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P ROGRAM SUMMMARY

A Tobacco Product Retailing Program for
Retail/Vending Industries

Objectives
* To continue to discourage those who are underage from purchasing tobacco
products.

* Tc reaffirm that the tobacco industry does not want young people to use
tobacco products -- and continues to take affirmative steps to reinforce this

position.

Background

In *he face of growing concerns about smoking by those who are underage, the tobacco
industry is calling upon the retailers and vending machine operators who sell tobacco
products to visibly demonstrate adherence to both state laws and our own conviction
that the use of tobacco products is an adult decision.

The issue of smoking by those who are underage is attracting increased attention
around the country. In some localities, "sting" operations designed to trap retailers
selling tobacco products to those who are underage have been staged. Violators are
being prosecuted. The penalties, which vary among localities, may include stiff fines
and jail terms. Those who have a retail tobacco license may face the loss of that
license.

This program is designed to assist the retailing and vending machine industries, and to
enlist their support and cooperation in discouraging the sale of tobacco products to
those who are underage.

Participants
The primary audiences for this tobacco retailing program include:
» Convenience stores
» Grocery stores
* Drug stores
* Disco'mt stores
» Smaii independent businesses (e.g., “mom and pop stores")
» Gas stations
- Vending machine industry
* Other retail outlets (e.g.. truck stops, etc.)

Messages
This program is designed to convey several messages, including:
« Smoking is an adult custom based on informed choice.

(over ploaso)



Employee Acknowledgement

| have read the “It’s the Law” brochure and understand the

requirements mandated by state law with respect io the
prohibition of the sale of cigarettes and other tobacco products

to anyone under the age of 18.

(Employee)
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PROGRAM SUMMARY:

A Tobacco Product Retailing Program for
Retail/Vending Industries

Objectives
 To continue to discourage those who are underage from purchasing tobacco
products.

« To reaffirm that the tobacco industry does not want young people to use
tobacco products -- and continues to take affirmative steps to reinforce this

position.

Background

In the face of growing concerns about smoking by those who are underage, the tobacco
industry is calling upon the retailers and vending machine operators who sell tobacco
products to visibly demonstrate adherence to both state laws and our own conviction
that the use of tobacco products is an adult decision.

The issue of smoking by those who are underage is attracting increased attention
around the country. In some localities, "sting" operations designed to trap retailers
selling tobacco products to those who are underage have been staged. Violators are
being prosecuted. The penalties, which vary among localities, may include stiff fines
and jail terms. Those who have a retail tobacco license may face the loss of that

license.

This program is designed to assist the retailing and vending machine industries, and to
enlist their support and cooperation in discouraging the sale of tobacco products to

those who are underage.

Participants
The primary audiences for this tobacco retailing program include:
» Convenience stores
» Grocery stores
* Drug stores
* Discount stores
* Small independent businesses (e.g., “mom and pop stores”)
» Gas stations
* Vending machine industry
« Other retail outlets (e.g., truck stops, etc.)

Messages
This program is designed to convey several messages, including:
» Smoking is an adult custom based on informed choice.

(over please)



« It is against the law in most states to sell tobacco products to those who are
underage. Due to growing anti-tobacco activities and the focus on sales to
youth, the law can and should be enforced. Retailers are therefore urged to
participate in the program.

* Publicly participating in a program such as this can enhance and improve the
retailer's image in the community, and help ensure that store owners and
employees comply with the law.

* Non-compliance by retailers and the vending machine industry with current
laws could lead to tighter restrictions on tobacco sales, including outright bans.

Theme

The theme of the campaign, which will be incorporated into all program materials, is as
follows:

IT'S THE LAW;
WE DO NOT SELL TOBACCO PRODUCTS
TO PERSONS UNDER 18

(OR 19, IF THE STATE LAW DESIGNATES 19 AS THE MINIMUM AGE)

Program Materials

We have designed a package of print and display materials for use by the tobacco
product retailer. Materials include:

* A state specific brochure describing the program and applicable laws. The
brochure, in addition to detailing minimum age laws for a state and penalties
for violation, provides tips to the retailer and the employee on verification of
age, acceptable forms or identification, and how to deal with a customer who
becomes upset when asked for identification.

* A tip sheet on how to verify age, for display at the cash register as a reminder
when employees prepare to ring up a sale.

« Store front and window display signs and point-of-purchase naterials, all
bearing the program theme: "It's the law: We do not sell tobacco products to
persons under 18.” These colorful blue, orange and white signs and decals
will assist store owners in reminding employees and customers of the state
law and their compliance with it.

« Lapel buttons, also using the blue-orange-white colors and the program
theme, for store employees to wear while on duty.

* Employee Acknowledgement Form.

Materials are available only in states whose minimum age for purchase of cigarettes is
18 or 19.

Distribution

Distribution will be through the membership of the co-sponsoring organizations. The
Tobacco Institute will provide promotional kits in numbers requested by the sponsoring
organization. All program materials will be provided at no cost to the co-sponsoring
organization and its members.
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Employee Acknowledgement

| have read the “It's the Law” brochure and understand the
requirements mandated by state law with respect to the
prohibition of the sale of cigarettes and other tobacco products
to anyone under the age of 18.

(Employee)

(Date)






Smoking is an adult activity. That’s why laws have
been passed to keep tobacco products out of the
hands of those who are underage. Asan owner,
manager or employee, your responsibility is clear:

Don't sell tobacco products
to anyone under 18.

How can you help keep tobacco products out of the
hands of those who are underage, and ensure that you
are obeying the law? Ifyou suspect that a potential
tobacco customer may be underage, you should ask
for the required picture identification which proves he
orshe is at least 18 years old. Ifthe person does not
have the proper identification, and you cannot be sure
of his or her age, itis your responsibility to refuse that
sale - politely, but firmly.

In Washington, any person who “shall sell or give or
permit to be sold or given to any person under the age
of eighteen years any cigar, cigarette, cigarette paper
or wrapper, or tobacco in any form,”shall be guilty ofa
gross misdemeanor (826.28.080 (4)), and be subject
to penalties of up to one year imprisonment and/or up
to $5,000 in fines.

The issue of smoking by those who are underage is
gaining increased attention around the country. In
some localities, “sting™ operations designed to trap
retailers selling tobacco products to those who are
underage have been staged. Violators are being
prosecuted.

You could be the object of one of these stings, and if
you are caught, ignorance of the law won't help. The
penalties, which vary among state and local
jurisdictions, may include stiff fines and jail terms.
Those who have a license to sell tobacco products
may face the loss of that license.

By refusing illegal purchases of tohacco products to
those who are underage, you demonstrate
responsibility to your community and fulfill your
obligation to uphold the law.
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How to Check a Person’s I.D.

You should make the following determinations before
accepting an 1.0. as genuine:

* Check the birth year to make sure ithas not been
altered in any way (erased, typed over, smudged, or
cut outand replaced, etc.).

 Compare the photo on the license to the person.
There should be a reasonable match.

* Make sure physical characteristics such as eye color,
height and weight on the I.D. match those of the
customer.

If, for any reason, the identification is not satisfactory,
do not make the sale. However, even ifyou believe
the 1.D. is false, you must return it to the customer,
Only a law enforcement officer can take itaway from
the person.

If the Customer Gets Upset

If the customer argues with you when you ask for an
.D., explain to him or her that it is your company’s
policy to ask for an I.D. when the customer appears to
be close to the minimum age for purchasing tobacco
products. Ifthe customer remains upset or becomes
uncooperative, offer to let him or her talk to your store
manager or supervisor as soon as possible.

Remain calm and polite. However, do not let yourself
be forced into making a sale if you are not completely
satisfied that the customer meets the minimum age
requirements. Remember that your company, your
store's license and your job are at risk.

If a customer cannot or will not provide proper
identification once you have asked forit, DO NOT
MAKE THE SALE under any circumstances.

Point-of-Purc 'ase Signs and Buttons

To help you remind your employees and customers
about the law, we have created a set of decals and
buttons for display in your retail outlet. Display these
signs where they can be clearly seen:

* on the front door, or in the windows, so customers
are aware of the law from the moment they enter
the store:



* on the tobacco product display case;

* on the counter, for prominent display to customers
and employees;

* on the cash register as a reminder to employees
at all times; and

* as buttons, on employees’ jackets, as a reminder
to customers.

Ifyou sell tobacco products through vending
machines on your premises you also can use these
signs/decals. Placing them on the front of the
vending machine will serve as a reminder to
customers. You should keep the machines in an
area under supervision by store personnel.

Some localities have specific requirements for
posting notices of prohibition of sales to anyone
underage. Check with your city clerk’s office to
determine if signs are required by law. Display the
required signs appropriately. Always keep additional
signs on hand. In places where signs are required
by law, you could be subject to a penalty for failure
to post the required notice.

Whether or notyou already have signs in place, The
Tobacco Institute and state cosponsors urge you to
display the materials provided. Ifyou need
additional copies you can obtain them free of charge
by writing to:

The Tobacco Institute
P.O. Box 41169
Washington, DC 20018

We hope you will participate in the program, both to
ensure compliance with the law, and to send a
positive message to your community. It's simple...

rrs THE LAW

YOU MUST BE 18 TO BUY TOBACCO
PRODUCTS

ITSTHE
LAW
S
.
G AFE 3
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A Campaign for You

The Tobacco Institute has developed a program
to inform the retail community about minimum
age laws for the purchase of tobacco products,
to help you uphold the law in your establishment,
and to help raise awareness of your commitment
among your customers. The following guidelines
and accompanying materials should help you
reinforce the simple message that your store
does not sell tobacco products to anyone
underage. We encourage you to use them.

Verifying a Customer's Age

When in doubt, check I.D. Your store should
have a firm policy on procedures for checking
customer 1.D. When someone asks to buy
tobacco products, if there is any doubt about
whether he or she is at least 18, ask for proof of
age. Simply assum ig that the person is of legal
age could get you into trouble. Breaking the law
could cost you a hefty fine, a jail term, or the loss
of your license.

All identification must include a picture and date
of birth. Under Washington state law, acceptable
forms of 1.D. are as follows:

» Driver’s license, instruction permit, or
identification card of any state or Canadian
province, or “identicard™ issued by the
Washington State Department of Licensing
U.S. passport

U.S. active duty military identification
Merchant Marine identification card issued by
the U.S. Coast Guard

Liguor control authority card of identification of
any state, or Canadian province

Notes from parents or guardians are not
acceptable asameansofexempting anyone
under 18 from the law. Unlessyou are certain
that the customeris oflegalage, do notsell that
person tobacco products.



STATE ORDERING FORM:

Order form for materials

to bo used in the state of
(Foradditional states uso separate order lorn or copy)

For additional copies of “It's the Law" materials, please print
your name and address below and return to us.
Quantity Meterials
Decals/Signs intended for use on windows,

doors, cash registers and vending machines.
Sizes available:

................. 5V2'xTV2-

............ 2k 11

............ 3 x4*

............ Lapel Button: size,2'x3"
............ Information Brochure

............ Order Forms

____________ Employee Acknowledgement Forms

PLEASE PRINT CLEARLY:

Store name:

Manager's Name:

Address:

City: State: Zip:

Phone: (include ar«»co<d«) ( )

IT’S THE LAW: Verifying @ Customer's Age

Check 1.D.: All identification must include a picture and date of
birth. Linder Washington state law, acceptable forms of L.D. are:
* Driver’s license, instruction permit, or identification card of
any state or Canadian province, or ‘identicard” issued by the
Washington State Department of Licensing
* U.S. passport
* U.S. active duty military identification
* Merchant Marine identification card issued by the U.S.
Coast Guard
* Liguor control authority card of identification of any state or
Canadian province
Notes from parents or guardians are not acceptable as a
means ol exempting anyone under 18 from the law. Unless
you are certain that the customer isol legal age. do not <l
thatperson tobacco products.
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IT S THE LAW: \eifyingaQustorer’'s Age

Howto Checka Personis |1D.

+ Check the birth year to make sure it has not been altered
in any way.

+ Compare the photo on the license to the customer. There
should be a reasonable match.

+ Make sure physical characteristics such as eye color,
height and weight in the 1.D. match those of the customer.

Ifforany reason the identification isnot satisfactory, ao not
make the sale. [Ifthe customer becomes upset, explain that
itis the store"s policy toask foran 1.D. ifa customer appears
to be close o the minimum age forpurchasing tchacco
products. [fthe customer remains upset, offerto lethim or
her talk toyour store manager or supervisor.



Cosponsoring Organizations

(Ve

The Tobacco Institute
P.O. Box 41169
Washington, DC 20018
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STATE ORDERING FORM:

Order form for materials
to be used In the state of

(For additional states use separate order torm or copy)

For additional copies of 'It's the Law' materials, please print
your name and address below and return to us.

Quanlto

Materials

Decals/Signs intended (or use on windows,
doors, cash registers and vending machines.
Sizes available:

5V2'x7V2*
2'x1V
x4
Lapel Button: size.2’x3'
Information Brochure
Order Forms
Employee Acknowledgement Forms

PLEASE PHINT CLEARLY:

Store name:

Manager's Name:

Address:




ITS THE
LAW

WEQONOTSELL
TOBACCO PRODUCTS

TOPERSONS UNDER 19






The Tobacco Institute

IS'75 | Street, Northwest
Washmqton DC 20(100
(800) 121-0S70

FOR RELEASE: z CONTACT:
December 11, 1990 Tl Media Relations
9:00 a.m. 202/457-9387

MAJOR NEW INITIATIVES TO DISCOURAGE
YOUTH SMOKING ANNOUNCED

Efforts focus on access, marketing and education

WASHINGTON, D.C. - A broad-based series of new initiatives to discourage youth
smoking and address recent concerns about cigarette marketing were announced today by
The Tobacco Institute. The five new initiatives that expand and reaffirm the industry3
longstanding commitment and positive actijns against youth smoking are:

o A national program to help retailers observe arid enforce state laws prohibiting tobacco
sales to youth. The store signage and education campaign 3 theme is "It3 the Law."

0 Industry support for passage of new state laws .settinga minimum
age of 18 for cigarette sales in those states without a minimum

age law or one lower than 18. NEWS RELEASE

0 Industry support for new state laws requiring supervision of cigarette vending machines
located in places frequented by minors.

o Sharp new limitations on the distribution of product samples and premiums,
requirements that billboard advertisements for cigarettes be located away from areas
near schools and playgrounds, and other strong new industry guidelines that supplement
current industry codes.

0 Direct assistance to parents to help them assist their children in resisting peer pressure
to smoke with new, tobacco-specific educational materials to be promoted through a
multi-million dollar advertising campaign.

"Reducing youth smoking cannot be accomplished by a single action. That 3why the
tobacco industry is tackling this problem on many fronts,"” said Brennan Dawson, Vice
President of The Tobacco Institute. "Since it iswidely recognized that young people smoke
primarily because of peer pressure, we are addressing this directly with a major program to
assist parents in reducing that peer pressure. At the same time, we are setting into motion
measures to help curb youth access to cigarettes through aggressive work with the retail
community and by supporting new state laws," she added.

"We also were determined to address substantively concerns about cigarette marketing.

And so we reviewed our practices to find what more we could do. While the controversy
will surely remain and some will continue to seek censorship, we are taking further steps to
address concerns," Dawson said.



A National Program for Retailers:

The Tobacco Institute program for the retail industry is designed to encourage strict
adherence to state laws prohi uting the sale of cigarettes to minors. With the active
involvement of retail organizations throughout the country, The Institute will further spread
the word that tobacco products, in accordance with most state laws, should only be sold to
those 18 years of age or older.

The theme of the campaign - ITS THE LAW: WE DO NOT SELLTOBACCO
PRODUCTS TO PERSONS UNDER 18 — is incorporated into all program point-of-
purchase materials, including signs, decals, stickers and lapel buttons. In three states, the
materials will indicate that the law sets 19 as the minimum age for the sale of cigarettes.

The program materials also include tips for retail employees on complying with the laws.
Materials will be made available free of charge to retail outlets and will be promoted
through advertisements in national and state retail publications.

New State Laws:

The tobacco industry supports passage of legislation establishing 18 as the minimum age for
sale of cigarettes in those eleven states and the District of Columbia that have no age limit

or one lower than 18. Thirty-nine states currently have legislation setting a minimum age of
18 or 19 for the sale of cigarettes.

The industry also will support state legislation to require supervision of cigarette vending
machines located in places frequented by minors. While cigarette vending machines are not
a popular source for cigarette purchases by young people, the industry will support
legislation prohibiting unsupervised machines in places frequented by minors.

Additional Youth Guidelines:

New youth guidelines supplement those already adhered to by the industry. In the past, the
tobacco industry 3 efforts have included an offer to Congress —made in 1969 and
subsequently passed into law — voluntarily to remove cigarette advertising from radio and
television. Additionally, for example, the manufacturers do not advertise in publications
directed primarily to persons under 21.

New guidelines include restrictions on product sampling. Cigarette product samples will not
be distributed in or on public streets, sidewalks or parks, except in places that are open only
to persons towhom cigarettes lawfully may be sold. Cigarette samples will be distributed in
such places only to persons 21 or older. No mail distribution of cigarette product samples
will be made without a written, signed certification that the addressee is 21 or older, a
smoker and wishes to receive a product sample.

The new guidelines also require cigarette advertising on billboards to be no less than 500
feet from any elementary, junior or senior high school or any children3 playground.



The distribution of nontobacco premium items bearing cigarette brand names, logos, etc.,
also will be limited. Mail distribution of premium items will require a written, signed
certification that the addressee is21 or older, a smoker and wishes to receive the premium.
Other distribution of nontobacco premium items will only take place to persons 21 or older,
or with the purchase of a package or carton of cigarettes. Clothing bearing cigarette brand
names, logos, etc., will be in adult sizes only. Paid product placements in movies have been

formally eliminated.
Materials to Assist Families:

In a widely promoted program, the industry will provide direct assistance to parents to help
their children resist peer pressure to smoke. The third in a series, "Tobacco: Helping
Youth Say No" specifically addresses the problems children and parents face on the issue of
youth smoking. The booklet is an extension of the industry"s popular Responsible Living
Program, whose materials have already been distributed to more than 700,000 families.

The availability of the free materials will be promoted through a multi-million dollar
advertising campaign in major publications, including Family Circle. Parade. Ebony. People.
TV Guide, and others.



The Tobacco Institute

1575 1 Street, Northwest
Washington, D C 20006
(S00) 424-9576

... ON' YOUTH SMOKING
TOBACCO INDUSTRY INITIATIVES

The tobacco industry has long taken the position that smoking is an adult practice to be
considered solely by mature, informed persons. For this reason, the industry has taken
strict measures to address youth smoking. For example:

0 The tobacco industry ended advertising and promotion in school and college
publications and on campuses in 1963.

0 In 1964, the industry adopted a code prohibiting advertising and promotion in
publications directed primarily to persons under 21. The code also forbids
the use of endorsements by noted sports figures and other celebrities with
appeal to youth in advertising. It also requires that any models in ads must
be, and appear to be, at least 25 years old.

0 The tobacco industry offered voluntarily to end commercials on radio and
television in 1969. Cigarette ads left the air in early 1971 as a result of
Congressional action passed the industry’s offer into law.

0 A code of cigarette sampling practices was adopted in 1981. The cigarette
industry’s code of sampling practices is brief and to the point. People who
engage in sampling are instructed to refuse to give a sample to anyone whom
they know to be under 21 years of age or who, without reasonable
identification to the contrary, appears to be less than 21 years of age.

No sampling activity is done in any public place within two blocks of youth
activity centers such as playgrounds or schools. If an adult declines or refuses
to accept a sample Dack, he or she will not be urged to accept it. All of the
independent samr ,ig firms sign a contract which sets forth standards that are
at least as strict he ones in this code. All of the sampling personnel must
be advised, orally .id in writing, of the sampling rules. All of the sampling
activities are monitored tc ensure compliance with the code. Any individual
who violates the articles of the sampling code is subject to disciplinary action.

0 In 1982, on the industry’s behalf, The Tobacco Institute conducted a
nationwide advertising campaign which reached 110 million Americans with
the message, "Do tobacco companies want kids to smoke? No. As a matter
of policy. No. As a matter of practice. No. As a matter of fact. No."



Youth Smoking Initiatives
page 2

0 In 1984, The Institute launched rts "Responsible Living"” program, offering a
free parental guidebook, "Helping Youth Decide.” Another booklet, "Helping
Youth Say No," followed. Both provide guidance on family communication to
enable parents to help youngsters develop decision-making skills needed to
deal wisely with everyday choices and with lifestyle decisions such as smoking.

0 The Institute expanded the "Responsible Living" program in 1986 by
providing unrestricted grants to fund Community Alliance Programs (CAPs)
at the rate of ten a year. Towns and cities throughout the U.S. were invited
to apply for the grants, which provide the impetus for a broad community-
based effort to improve parent-youth interaction, using "Helping Youth
Decide™ and "Helping Youth Say No" booklets.

More than 700,000 booklets have been distributed nationwide, and demand
continues to be high among parents and community organizations.

The most recent Surgeon General 3 Report states that the prevalence of daily smoking
among high school seniors dropped from 29% to 20% between 1976 and 1983,
fluctuating between 18% and 19% ever since.

Daily smoking among black high school seniors fell from 26% in 1976 to 8% in 1987.
Among white high school seniors, smoking declined from 29% to 20% during the same
period.



The Tobacco Institute

1875 | Street, Northwest
Washington. DC 20006
(800) 424-9876

... ON YOUTH SMOKING
TOBACCO ADVERTISING ... AND WHY KIDS SMOKE

As anti-smoking advocates themselves have long acknowledged, and experience from
around the world has confirmed, cigarette advertising has no significant effect on the
prevalence of smoking by young people and banning cigarette advertising will not
directly reduce youth smoking.

A number of experts have explained in Congressional testimony that the purpose and
function of advertising for any "mature™ product like cigarettes is not to stimulate overall
demand for the product category, but to (1) increase the market share of a particular
brand at the expense of competing brands and (2) retain brand loyalty against other
brands.

0 The President3 Council of Economic Advisors said that tobacco product
advertising "mainly shifts consumers among brands."

0 A study by researchers for the World Health Organization reported "no
systematic differences” between the smoking behavior of young people in
countries where tobacco advertising is completely banned and in countries
where it is not.

In Finland, where tobacco product advertising has been banned
completely since 1978, University of Helsinki researchers discovered
that smoking among minors, which had been declining sharply before
the ban was Imposed, increased after the imposition of the ban -
especially among teenage girls.

- In Sweden, where tobacco product advertising on billboards and in
most other media was banned in 1979, smoking ison the rise among
teenagers and their use of smokeless tobacco has nearly quadrupled
since 1976.

0 Even Surgeon General C. Everett Koop, in his 25th anniversary report on
smoking, acknowledged there was no proven link between smoking and

advertising.

The Surgeon General stated that there is "'no scientifically rigorous study
available to the public that provides a definitive answer to the basic question
of whether advertising and promotion increase the level of tobacco
consumption."

The principal factors that impact youth smoking are peer pressure and parental/sibling
influence.



Advertising and Youth
page 2

0 1In 1987, The President3 Council of Economic Advisors made that point
clear in its Annual Report to the President: "Studies of why people start
smoking identify the influences of parents, siblings and friends as the most

important factors.”

0 The director of the National Institute of Child Health and Human
Development told Congress in 1983 that, "The most forceful determinants of
smoking [by young people] are parents, peers and older siblings."

For yerrs, vigorous efforts have been made by the tobacco industry, government and
other public and private organizations to discourage youth smoking. The 1989 Surgeon
General 3 report states that the prevalence of daily smoking among high school seniors
dropped from 29% to 20% between 1976 and 1983, and has fluctuated between 18%

and 19% ever since.

0 The U.S. Surgeon General has frequently noted the close association between
underage smoking and peer pressure. In 1987, for example, he said, "A
variety of psychological influences may interact to influence some children to
begin smoking."

Yet foes of the tobacco industry — to support their calls for a ban ,0 advertising
- charge that tobacco advertising 'causes” young people to start smuking. Prominent
marketing experts are quick to dispute that claim.

0 Dr. Scott Ward, professor of marketing at the Wharton School of Business,
told Congress recently, "The available evidence indicates that advertising IS
among the least influential factors involved in youth smoking."

0 In 1989, Jean Boddewyn, professor of marketing at Baruch College (City
University of New York), edited an intemational survey on juvenile smoking
conducted by The Children 3 Research Unit in London, England. He
concluded, "[The study] provides strong evidence that advertising plays a
minuscule role in the initiation of smoking by the young...family and peer
influences appear to be the determining factors in juvenile smoking
initiation.”

0 Former Federal Trade Commission Chairman Michael Pertschuk-who as
head of The Advocacy Institute s one of America 3 most prominent anti-
smoking activists - said in 1983, "No one really pretends that advertising Isa
major determinant of smoking in this country or any other."



The Tobacco Institute

IS75 | Street, Northwest
Washl ton, DC 20006
(500) 4 1-9876

.ON YOUTH SMOKING

REDUCING ACCESS

Health and Human Services Secretary Louis Sullivan has proposed measures whereby
states would take new legislative action on proposals such as licensing tobacco retailers

and banning vending machines.

Such measures are misdirected. The National Automatic Merchandising Association, the
national trade association of the vending industry, indicates that nearly 80 percent of all
cigarette vending machines are located where persons under the age of 18 are not
allowed access or rarely frequent.

o Almost a third of all cigarette vending machines are located in bars and
cocktail lounges. Nearly 40 percent are found in industrial plants and offices,
and almost 8 percent are found in hotels, motels and other generally adult
settings. Thus, a ban on cigarette vending machines would primarily remove
adult - not youth - access.

R
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Licensing of tobacco retailers is also suggested as a regulatory approach to reducing
purchase of cigarettes by young people. However, the logic used — that tobacco should
be sold in the same restrictive manner as alcohol - also argues against this as an
effective solution.

o0 A 1989 Health and Human Services report tells us that "despite the fact that
it is illegal for virtually all high school students and most college students to
purchase alcoholic beverages, experience with alcohol is almost universal
among them and active use iswidespread.” “Hie report indicates that two of
every three high school seniors report alcohol use in the last month.
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In the past - and for the future — the tobacco industry has maintained responsible
positions on the issue of smoking by young people. The longstanding policy of cigarette
manufacturers is that the choice to smoke or not to smoke is to be made by informed
adults.

r



The Tobacco Institute

18751 Street, Northwest
Washhif>ton, D C 200(16
(SO0) 424-9876

... ON YOUTH SMOKING
TOBACCO INDUSTRY GUIDELINES

Long holding the view that smoking is for adults who choose to smoke — and an activity
that should no! be engaged in by youth - the tobacco industry has taken measures to
address public concerns about youth smoking. For example, cigarette manufacturers:

0 do not advertise in publications directed primarily to persons under 21;

0 do not use models in cigarette advertisements who are, or appear to be,
under 25;

0 do not distribute cigarette samples to persons under age 21; and

0 do not distribute cigarette samples within two blocks of any centers of youth
activity, such as playgrounds and schools.

NEW, ADDITIONAL INDUSTRY GUIDELINES FOR YOUTH

To supplement these steps, the industry will:

0 not advertise cigarettes on billboards within 500 feet of schools and
playgrounds;

0 conduct no mail distribution of cigarette product samples without written,
signed certification that the addressee is 21 or older, a smoker and wishes to
receive a product sample;

0 not distribute cigarette product samples in or on public streets, sidewalks or
parks, except in places that are open only to persons to whom cigarettes
lawfully may be sold. Samples will be distributed in such places only to
persons 21 or older;

0 not distribute cigarette samples in direct response to requests by telephone;

o

conduct no mail distribution of nontobacco premium items bearing cigarette
brand names, logos, etc., without written, signed certification that the
addressee 1521 or older, a smoker and wishes to receive the premium;

0 conduct no other distribution of nontobacco premium items bearing the
cigarette brand names, logos, efc., except with the purchase of a package or
carton of cigarettes or to persons 21 or older;

0 distribute clothing bearing cigarette brand names, logos, etc., in adult sizes
osily; and

0 not engage in paidjnovia.praduct.or_cigarette advertising placements.



The Tobacco Institute

1875 | Street, Northwest
Washington, DC 200%
(800) 424-9876

MINIMUM AGE LAWS FOR SALE OF CIGARETTES

State Minimum Age State Minimum A
Alabama 19 years Missouri local option
Alaska 19 Montana none
Arizona 18 Nebraska 18
Arkansas 18 Nevada 18
California 18 New Hampshire 18
Colorado 18 New Jersey 18
Connecticut 18 New Mexico none
Delaware 17 New York 18
District of North Carolina 17
Columbia 16 North Dakota 18
Florida 18 Ohio 18
Georgia 17 Oklahoma 18
Hawai i 18 Oregon 18
Idaho 18 Pennsylvania 18
IHinois 18 Rhode Island 18
Indiana 18 South Carolina 18
lowa 18 South Dakota 18
Kansas 18 Tennessee 18
Kentucky 16 Texas 18
Louisiana none Utah 19
Maine 18 Vermont 17
Maryland 18 Virginia 16
Massachusetts 18 Washington 18
Michigan 18 West Virginia 18
Minnesota 18 Wisconsin 18

Mississippi 18 Wyoming none



LAUNCH ADVERTISING FOR
TOBACCO INDUSTRY YOUTH INITIATIVES

USA Today
Newsweek
Time
People
Washington Post
Roll Call
Governing

State Legislator

Total Circulation: 13,382,000
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1990 & 1991 ADVERTISING FOR
“IT'S THE LAW!

Convenience Store News
Progressive Grocer
US Distribution Journal

State Retail Trade Publications



dis

The lobacco industry is committed to seeing this sign
prominently displayed throughout the nation wherever
cigarettes are sold )
Why? Very S|mFIy, we do not want our products in the
hands ol young people” We never have We never will.
Usm%n_ storefront, window and point-of-purchase
Plae/s, is sign will help you demonstrate that you observe
state faws prohibiting tobacco sales to minors. Lapel buttons

TOBACCO iNSTITUTE

im> WX\ Hire). WinliiiiKtiHi, [x: jiiuik

and tips to help store_employees verity age and deal with
customers are also available tor your use.

Working with national, stale ano local retail groups, the
tobacco industry s gcal is to have this sgnage displayed
wherever cigarettes are sold To learn more about "It's the
Law." return the coupon today We Il send you the material
you need lo get this program in\ our store

+ The Tobarco Institute
* PO 00x41169
| Washington. DC?00!8

| PLEASE SEND IVE MORE INFCRVIATION
| CHTHE“ITS THE LAW' PROGRAM

| Please Print

| NAVE

j ADDRESS

|
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I
|
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1990 & 1991 ADVERTISING PLACEMENTS FOR
"TOBACCO: HELPING YOUTH SAY NO"

Family Circle
Better Homes & Gardens
Ebony
People
TV Guide
Ladies Home Journal
McCalls
Parade
USA Weekend

Tota. Circulation anticipated for 1990/1991: 198,200,000



Smoking Sho

uldN ot Be

A Part O fGrowing Up

One of the most trying aspects of being a
parent isencouraging your child to make the right
choices—not just to follow along. In today's
complex
society,
growing up
involves more
pressures and
choices than
ever Ixtfore.

Studies show

that young
people do tilings
liecause their
friends do.
Smoking is one of
those things.

We don't want
young people to
smoke.

That's why we are offering a booklet aimed at
helping parents meet the challenge of providing
their children with the tools to resist peer pressure.

The fxxiklet, Tobacco: Helping Youth Say No." is

TOBACCO INSTITUTE
P.0. Box 411J0, Washington, DC Z00IH

the third in a series designed to keep parents and
children communicating about important issues like
smoking.

To continue its
longstanding
commitment that

smoking is not for
young people, the
tobacco industry also
has strengthened

its marketing

codeand is
supporting state
legislation to make
it tougher for
young people to
buy cigarettes.
We are also
working with retailers for
strict compliance with state laws prohibiting sales of
cigarettes to minors. Lrxik for \m i\ displayed
wherever cigarettes are sold.
And. for your free copy of "Tobacco: Helping
Youth Say No." return the coupon today.

r [ —
The Tobacco Institute

| PO. Box41130

| Washington, DC20018

| PLEASE SENOMEWY FREEQPY CF
| T@CI:%I—ELHI\G\O.WSAYI\D

ZIP.
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The Tobeooo Institute wishes to thank thefollowing individuals for their guidance inproducing
this publication.

Sandec Bocsc. Ms. Boese isa former chairwoman of the Cal ifomnia State Board of
Education and servesas publisher of assroom Gonnections, Inc., aone topic toxt-inagazine
for teenagers that covers current issues.

Jose Cardenas. Mr. Cardenas isexecutive director of the Intercultuml Development
Research Association, San Antoniio, Texas, and iswel I-respected national ly ineducational
cirdes, particularly in issues promoting improved education for Hispanic youth.
Rosemary Clarke. Ms. Clarke isa member of the Pahrump, Nevada (@ suburb of Las
Vegas), School Board. She sa pest president of the National Association of State Boards
of Education.

Jolly Ann Davidson. Ms. Davidson isco-chairofthe board of trustess for lona s Hirst in
the Nation in Education Foundation and a pest president of the National Association of
State Boards of Education. Ms. Davidson has toured the country to promote the previous
booklets in the Responsiible Living Program- “Helping Youth Decide™ and “Melping Youth
Say No.”~

The Rev. Michael Duda. The Rev. Duda isan ordained Presbyterian minister from the
Boston areawhose ministry swith foster chilldren. He serveson the Rockport, Messachusetts,
School Board.

Clifford Freeman, Esg. Mr. Freeman isa pest presidentol the Oregon State Board of
Education and the National Association of State Boards of Education. He recantly servedon
the Oregon govermor s task force addressing juvenile justice IsSEs. He now senveson an
advisory board of the Northwest Laboratory, a federally funded program dealing with
childrenSproblems.

Alan Irgang. In 1986, Mr. lrgangwas named Outstanding High School Principal in
Brooklyn, New York, capping acareer inthe New York City school system that began

with teaching in 1966. Mr. lrgang currently senves asexecutive director of the wel I-respected
New York City Job and Career Center, a piblic-private partrership thoit helps teenagers
become productive adults.

Brenda Richards. Ms, Richards isprincipal of Shaed Elementary School inWashington,
D.C., which senves youngsters inone of the aity"smost challenging neighborhoods. The
nature of the student body demands that Ms. Richards and her staffextend the school

day and school week toenrich theeducation program, supervise childrenand assist parents.
Mark Wagner. Mr. Wagner isproject director of the North Dakota Prevention Resource
Centter, an organization that distributes, free of dharge, materials tohelp parents with
parenting problems. In thet caecity, Mr. Wagner routirely reviens materials designed for
parentsand children.

Carolyn Warner. Ms. Warner served as Arizona"selected statesuperintendent of schools
Trom 1974 through 1986. In that posittion she gained national recognition for reforms tret
led to increased fisal and academic acoountability. She has written extensively on education
policy-makingand currently isamember of the National Commission on the Public Service
(the "Voleker Commission™).



Introduction

aising a family isone of life'sgreatest chal lenges— and one ol
itsgreatest rewards. But today, itmay be more difficult than
ever because family structures are different. There has been a
dramatic increase insingle-parent families, new familiescreated
by remarriage and families with both parentswho work out-

As a result, many parents have less time tospend with theirchildren. Young
people are on theirown more often than in the past and are trusted with
greater responsibilities. So establishingopen linesofcommunication early on
isaritical. Hyour children can talk to you, no matter how personal the subject,
then you can help guide them inmaking good decisions.

In addition to your influence, another major factor affecting the decision—
making process isthe presence ot peer pressure. Peer pressure can affect
anyone, no matter what the age. But it isan especially powerful influence on
children, who do not have the maturity or experience to make responsible
decisionson theirown — including those decisions that may be criticized by their
friends. Peer pressure also has an impact on children ata far earlier age than
ever before. Building strong family relationships will help your children handle
peer pressure and make responsible decisions.

Not smoking isone such responsible decision for children. More than lilely,
your children will be tempted by their friends to smoke. And although they
receive lotsof information to the contrary from their teachers, coaches, doc—
tors, clergy, community organizations and television, these sources do not and
should not replace the influence you have as a parent. This iswhy you, as
the person they depend upon the most, should use this information asaguide
to help you help your children refrain from smoking.

“Tobacco: Helping Youth Say No" isthe third in a seriesof booklets designed
1o increase communication between parents and children and to raise levelsof
mutual respectand trust, Inthe following pages, you will find some suggestions
for talking with your children todiscourage tobacco use. Part lof this booklet
discusses the role of peer pressure and itseffecton children as they learmn how
tomake responsible decisions. Part 2 isaimed at helping you as parents
prepare for a discussion on one decision-making challenge your children may
face: saying no to tobacco. Part 3offers practical exercises that will help open
the linesof communication between you and your children.



henever we struggle
through a particularly
rough period in our
adult lives, it’s rather
tempting to wonder,
“Wouldn’t it be nice to be 16 again, or
even 127" And why not? Adolescents
seem to have it fairly easy— school, friends,
parties, sports, video games, movies—
despite some homework, chores and
maybe a part-time job or “unwelcome”
music lessons after school.
But growing up is not always easy.
Teenagers, especially, may have a rough
time as they struggle to become adults.



The pressure upon children to fitin, to succeed
academically, socially or in sports, isenormous.
Something assimple aswearing the ““rong””
clothes can be a traumatic experience.

Growing up today isalso different from the

way ftwas just 10 or 20 years ago because society

has changed. Children are involved in adult
activities at a far earlier age than ever before. For
example, sexual activityand pregnancy rates

among teens and pre-teens have escalated.



The Role of Peer
Pressure

Ispeer pressure the reason children are experi-
menting with adult activities? Often. Most
people, and especially children, want to belong
toagroup, tobe accepted by those around them.
Some peer pressure can be good: the compcti
tion toget good g ades or to make the football
team or toget a part in the school play. But itcan
alsobe bad.

Peer pressure has an enormous influence
over your children, and the temptation toexperi-
ment and tobe one of the group sometimes
becomes too strong to resist. ItSwhen peer
pressure encourages negative behavior that
parents should become concerned.

As parents, you do your best to teach your
children the difference between rightand wrong.
But it§a tough job made tougherwhen you find
yourself in the frustrating situation of having to
say, “D o as lsay, not as 1do.””

The factis, by definition children cannot, and
should not, do many of the things adults choose
todo. Most parentswork hard to be a positive
rolemodel for their youngsters. All you can do is
your best. But, for example, whether or not
you choose todrink or smoke, itisstill your
responsibility todiscourage your children from
drinking and smoking, until they arc mature
enough tomake those adult decisions.

Other members of the family also influence
children. Pre-teens frequently want to imitate
their teenage brothers or sisters. We"ve all heard,
"IfJeff3doing it, why can TI?" Children like to
actolder than they are.

Society also plays a role, sometimes forcing
young people togrow up before they should. In
single-parent families, lor example, the oldest
child may take on the roleof a parent. As a
result, thischild may feel that he or she has also

"earned" the right to take part in adult activities.

A child3natural development ispartof the
equation, too. Younger children usually accept
their parents” beliefs. But as they grow older,
they often find themselves questioning those
same beliefs. In their desire to be independent,
they try to balance their parents “teachings with
their friends dpinions and theirown beliefs.
They arc searching for theirown 1identity as well
as their independence, which isfine. You want
them tobecome self-reliant. But they still need
guidan-e, patience and understanding.

Although adolescent rebellioniscommon, itis
also true that, as parents, you have more influ-
ence on your children®s behavior than you may
feel at times. The amount of your influence can
be increased by the trust, support and under-
standing you have within your family. By com-
municating and being involved and interested
inyour youngsters “activities, you help to build
their self-confidence— the strongest antidote for

peer pressure.



Strong Parents —
Strong Children

Communication between parents and their
children isvital to creating a loving and trusting
relationship. As a parent you need to listen,
empathize and be involved. As your child grows,
so will outside influences. But your guidance
will remain the most important influence of all
inhelpingyour children tobecome self-sufficient
and responsible.

Showing an interest inyour children$activi-
tiesand helping them set realistic goals are part
of the process of preparing them for adulthood.
When your child announces an intention to try
out for the track team, you can help by discussing
the rime and dedication needed for training
and competition —and also the rewards. Ifyour
child wins aspoton the team, show your support
by attending the track
meets whenever pos-
sible. Regardless of
how well your child
does, your love and
encouragement will

help him or her stick

with the decision and, in turn, boost your child3
self-confidence.

However, a loving relationship can be threat-
ened ifa parent istoo critical. Instead of attacking
your child, attack the problem at hand. Ifyour
son iscaught skipping school, don Tsimply shout
or resort toname calling. Try to find the reason
for hisactions—perhaps he §having trouble
with classes or his friends dared him todo it
Find out what the real problem issoyou can
work toward solving it

Another way to raise strong and independent
children istoencourage responsibility and
problem-solving atan early age. Even five- and
six-year-olds can learn to pick up their toys,
especially ifthey realizewhat the consequences
are —no television or bedtime story —ifthey
don TThe more practice children have making
decisionsduring the early years, the greater their

decision-making skillswill be later in life.



Steps to a Responsible
Decision

Making good decisions isnleasy. Since you
can The with your children at all times, nor do
they always want you around, you must lay the
groundwork on which they can form theirown
values and make theirown judgments. They
need your guidance in learning the decision-
making process.

One way tohelpyour children learn good
decision-making skillsisto letthem express their

own ideas and feelings ata very young age. It§

important for them toknow you"re interested in
what they think. In addition, you may want to
use the following steps the next time you talk

about a tough decision with your child:

1. Discuss the problem. what isityou need todo

or decide? What do you know about this issue?

2. Getther more mformation. what do you know
from other experiences that would help? What
do you need toknow more about beforemaking

the decision?

3. List the alternatives. what are all the possible

choices? Are there others you®ve forgotten?

4. Examine the consequences. what will be the
results, good and bad, ofeach alternative? What
are the consequences, in the shortand long run,
ofeach? How do you feel about each choice
today? How do you think you will feel next

week? Next year?

5. Consider feelings and values. How do you feel
about each alternative? Each consequence? How
does each fitwith your values, your family"s

valuesand community expectations?

6. Choose the best possible course ofaction.

Try going through the steps together. Your chil-
dren need toknow thatwhat they have to say is
important toyou. Encourage them toask questions.

0 f course, the ability tomake sound decisions
does not happen overnight. We all have diffi-
culty making the right choice, at times. But
helping your children consider the consequences
ofeach alternative may reduce some of the
confusion. This will enable them tosee each
situation clearlyenough tomake the best

decision possible.



ife is full of activities in which
g young people should not take

part. Smoking isone of them.
‘A Smoking isnot a choice for chil-
Biwuiiif dren because they do not have
the maturity needed tomake judgments
that weigh all considerations. But
explaining that to your children can

be difficult.



Talk to your children about smoking before
they consider it. Simply tellingyour children not
tosmoke because "1 said so””isunlikely to deter
them. In fact, itmight do just the opposite. What
child isnot tempted to trywhat isforbidden?

Your children should be involved in the deci-
sion not tosmoke. That8why it§important to
start the education processearly. As most parents
know, children are naturally curious and tend to
ask lotsof questions. Some of these questions

come up because ofsomething that happens at

school. Many schools now have anti-smoking
educational programs, even at the elementary
level. So it§quite possible your child will follow
up a classdiscussion about smoking with ques-
tions at home .

Your children3questions about cigarettes are
a natural starting point for a frank discussion
about smoking. And even ifyour childrendon T
raise the subject themselves, experts agree:

Parents should.



Children Shouldn't
Smoke

Research on youth smoking tellsus thatchildren
are heavily influenced by parents, friends and
family members. Peer pressure, in fact, is the
single most important motivating factor outside
the family.

Children often choose tosmoke with friends
asaway of fitting in. Fven teenagers with good
judgment would sometimes rather defy Mo m
and Dad than reject their friends® pressure to
smoke. But smart youngsterswho have dis-
cussed this issue with their parents ahead of
time know smoking isnTthe way to fitin.

What do you say about tobacco use? When
you discusswhy your children should not smoke,
itwill be helpful todiscuss how hard itmay be
tonot do what their friends may be doing. Let
your children know that you realize it tough
not togo along with the crowd. But remind
them that itcan be "cool" to set the trend
instead of justdoing what others arc doing.

Young people arc aware of the claims that
smoking presents risks toone $health. As the
Surgeon General has stated, "By the time they
reach seventh grade, the vast majority ofchildren
believe smoking isdangerous toones health.”
However, young people are not experienced
enough to use the information available to for-
mulate theirown decisions. That Swhy decisions
regarding smoking and other adult activities,
such asdrinking and sexual activity, should be

made as an adult.

Your children also should know it3 illegal
to sell tobacco products tominors—and in
some places illegal for minors to buy tobacco
products—even though tobacco products are
legal for adults. Almost every state and even
some localities have set age limits for the sale of
tobacco products. Know the laws in your state.
Although theminimum age laws differ slightly,
most states have declared tunlawful for retailers
to sell cigarettes or other tobacco products to

anyone under the age of 18.

Not only do penalties exist for the retailer
who sells tobacco products to minors, but in
some states, the young person caught buying
cigarettes isalso punished by finesand/or
community service. Remind your children that
they could land themselves in trouble or get
someone else in trouble ifthey try to buy

tobacco products.



The fallowing sample conversation may
be helpful inexplainingwhy your children

shouldn Tsmoke.

Daughter (age 10): We had a special teacher
come toclass today to talk about smoking. She
told us that we shouldn Tsmoke and that smok -
ing isbad for you. But Isee people smoking all

the time. Dad. Why do they do it?

Father: Your teacher isright when she saysyou
shouldn Tsmoke. Some adultsmay choose to
smoke but there are many activities inwhich
young people shouldn"t participate. Your friends
may be smoking because they think it'scool for

kids to«moke, but itgnot. Children shouldn"t

10

smoke. That Swhy it3against the law to sell you

cigarettes—you fe not old enough tobuy them.

Son (age 16): C*mon, Dad, give me a break!
Lots of kids smoke at school. Itdno bigdeal.
Besides, I"m 16 and can drive acar. Sowhy cant

Ismoke iflwant to?

Father: ItiS a big deal. Just because other kids
smoke at school doesn Tmean you have to. Hey.
ifother kids asked you tocheaton an exam,

would you do it?We both know you Te smarter

than that.

Son: Yeah. IM smart, but I'll look likea nerd if

Idon Tsmoke cigaretteswith them.

Father: lknow it3not
easy being teased at
school, but you don T
have to follow their
lead. Most kids dont
smoke. Why don"tyou
be the leader and
encourage your

friends not tosmoke?



Helping Youth Say No

Encourage your children to discuss their reason.,
for smoking, orwhy they are thinking about

it This will better enable you torespond to
their needs and concerns. In your discussions,
try to avoid correcting, criticizingorcommand -
ing. A warm and trustingenvironment fosters
an open dialogue torexamining the complex
issues surrounding tobacco use.

As parents, you need to help your children
practice saying no to smoking, and toother
inappropriate activities. Although young people
arc more likely to express their individuality if
there g little risk of embarrassment, they need to
understand the importance of standing up to
the rest of the crowd.

Naturally, no matter what their age, children
often rebel against the thought of toomuch
parental control. But once they realize how
much they arc being affected by peer pressure,
they may not like the idea of being controlled
by their friends, either.

How tosay no isan important lesson for
your children. Itsnot always easy for children
tosay no on theirown, sowhy not tell your
children touse you as an excuse? Forexample, "A
cigarette? No thanks, my parents would ground
me foramonth ifthey caught me smoking."

0r suggest using humor to help ease a tense
situation. "1 wouldn Tsee the car keys till 1"m 35!
Smoking §not worth that!"

It3alsoagood idea toadvise your childri n
to be prepared for problems that may arise.

Encourage them to picture in theirminds a situ-

ation they may face during or after school. Then
ask them topicture how they would deal with
that situation. This will better equip your chil-
dren todeal with difficult situations.

You can also help your children say no to
smoking by sharing experiences. You may have
a story from your childhood that"s appropriate.
Perhaps you were once faced with being laughed
at ifyou didn Tsmoke with the restof the crowd.
Your child can benefit from the knowledge that
he or she isn"t the only one who has had to face

this type of situation.



W hen You Have To
Say No

After you have talked about why children
shouldn®"t smoke, a pre-teen child ismore likely
to accept your decision on smoking as theirown.
However, teenagersmay believe they are still

capable of making theirown choice, sosome-

times you must step inand laydown some rules.

Setting limits ispartofbeing a parent.

Once you e made your viewpoint known on
the issue, be firm, fairand especially consistent
with the rulesyou set forth. Encourage your
children to use your
rules as an excuse not
togo along with the
rest of the crowd. It
helps to liftsome of
the pressure off their

shoulders.

Although they may not show itat the time,
children are grateful tor parental guidancewhen
ithelps them with a problem they e not sure
how tosolve. When parents use a firm, but caring
tone, younger children are more willing to accept
their parents Wecisions, and older children recog-
nize itas an expression ot their parents "ove
and respect.

Working together, parents can help their
children decide not tosmoke.

Ifyou would like additional information and
guidance to help your children handle other
difficult decisions, please write for your copies
of “Helping Youth Decide"”™ and “Helping Youth

Say No: A Parent§
Guide to Helping
Teenagers Cope

With Peer Pressure.”



Communi-
cation

his booklet has set the stage
for a frank discussion
between you and your
children about smoking. But
before you begin talking
about this tough topic, you need to make
sure the lines of communication are
wide open. You and your children can
start by completing the questionnaires

and conducting a ““role reversal”exercise.



Youth Questionnaire

Titlvl "2 an inventory of your children 8 feelings
about you, and their perceptions ofyour relation-
ship, will help develop a better rapport. Ifthe
linesarc already open, the following exercises
may help you make thatexchange even better.
The questionnaires in the back of this booklet
should be separated and answered by each of

you independently. For the best results, do not

discuss the questions or look at each other 3
answers until both of you are finished.

Once the questionnaires arc completed,
discuss each answer with your children. You
will gain a better understanding of how effective
the linesof communication are inyour family,
and where they can be impro\ ed. By know ,ng
where the linesof communication are strong,
you can build on these strengths. And by recog-
nizingwhere there are weaknesses, you canwork

with your children toeliminate them



Changing Places

You"ve probably heard the expression about
putting yourself"insomeone else§shoes”’to
understand a certain situation. Itmight be help-
ful toassume the roleof your child, while your
child pretends to be the parent. This exercise,
called “fole reversal,” helps build a better under-
standing ofeach other §feelings, and heips teach
you and your child the art of effective listening.

The following are several stories that need to
be finished. Each ofyou should take a turn to
finish acting out the situation.

Remember: You are to play the part of the
child. Your teenager is to play the pr.rrof the
parent. Don Tmake lightof thisgame; play it
seriously for the best results. And follow these

basic guidelines:
1) Be direct and honest
2) Don't dwell on past jnistakes

3) Be respectful ofeach other

Story # IsMonday is"skipday an unofficial
holiday for students atTom §high school. Tom is
thinking about taking the day off—all of his
friends,ire—but he knows that hisparentswould
not approve, and, ifthey found out,would prob-

ablyground him. He calls his friend Steveand ...

Story # 2: Susan hasagood friend named Beth.
One day, Beth pulls her aside in the locker room
and tellsSusan that she took some cigarettes
from her older sisterand thatshe wants tosmoke
them after school. Beth asks Susan to join her.

After school, Susan meets Beth and tellsBeth...

Story # 3: Martha isata party with about 20
other friends. Everyone ishaving fun, dancing,
talking, listening to music. Peter pullsout a pack
of cigarettes and begins passing them out to
people in the room. He turns to Martha to offer

her one and she...

Story # 4: Dennis Parentswere out of town
one weekend. Dennis, who is 17, and hisolder
brother, Greg, who is22, decide to have some
friendsover towatch a basketball game on tele-
vision. Greg s friends
arrive with an ice chest
fullofbeer. They begin
offering the beer to
Dennis and his high

school friends and...
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Parent

Q uestionnalre

DWhen my (son) (daughter) isupset about
something, (he) (she) usually:
a. does not share (his) (her) feelings
with me.

b. tellsme about it

2) Ispend about aweek talking with
my (son) (daughter). 1think we:
a. should spend more time talking.

b. spend enough time talking.

A When my (son) (daughter) isupset about
something, lusually: (check the one that
comes the closest)

a. assume that the problem isntall that
serious.

b. take the time to listen.

c. recognize that there isa problem and 1
am ofren correct about what itis,

d. become deeply involved - giving freely of

my experience and advice.

4) Listyour (son3d) (daughter d) five close *

friends inorder of importance.

5) In the past few weeks, the one thing that
bothered my (son) (daughter) the most was:

6) In the past few weeks, the one thing chat

bothered my (son) (daughter) about our
relationship was

7) Whenever lIsay lam proud ofmy (son)

(daughter), itisusually because (he) (she):

8) When lgetmad at (him) (her), itisusually
because (he) (she):

9) The biggestdecisionmy (son) (daughter) has

ever made on (his) (her) own was:

10) The toughest decision (he) (she) ever made

with my help was:



DWhen lam upset about something, lusually:

a. keep itto myselfand don Ttell anyone
about how lam feeling.
b. tell my (mother) (father) about it

c. tell my best friend about it

2) 1spend about aweek talkingwith
my (mother) (father), 1think we:
a. should spend more time talking.

b. spend enough time talking.

3) When something isupsetting me, my
(mother) (father) usually: (check the one

that comes the closest)

a. acts likemy problems aren Tall that serious.

b. stops whatever (she) (he) isdoing to
listen to me.
c. figures itout before Isay anything.

d. starts lecturing me.

4) Listyour five closest friends inorder of
importance. Write theone word that
describeswhy you like them next to their

name, like:John—friendly.

5) In the past few weeks, the one thing that

bothered me the most was:

6) In the past few weeks, the one thing that
bothered me the most about my (mother)

(father) was:

7) Whenever my (mother) (father) says (she)

(he) isproud of me, itisusually because I:

8) When my (mother) (father) getsmad atme,

it isusually because I:

9) The biggestdecision 1have ever made on my

own is:

10) The toughest decision lever made with the

help ofmy parents was:



War on

By EP. KAY BR

S

A}

Forum

Anchorage Daily Naws —— Moncky, January 7 1L o7

wclmlel:ﬂﬂeagalrsttdm

o1, coo
Rep. Kay Brown

i e

{94:000) Xt the ,

' ! ' it X gt

m ] o e
Aol OO SIL
h Wyl (
i : OEIDIE BVICEC y hilk
R b ol
THy

0 .. wrpressmnable r

D,

)

it




Anchorage Daily News

Friday, February 1, 1991

Study attributes

400,000

deaths

1o past smoking

By ROBERT BYRD

The Associated Press

ATLANTA — More Amer -
icans are quitting smoking,
and more are dying — now
more than 400,000 a year —
as the habits of the 1950s
and "60s take an increasing
toll, federal health officials
said Thursday.

The national Centers for
Disease Control reported
that 434,175 Americans died
from smoking in 1988, up 11
percent from the 390.000
deaths attributed to smok-
ing in a 1985 study.

Those numbers reflect a
steady, deadly trend, CDC
researchers said. Back in

1965, the calculated toll from
smoking deaths was 188,000.

“The problem is, we are
now paying for what hap-

pened 20, 30 years ago, when
large numbers of people
smoked in large amounts,"”
said Dr. William Roper, di-

rector of the Atlanta-based
CcDC.

"Even though the percent-
age of Americans now smok-
ing is lower than in the past,
the burden of the past prac-
tice is coming clear."”

That burden includes
more than 100,000 annual
deaths from lung cancer, the
leading cause of smoking-re-
lated deaths, Roper noted.
The CDC reported 111,985
smoking-related lung cancer
deaths for 1988, up fronm
106,000 in 1985 and 38.100 in
1965.

"It takes 10, 20 years for
the cancer caused by smok-
ing to result,” he said.

Smoking also resulted in
48,896 other cancer deaths,

such as mouth cancers and
pancreatic cancer, 1in 1988;
201,002 deaths from cardio-
vascular diseases such as
heart disease and arterial
disease; and 82,857 deaths
from respiratory diseases
such as bronchitis and em-
physema, among other
causes.

The CDC also said 3,825
Americans® died from lung
cancer caused by others~™
smoking, or passive smoke.
But the CD C 3 statistical for-
mulas do not yet include
passive smoking deaths
from heart diseases, which a
recent study estimated at
37.000 a year.

Roper said health officials
hope the increasing death
toll from smoking will tum
around, given recent trends
toward stopping smoking.

CDC researchers estimate
that about 29 percent of
Americans smoke, down
from 30 percent in 1985 and
40 percent in 1964, the year
of the landmark surgeon
general®s warning against
smoking.

"We Ve seen a reduction
in smoking percentages for
several years now, and |
hope that by the year 2000

we"re going to begin to
see a decline in actual num-
bers of smoking-attributable
illnesses and deaths," Roper
said.

"But that"s heavily depen-
dent on behavior patterns
right now, and we"re anx-
ious to get the message espe-

cially to vyoung people,
young women, who tend to
be the largest percentage

smokers."
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Smokefree Educational Services

Incorporated
Joseph W. Chemer, President

375 South End Avenue, Suite 32F Phone: (212)912-0960
New York, NY 10280 Fax: (212) 488-8911

CIGARETTE VENDING MACHINES SELL CIGARETTES
TO CHILDREN, 11-15 YEARS OLD, 100% OF THE TIME

Six children, ages 11-15, were able to buy cigarettes from 35 of 35 cigarette vending
machines tested in Manhattan, Brooklyn, Queens, Staten Island, and the Bronx,

Over 25% of these vending machines were located in bars. Eleven and twelve year
olds had no more difficulty buying cigarettes from vending machines in bars than they had
buying cigarettes from vending machines in restaurants, pizza parlors, or video arcades. In
all instances, the barman and/or patrons watched but did not intervene.

The 35 cigarette vending machines were located in the following establishments:

Restaurants 11 Hotel 1
Bars 8 Video Arcade 1
Pizza Parlors 5 Ice Cream Parlor 1
Supermarkets 4 Other

Bowling Alleys 2 Total 35

In one case, a restaurant employee ran after an 11 year old to tell him that he forgot
his change. In another case, a gas station attendant told an 11 year old that they did not
have a cigarette vending machine, but would have one next week. In almost all cases,
adults watched but did not care.

No other dangerous product or drug, addictive product or drug, or cancer-causing
product or drug is sold through vending machines. No other product or drug which is il-
legal to sell to children is sold through vending machines. Dangerous, addictive, cancer-
causing drugs should not be sold like candy and soda pop. Cigarettes should not be sold
in vending machines.

VARMING: Secondhand smoke causes disease, including lung cancer.
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The Associated Press

ATLANTA — More Amer -
icans are quitting smoking,
and more are dying — now
more than 400,000 a year —
as the habits of the 1950s
and "60s take an increasing
toll, federal health officials
said Thursday.

The national Centers for
Disease Control reported
that 434,175 Americans died
from smoking 1in 1988, up 11
percent from the 390.000
deaths attributed to smok-
ing in a 1985 study.

Those numbers reflect a
steady, deadly trend, CDC
researchers said. Back in

1965, the calculated toll from
smoking deaths was 188,000.

"The problem is, we are
now paying for what hap-
pened 20. 30 years ago, when
large numbers of people
smoked in large amounts,"
said Dr. William Roper, di-
rector of the Atlanta-based
CDhC.

"Even though the percent-
age of Americans now smok-
ing is lower than in the past,
the burden of the past prac-
tice is coming clear."

That burden includes
more than 100,000 annual
deaths from lung cancer, the
leading cause of smoking-re-
lated deaths, Roper noted.
The CDC reported 111,985
smoking-related lung cancer
deaths for 1988, up from
106.000 1in 1985 and 38,100 in
1965.

"It takes 10, 20 years for
the cancer caused by rmok-
ing to result.” he said.

Smoking also resulted in
48,896 other cancer deaths,

such as mouth cancers and
pancreatic cancer, 1in 1988;
201,002 deaths from cardio-
vascular diseases such as
heart disease and arterial
disease; and 82,857 deaths
from vrespiratory diseases
such as bronchitis and em-
physema, among other
causes.

The CDC also said 3.825
Americans® died from lung
cancer caused by others®
smoking, or passive smoke.
But the CD C 3 statistical for-
mulas do not vyet include
passive smoking deaths
from heart diseases, which a
recent study estimated at
37,000 a year.

Roper said health officials
hope the increasing death
toll from smoking will tum
around, given recent trends
toward stopping smoking.

CDC researchers estimate
that about 29 percent of
Americans smoke, down
from 30 percent in 1985 and
40 percent in 1964, the year
of the landmark surgeon
general®s warning against
smoking.

"We"ve seen a reduction
in smoking percentages for
several years now, and |
hop- that by the year 2000

we"re going to begin to
see a decline in actual num-
bers of smoking-attributable
Illnesses and deaths,”™ Roper
said.

"But that"s heavily depen-
dent on behavior patterns
right now, and we"re anx-
ious to get the message espe-
cially to young people,
young women, who tend to
be the largest percentage
smokers."
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Smoking’s ills
Tobacco is taking a huge financial toll

There's more to the cost of smoking than the price
of a pack of cigarettes. A new government study
reports that while less than one-third of the American

population is  still
smoking, smokers cost
the nation mors than $52
billion a year.

Predicfably, most of (
the costs are for health
care, The cancers and
respiratory ills linked to
smok_m? are among the
costliest diseases known.
On top of the price tag ;
documented in the De-
artment_of Health and

uman Services study,
t_reatmq smoking's vic-
tims also has a more

_ _subtle effect: It _mono-
polizes health-care ?rofesswnals' time and equipment. '

One of the worst aspects of the cost of smoking is
that non-smokers bear such a huge part of it
Smokers' 1llnesses boost health-care costs and
msgraﬂce for ever bodf}/, smoker and non-Is(m ker.
And Ilinesses result nag om second-hand smoke have
been well-documented. ,

The Health and Human Services study noted that
the $52 billion averages out to $221 per Capita, every
dime of which, when bome by a non-smoker, is unfair 1
and unjustified. Idealli/, the new study —added to the
weight of dozens of others on the societal damage of
tobacco . — will help forge a change in cigarette
advertising. Regretably, it probably won't. Cigarette
manufacturers, in fact, have initiated a series of new
ad campaigns, which try to lure specific groups —
women, minorities and” young people — into the
smoking fold, _ _

Anti-smoking efforts have picked up in recent |
years. And the new study demonstrates that these
campaigns are justified, The cost of smoking has |
reacned” intolerable levels and must be curbed. ]
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FISCAL NOTE

Revision Date: 4/5/91 Depammni Affected: DOToPF

Tide: Food/Housing at Remots Co.istn.ctieti Sites ERU: Statewide Engineering &
Operations Standards
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Department of Transportation and Public Facilities
Position Paper Page 2

BILLNO: CSHB 89
TITLE: Food/Hou9ing at Remote Construction Sites

DATE:  April 26, 1991 L

While we are neutral toward the bill, we must point out the opporruntiy costs.
Camps will in essence add to a contractor's overhead thus raising the cost of remote
projects. As we operate with a fixed amount of federal mcr.ey for airport and
highway improvements, we will lose some purchasing power. Or. state-funded
projects, remote projects will also require an incrementally larger appropriation.
Estimates of these costs are found in our Fiscai Note.

Finally, we would like to offer a nominal amendment. The Association of General
Contractors has requested that it be made explicit tlv.it when a camp is required, the
state take steps to provide the site and secure necessary permits. It has always been
our intent that we do so, because it removes the possibility of "sweetheart" deals
regarding a site and prevents undue delays while the contractor seeks permits; we
endorse a statutory requirement. Recommended i? (he following:

Section 1, paragraph (d) Unless a state construction contract is exempt under
(b) or (c) of this section, the specifications for the contract must contain a
provision setting out the requirement for providing food and housing at
remote construction sites and the optional provisions for transportation
services. When this provision is required the contract must include a
designated site and relevant osrrnits for the placement of contractor

furnished housing.

For Further Information contact Kat\j McHugh at 405-3000;



STATE OK ALASKA BILLNUMBER:  CSHB89
1991 LEGISLATIVE SESSION i

ANALYSIS (cont.V-OnrjuumJLH

sflM _ o o .

?helje w?]ﬁe approximately S18.0 in one-time administrative costs In FY 1992 due to the costs of
implement regulations; these funds will be used for legal support, advertising, public hearings and
travel to P_ubllc hearings. Of this amount, $15.0 is for contractual items (legal costs S12.0,
transcriptions $2.0, advertising $1.0) and $3.0 is for travel and per diem to meetings.

rating. ,Costa _—y . .
MINISEratve Costs o_festabll_shmlg new contract specifications and having them reviewed by the
ﬁ\thornfy General's office, regional staff and federai) agencies will be borne by existing operating
udgets.

cnommi.tv Costsi .Federal-Aid.Caoital Programs - _

hile not a new cost requiring an appropriation the bill has the effect of raising costs on cenain
federal-aid highway and aviation PrOJec s and thereby reducing buying power. This cost is
essentially an opportunity cost to the program. It is estimated at S2.0't0 3.0 million annually and
will result in the delay of some projects as the schedule for highway and airport improvements
will stretch out accordingly. 1t doés appear as a cost or. the fiscal note.

Capital Costs: General Funded Capital Programs .

For the GF capital budget, we assumed that, on average, about $4 million dollars of general
funded construction would be defined as "remote" each year, and that the cost of a cam_P would
contribute about 10% additional expense to these Bro ects. Tliis amount would vary with the size

of the state's capital budget and the porion of the budge* that is allocated to remote projects.

REV2/7/91 Page 2 of 1



HOUSE BILL 89

by
REPRESENTATIVE RICHARD FOSTER

* | introduced this bill, after discussions with some
construction union representatives, in order to resolve the
problems the state's remote construction projects have incurred.
The problems simply put are the unhealthy living conditions for
the construction workers on those projects.

* Itwasbroughtto my attention that workers on many of the
projects we are building around the state have terrible living
conditions. It was reported to me that many of these living
situations have been the sites of unsanitary conditions that have
resulted in sickness for workersand environmental damage.

As | understand it, the state used to allow for the costs of
providing camps for workers on these projects until it became an
item of a bidding war between union and non-union contractors.
The end result was the lowering of living standards for innocent
employees on hoth sides. In essence, the state realized a cost
savings atthe expense of the workers.

*  DOTPF is probably tired of hearing the complaints of the
construction unionsregarding the living conditions their members
have had to endure over the years. | want to make it clear that
DOTPFis not to blame in this situation. It's DOTPF's job to ensure
quality aswell asa smooth flow of productivity. Ilalso understand
that DOTPFeventually tried to correct the problem by establishing
campgrounds for the construction workers, but | feel that this is
not adequate to ensure people don’t have to live in tents where
the weather can make things almost as miserable as not having
outhouses and other facilities.

* | am glad that labor, DOTPF, and the AGO liave been able to
settle on a compromise on this issue. | would like to commend
them for working together to take care of the people who
essentially are our employees. They work fora private contractor,



but we create the jobs. I don’t think the state intended to have
workers living in the squalorthat has been reported to me.

* Another positive effect tills bill will provide is a vehicle for
local hire. Obviously it's in the state's best interest as well as the
contractors' to hire people from the area where the project is
being built. The more people a contractor hires locally, the less
people the contractor will be forced to feed and house.

* | would also like to point out that a simple solution such as
per deim will not address the problem properly. I'm sure some
workers would rather have the extra cash a per deim allowance
would bring them, but the unsanitary and unhealthy Iliving
conditions would still exist.

5 The technical details of the bill will be covered by DOTPF and
the labor groups who have worked so longand hard on this bill.



Devartment of Transportation
and Public Facilities

TION
PAPER

BILLNO; CSHB 89 APPROVED; 2 & 2 k A

TITLE; Food/Housingat DATE: April 26,1991
Remote Construction Sites

This bill represents a compromise between the department and labor unions
regarding a statutory provision for camps on remote construction projects. While
we arelnot enthusastic about this bill, neither do we oppose it. Our position is
neutral.

As background, camps were at one time required thru negotiated labor agreements.
With the rise of non-union contractors, the cost of camps made union contractors
less competitive, and in order to ensure union contractors could secure projects this
provision was eliminated by negotiations. At remote 2rojects unsanitary living
conditions occured as employees camped whereever they could find a site, without
regard for trash disposal and basic sanitary tequipments. In 1S90, in response to the
problem, the department adopted a contractual requirement for a contractor
furnished campground at remote projects. Under this arrangement, the employee
must provide the tent or camper and cook his/her own meals; the contractor
provides, free of charge, a full-service camp site complete with power, water and a
central lavatory, shower arid laundry facility.

While we believe that mandatory campgrounds are a cost effective solution, union
representatives have continued to stress their preference /or contractor furnished
housing and meals. Aside from the policy question of whether camps or
campgrounds are appropriate, the original version of the bill was unworkable for

practical reasons.

The sponsor substitute has effectively addressed ti e impracticalities. The
requirement for camps will not apply ;o smell or shore duration projects. There is
also a clear point of decision before 'he Froject is W, making It clear to all bidders as
:0 what is required contractually. Finslly,connacor may weigh the cost of a camp
against the cost of compensated transportation time  order to make the most
economical decision.

for further Mor*c® Kn MeHugh lit 465300



HOUSE BILL 89
Testimony by
Don Rouleau, Business Agent
for
Alaska District Council of Laborers

* Camps were always included in the construction of the
state's remote construction projects until it was discovered by a
few non-union outside contractors that they could underbid
Alaskan union contractors on jobs by deleting the costs of
providing food and housing for their workers.

* Unfortunately, for construction workers non-union and
union alike, the union contractors demanded that the contractual
provisions be removed from the construction labor agreements.
The unions reluctantly agreed. The contractors were then put on
an even footing with the outside non-union contractors.

*  The result has been a continual degradation of living
conditions where there are no facilities within a reasonable
distance to the jobsites. Union and non-union workers alike have
been living in tents, visqueene lean-tos, the back seats of cars, and
some have even built their own teepees. The lucky individuals
who can afford a camper or motorhome have been fortunate
enough to live off the ground and are staying dry.

* Unsanitary conditions have been the normal living
environment for' quite a few. Those who have campers have dug
siiallow holes and put their sewer hoses into barrels with holes
punched into them to leach out both their grey and sewer water.
Sometimes they let their sewer drain onto the ground or just
drive down the road and put the hose into the ditch to empty it
Those less fortunate individuals who live in their cars and tents
have been wusing any place that's convenient to relieve
themselves.



* Imagine yourself working 12 hours a day to come home to a
tentthathas no facilitiesnearby. You've been working seven 12's
forweeksand you haven't had a shower for almost as many. You
then puli out the cookstove and warm up some soup and try to
make a sandwich for something to eat before you fail asleep in the
same clothes you woke up in that morning. You then wake up
early around 4 am to make something for breakfastand something
to take to the jobsite for lunch. Now imagine this in the rain, or the
snow that sometimes falls in the latter part of the construction
season,

*  How long would you lastunder those conditions?

* If you had to work to supportyour family and you couldn't
leave the job for fear of losingyour home to the bank because you
couldn't make your payments, you would have to stick itout even
ifitmeant getting sick and living in misery.

*  One of the big problems we’ve found is that the average
construction worker can't afford to buy a camper to stay dry and
warm. Thatworker finds a big flaw in the system because he can't
afford not to work. Ifhe refuses the job that is offered to him that
day, he doesn't know if he'll get another that season. The poorer
workersare discriminated against because of their financial status.

* Some people have claimed that this bill will work against local
hire because it will be easier for outside workers to come up and be
fed and housed by the contractor. The exact opposite istrue - the
more people a contractor hires near the actual jobsite, the less he
will have to provide food and housing for.

* Furthermore, contractors who come up from outside and
successfully bid» ajob tella lotof their people to get up to Alaska
early and they often drive up in their campers ready to go to
work. The the leave with outspending much oftheir money inside
Alaska.



* The draft CSyou have before you isthe result of a few years
of negotiations with DOTPF and the AGC. I hope you will find it in
your hearts to alleviate the deplorable working conditions remote
construction workers have to live with at the job site.
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