arguments/Signaters Survey
n=1000/25 minutes

Pre-Teat Initial Direct Mail/ JunefJuly
Newspaper Advertising

Four Focus Groups

Direct Mail Testing July
=400
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