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T Cesar Rudrigoex IATE: May 11, 1895
FROM: Cathy L. Lelber

SURJECT:  Brainstorming Session Yourh Initiatives

Oa Monday, May Sth Aurora, Glona Bavo and I atsended an outstanding
brainstormimg session at Burson-Marsteller on the lopic of Youth Initiatives
within the broader context of Secial Acceprabilisy. The puTpres oF this note s
10 ghare with you our WOork-Im-progress, .

The following five schievements were made during the session:
1. We refined the vbjective of a juvenile initiative program.
2, Short-listed key audisnces.

3. Identified current and desired "mindsots" of rach of the
key audionces,

4. Dizpuszed rational and cruotioeal "hot" buttans we & need
v push in order Lo reachipersuade the targets to move
trom thelr current 'mindset” ¢o oUr dek zrvd “mindset’,

5. Brainstormed program concepry.

At the Corporate Adfairs Workshop (CAW), the participents idantified the
following as required elemants in any juvenile Initiative. Consequently,
during our brainstorming, we worked to epsure that all ldeas would meet this
eriteria:

o Need for & Marketing Code.

o Salfregulation as tlie bagis for law snd eni’oroement Be ahcad of the
soveroment’, .

« Commitreent of PM 1o an initiative and willingness tn do it alone; if the

N

indnsrry is noi {nterested. b
. [®]

. , . - . : ps

o Aggresgively ¢communicare to appropriats audiences what is being done. =
Ll

e

o Gain government endorsemsntfinvolvement,

2
.

o Use allies (L.e, relailers),
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Brsed on the inputs reccived at the CAW, we refined the objective of @ juvenile
initistive program as follows:

.,-—,P "Maeintaio and proactively protect our ability to advertige, promoie and market
our produdts via a juvanile (ilaiive™,

*  Juvenile Inlddative = a series of programs and svents ta

diseourags juvenile smwoking berause smoking is an sdalt decision,

Hev Andiences

After reviewing the long list of potential audiences invelved in this issue,
whicl had been idvatified at the CAW, we narcowed the list to five prirnary
audivnces whose ovinions are eritical to the success of any juvenile program,

1. Nur Emplovees

2, Government

3, Opioion Leadsrs

4. Retailers

§. General Publie

Identifving Current and Desired "Mindaets"

Having resLated the objective of a youth lnitiative, and having narrowed down
aur Tist of primary target audlences, we next set about te jdentify what we
belisve coch groun curyently thinks ahout the tobaceo industey's approach

townrds youth smoking, as well as whal we wauld aptimaistically wish them Lo é
ﬂﬂnh &bm.lt the 1ndubtr}' in the future.

T

Further, we soughi tu unearth the underlying emotional and rational "hot
buttons" we know that we need to push in order ta rearh, persuade, eonvines
the turget audiences Lo move from their current to pur desired "mindsers”.

[

Sugeested Program

STQ61DECSS

The uttached charts state what we think the currens and desired "mindsets”
are. Additionally, the charts indicate the preliminory program condepts we
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800 WESTCHESTER AVENUE, RYE BROOK, NEW YORK 10573-1301
TO: Distribution DATE: May 18, 1995
FROM: Cathy L, Leiber

SUBJECT: Youth Initiatives
“—

As a result of the initial discussions and brainstorming on Youth Initiatives at
the Corporate Affairs Workshop, it was agreed that a mini task force would be
formed to further refine and generate new thinking on the topic. The purpose

of this memo is to share with you the results of a follow-up meeting held on
May 8th,

Our goal was to provide you with a "laundry list" of ideas from which you could
choose the most targeted or relevant programs. We promised you a menu, and
that is what we are delivering. Qbviously, it is impossible for any market to
develop all of these ideas at once or even over the short term. However, it is
now up to you to decide which one or two programs you consider priorities in
your market in order to achieve our objective. Once you have informed us of
your priority choices, we will devote time, energy and resources, if
appropriate, to help you get them implemented.

Our credibility as an industry rests on 2 basic premises:

1. Our marketing code

2. Country laws prohibiting the sales of cigarettes to minors.

We believe that at a minimum, your local youth initiatives program must

emphasize to our internal market our own marketing code. Second, we believe
that the first building block to a successful, fully integrated program is an "It's

the Law" Program. This is fundamental to our long term strategy for stopping

the proliferation of anti-tobacco legislation.

I would now like to hear back from eackh of you what actions you plan to take

between now and the end of the year and 1996 on the subject of youth
initiatives.

Kind regards,

T

Attachment

S22 'd B926< SEE PTE SUIBAAD JMCD IWd WU2p:@1 Se. 81 A8l

A

11046T0E05¢



2023587951 ‘ o Page 1 of 2

PH\L\Q ‘(YIO((R\% (Qo)
| \22 & |
SR | \TL = FsTe Law

Page 1

Note For Chaikin, Karen

From: © Crawford, Derck

Date: Maon, May 9, 1994 416 PM
subfest:  RE: Sting Opcrabions

To: Slavitt, Josh

Qe Chaikin, Karen; Spactor, James

This s a good case study. 1o go over during tomomow's meeting. (EMRO's sluaon
illustrates why it is so important to discossing ITL in the context of the refailer.)

Reminders (per our discussion on 3/6) for tomormow's meeting: .

A, We have rwo objectives for the TTT. program—1) To provide an alternative wo
!egislaﬁveimandami policy actions; and 2) To improve PM's image regarding the

1IS5ut.

\
youth

>
D

. Keep in mind measures for success (change/stabilization in public opinion and number of
Program pacticipants).

C. We want idess (ways of enhancing/growing the program).

. If we can get the above done (sspecially, A & B). we can work out the budget concerns.
From: Slavitt, Josh on Mon, May 9, 1594 1239 PM

Subject: FW: Shng Operations

Tao; Chaikin, Karen L.
Clor Crewford, Derek; Fisher, Scott; Jones, Veroniesa; Presst, Lance; Walls, Tina

I talked with Steven Kidd at Eroro to follow up on the recent Chicago "sting” incidends.
EMRO is under the impression that American Cancer Society may have conducted these
stings (Bmro is presently reassessing its-contributioms to this orggnization based on this
infortnaton).

Steve told me that they don’t need the "T¢'s The Law” program because he was working with
RJR on the "Support the Law - It Works™ program and that they've run RJR's video tmaining
program in storeg where underage sales appear © be a problem.

Hlowever, Steve also said EMRO daesn't Iike carding custorners bocanse it cuts down on

their sales yolume and they depend heavily on cigarette sales! (How can EMRO support

RJR's program and not card?) This also raises the question of how do we get retailers 10 »N
take this issue as seriously as canding [or alcohal sales (sumething to think about In cur o=
ressage section as we update ITL). 231

1 informed Steve tiat the majority of states, inclnding those fn which EMRO DpCTRLeS, g
impose fines for underage sales and that as marny as 22 can revoke licenses for repeated sales
1o minors, Steve was extresnely surprised — even oumaged. Etg

Steve said that EMRO's President, Rayad Amin, had spoken with Bill Campbell and Mike &1
Szymanczyk ahout working together more closely on this issue -- there may be some L
opportunitics that we should pursuc with Stove, or his counterpart in Governmen A,
Steve Ford who is working with Scotr Fisher in opposing the MI initiative on repeal of

http://www.pmdocs.com/getallimg.asp?if=avpidx&DOCID=2023587951 11/02/2002
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The youth program/and its individual parts support The"

Institute's objective of discouraging unfair and il
counterproductive federal, state and local restrictions on
cigarette advertising, by:

o Providing on-going and persuasive evidence that the industry
is actively discouraging youth smoking and independent
verification that the industry's efforts are wvalid.

o Relnfor01ng the belief that peer pressure -- not advertising ﬁ’

—— is the cause of youth smoking.
o Seizing the political center and forcing the anti-smokers to

an extreme (as happened when the antis attacked the industry
at the time of the launch.)

The strategy is fairly simple:
_he see s

1. Heavily promote industry opposition to youth smoking.

2. Align industry with broader, more sophisticated view of i

the problem, i.e. parental inability to offset peer
pressure.

. 3. Work with and through credible child welfare
: professmonals and educators to tackle the "problem."

4. Bait anti-tobacco forces to criticize industry efforts.
Focus media attention on antis' extremism. Anticipate
and blunt antis® strongest points.

5. Establish the sense of a growing, well-accepted program

' by encouragin roliferation local
projects; and approprlate co-ventures with other TI
allies. Avoid dependency on any one organization.

Tactically, the program rests on two pillars:

Promotional -- for positioning purposes.
1. Broad-based advertising -- whether it offers the boocklet or
: simply outlines the industry's five part program -- has the

important effect of making the public aware that the
industry says it is trying to do the right thing.

"l"',

CONF]DENTIAL
MINNESOTA TOBACCO LITIGATION

T.I. \99\  dsenenT Bates Number
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120 PARK AVENUE, NEW YORK NY 10017
To: Ms. Pét Tricorache ‘Date: February 12, 1991

| Joshua J. Slavitt

From:

TI Youth Initiative

Subject:

Enclosed please find materials that will give you an indication of the status of the Youth
Initiative Program. The benefit of this program is that it is proactive, rather than defensive.
Throughout the U.S., efforts have been undertaken to introduce company and industry
objectives into law (as opposed to simply defeating antl-tobacco measures). Specifics of the .
program worth noting include: .

o establishing an 18-year-old minimum age requirement for states which have none and
upgrading the requirement for states which use a lower age; ~

. enacting vending legislation -- utilizing the vending industry's own guidelines -- to
establish locations where vending will/will not be permitted;

o enacting the cigarette industry's own codes regarding sampling, couponing and the
placement of outdoor advertising and promotional activities;

o beefing-up local penalties for sales to minors to include both the minor and the
establishment in violation and;

o wherever possible, including state preemption clause prohibiting localities from adopting
their own specific tobacco sales laws.

Along with these efforts, another program goal was to strengthen our involvement with a
variety of businesses which distribute or advertise our products -- including retailers, vendors,
advertisers and marketers - to tighten restrictions on minors' access to tobacco products. We are.
also working with parent and teacher organizations to ensure that minors receive support and
education in regard to smoking being an adult practice. As evidence of the success of the
program to date, I have enclosed recent press clippings as well as statements made by
representatives from retail and education groups who attended the TI kick-off press conference.

As we discussed, the ultimate means for determining the success of this program will be: 1) A . f

reduction in legislation introduced and passed restricting or banning our sales and marketing
activities; 2) Passage of legislation favorable to the industry; 3) greater support from business,
parent and teacher groups./As this information becomes available, T will forward it to yod. In
addition, should you require additional materials, please contact me on X2479.

Attachments

o« David Laufer (cover only)
Matt Winokur (cover only)
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