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P R O G R A M  S U M M A R Y

A  T o b a c c o  P r o d u c t  R e t a i l i n g  P r o g r a m  f o r  

R e t a i l / V e n d i n g  I n d u s t r i e s

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)



E m p l o y e e  A c k n o w l e d g e m e n t

I h a v e  read  th e  “It’s  th e  Law” b rochure  a n d  u n d e rs ta n d  th e  

req u irem en ts  m a n d a te d  by s ta te  law with re sp e c t  io  th e  

prohibition of the  s a le  of c ig a re tte s  an d  o th e r  to b ac co  p roduc ts  

to a n y o n e  u n d e r  th e  a g e  of 18.

(E m p l o y e e )





T H I S  D O C U M E N T  
H A S  B E E N  R E P H O T O G R A P H E D  

T O  A S S U R E  L E G I B I L I T Y



WE DO NOT SELL 
TOBACCO PROOUCTS 
TO PERSONS UNO 3118

P R O G R A M  S U M M A R Y :  

A  T o b a c c o  P r o d u c t  R e t a i l i n g  P r o g r a m  f o r  

R e t a i l / V e n d i n g  I n d u s t r i e s

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.

(o ver  p le a se )



• 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.

imi



E m p l o y e e  A c k n o w l e d g e m e n t

I h av e  read  th e  “It’s  the  Law” b rochure  a n d  u n d e rs tan d  th e  

requ irem en ts  m a n d a te d  by s ta te  law with re sp e c t  to the  

prohibition of th e  s a le  of c ig a re t te s  a n d  o ther  to b acco  p roducts  

to a n y o n e  u n d e r  th e  a g e  of 18.

( E m p l o y e e )

(Date)





Sm oking  is an  adult activity. That’s  w hy laws h ave  
b een  p a sse d  to keep tobacco products out of the 
h an ds  of those  w ho are underage. A s a n  owner, 
m a n ag er  or em ployee, your responsibility is clear:

Don't sell tobacco products 
to anyone under 18.

H ow  can  you help  keep tobacco products out of the  
h an d s  o f those w ho are underage, and ensure that you 
are obeying  the law? If you suspect that a  potential 
tobacco  custom er m ay be underage, you should ask 
for the required picture identification which proves he 
or sh e  is a t least 18 years old. If the person does  not 
h ave  the  proper identification, and you cannot b e  sure 
o f his or her age , it is your responsibility to refuse that 
sa le  -  politely, but firmly.

In W ashington, an y  person w ho “shall sell or g ive or 
perm it to be sold or given to any  person under the a g e  
o f e igh teen  years any  cigar, cigarette, cigarette paper 
or w rapper, or tobacco  in any form,” shall b e  guilty of a  
gross m isdem eanor (§26.28.080 (4)), and  be sub ject 
to penalties of up to one year im prisonm ent and/or up 
to $5,000 in fines.

T h e  issu e  of sm oking by those w ho are underage is 
gain ing increased  attention around the country. In 
so m e  localities, “sting" operations des igned  to trap 
retailers selling tobacco  products to those w ho are 
un d erag e  have  b een  staged. Violators a r e  being 
prosecuted .

You could be the object of one of these  stings, and  if 
you  are  caught, ignorance of the law won't help. T h e  
penalties, which vary am ong state and  local 
jurisdictions, m ay  include stiff fines and  jail terms.
T h o se  w ho have  a  license to sell tobacco products 
m a y  face  the loss of that license.

By refusing illegal purchases of tobacco products to 
those  w ho  are underage, you dem onstrate 
responsibility to your comm unity an d  fulfill your 
obligation to uphold the law.



How to  Check a P e rso n ’s  I.D.

You should  m ake the following determ inations before 
accepting  an  I.O. a s  genuine:

• C h eck  the birth year to m ake sure it h a s  not been  
altered in any  w ay  (erased, typed over, sm udged , or 
cut out an d  replaced, etc.).

• C om p are  the photo on the license to the person. 
T here  should b e  a  reasonab le  m atch.

• M ake sure physical characteristics such  a s  eye  color, 
height and  weight on  the I.D. m atch those o f the 
custom er.

If, for any reason, the identification is not satisfactory, 
do not m ake the sale. However, even  if you  believe 

' 5  the I.D. is fa lse , you m ust return it to the custom er, 
i fc  O nly a  law enforcem ent officer can  take it a w a y  from 
T g  the person.

If the Customer Gets Upset

If the custom er argues with you w hen  you ask  for an  
I.D., explain to him  or her that it is your co m p an y ’s 
policy to ask  for an  I.D. w hen  the custom er ap p ears  to 
be close to the m inimum a g e  for purchasing tobacco  
products. If the custom er rem ains upset or b eco m e s  
uncooperative, offer to let him  or her talk to your store 
m anager or supervisor a s  soon  a s  possible.

R em ain  calm  and  polite. However, do  not let yourself 
b e  forced into m aking a  sa le  if you are not com plete ly  
satisfied that the custom er m ee ts  the m inim um  ag e  
requirem ents. R em em ber that your com pany, your 
store's license and  your job are a t risk.

If a  custom er cannot or will not provide proper 
identification once  you have ask ed  for it, D O  N O T  
M A KE T H E  S A L E  under any c ircum stances.

Point-of-Purc ’ase Signs and Buttons

To help  you rem ind your em p loyees and custom ers 
about the law, w e h a ve  created a  se t of d eca ls  and 
buttons for display in your retail outlet. D isplay these  
s ig n s  where they  can  b e  clearly seen :

• on  the front door, or in the w indow s, so  custom ers 
a re  aw are of the law from the m om ent they  enter 
the  store:



• on the tobacco  product display case ;

• on the counter, for prom inent d isp lay to custom ers 
and  em ployees;

• on the ca sh  register as  a  rem inder to em p loyees 
at all tim es; and

• a s  buttons, on em p lo yees ’ jackets, a s  a  rem inder 
to custom ers.

If you  sell tobacco  products through vending 
m ach ines  on your prem ises you  a lso  can  use  th ese  
signs/decals. P lacing them  on the front of the 
vend ing  m ach ine  will serve a s  a  rem inder to 
custom ers. You should  keep the m ach ines  in an 
a rea  under supervision by store personnel.

S o m e  localities h ave  specific requirem ents for 
posting notices of prohibition of sa le s  to anyone  
underage. C heck  with your city clerk’s  office to 
determ ine if s igns are  required by law. D isplay the 
required s igns  appropriately. A lw ays keep additional 
s igns  on hand . In p laces  w here s igns  are required 
by  law, you could b e  subject to a  penalty  for failure 
to post the required notice.

W hether or not you already h ave  s igns in p lace , T he 
Tobacco Institute an d  state cosponsors urge you  to 
d isp lay the m aterials provided. If you  need  
additional cop ies  you  can  obtain them  free of charge  
by writing to:

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

W e hope you will participate in the program, both to 
en sure  com pliance with the law, an d  to sen d  a 
positive m e s s a g e  to your com m unity. It’s  s im p le . . .

rrs T H E  L A W

YOU MUST BE 18 TO BUY TOBACCO 
PRODUCTS
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ITS T H E  
L A W



i

..-••A .

A Campaign fo r You
T h e  Tobacco Institute has  deve loped  a  program  
to inform the retail com m unity abou t m inim um  
a g e  law s for the purchase of tobacco  products, 
to help you  uphold the law in your estab lishm ent, 
an d  to help  raise aw areness  o f your com m itm ent 
am on g  your custom ers. T he following gu idelines 
an d  accom pany ing  m aterials should help  you 
reinforce the sim ple m essa g e  that your store 
d o es  not sell tobacco products to anyone  
underage . W e encourage you to u s e  them .

V erify in g  a  C u s to m e r 's  A ge

W h e n  in  d o u b t, c h e c k  I.D. Your store should  
h a v e  a  firm policy on procedures for checking

: custom er I.D. W hen som eo n e  asks to buy
tobacco  products, if there is any  doubt about 
w hether h e  or sh e  is a t least 18, ask  for proof of 
a g e . S im p ly  assum  ig  that the person is o f legal 
a g e  could g e t you into trouble. Breaking the law 

.v: cou ld  cost you  a  hefty fine, a  jail term , or the loss 
o f your license.

m
All identification m ust include a  picture and  date  
o f birth. U nder W ashington sta te  law, accep tab le  
form s o f I.D. are a s  follows:

» Driver’s  license, instruction permit, or 
identification card o f any  state or C an ad ian  
province, or “identicard" issued by  the 
W ash ington  S ta te  Departm ent of L icensing

• U .S . passport
• U .S . active duty military identification
• M erchant M arine identification card issued  by 

the U .S . C o a s t G uard
• Liquor control authority card of identification of 

a n y  state , or C an ad ian  province

N o t e s  fr o m  p a r e n t s  o r  g u a r d ia n s  a r e  n o t  
a c c e p t a b l e  a s  a  m e a n s  o f  e x e m p t i n g  a n y o n e  
u n d e r  18 f r o m  t h e  la w . U n le s s  y o u  a r e  c e r t a in  
t h a t  t h e  c u s t o m e r  is  o f  l e g a l  a g e ,  d o  n o t  s e l l  t h a t  
p e r s o n  t o b a c c o  p r o d u c t s .
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STATE ORDERING FORM:
O rder form  fo r  m aterials

to  bo used  in th e  s ta te  o f _______________________________________
(For additional 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 Materials
Decals/Signs intended for use on windows, 
doors, cash registers and vending machines. 
Sizes available:

----------------- 5  V 2 'x 7V 2 -
------------ 2#x 1 f
------------ 3’x4*
------------ Lapel Button: size,2'x3"
------------ Information Brochure
------------  Order Forms
------------  Employee Acknowledgement Forms

PLEASE PRINT CLEARLY:

Store nam e:_____________________________________________________________

Manager's Name: ______________________________________________________

A ddress:________________________________________________________________

City:__________________________________State:____________ Z ip :____________

Phone: (include ar«»co<J«) ( )  _____________________________________________

IT’S THE LAW: Verifying a C u sto m er's  A ge  
Check I.D.: All identification must include a picture and date of 
birth. Linder Washington state law, acceptable forms of I.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
• Liquor 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 is ol legal age. do not sell 
that person tobacco products.
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IT’S THE LAW: Verifying a Customer’s Age 
How to Check a Person's I.D.
• 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 a s  eye color, 

height and weight in the I.D. match those of the customer.
If for any reason the identification is not satisfactory, ao not 

make the sale. If the customer becomes upset, explain that 

it is the store's policy to ask for an I.D. if a customer appears 

to be close to the minimum age for purchasing tcbacco 

products. If the customer remains upset, offer to let him or 

her talk to your store manager or supervisor.

200775296



C osponsoring  O rganizations

U’*v

The Tobacco Institute 
P.O. Box 4 1169  
Washington, DC 20018
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B U S I N E S S  R E P L Y  M A I L
FIRST-CLASS MAIL PERMIT NO. 18136 WASHINGTON, D.C.

POSTAGE WILL BE PAID BY ADDRESSEE

The Tobacco Institu te 
P.O. Box 41169 
Washington, DC 20077-5296

NO POSTAGE 
NECESSARY 

IF MAILED 
IN THE 

UNITED STATES
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STATE ORDERING FORM:
Order form for materials

to be used In the state o f_____________________________
(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.

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

----------------------- 5V2'x7V2*

------------ 2 'x lV
------------ 3*x4'
-----------  Lapel Button: size.2’x3'
------------  Information Brochure
------------  Order Forms
------------  Employee Acknowledgement Forms

PLEASE PHINT CLEARLY:

Store nam e:____________________________________________

Manager's N a m e :________________________________________

Address:



IT’S THE 
L A W

WEOONOTSELL 
TOBACCO PRODUCTS 
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T h e  T o b a c c o  I n s t i t u t e

IS'75 I Street, Northwest 
Washington, DC  20(100 
(800) 12 !-OS70

F O R  R E L E A S E :  ’ C O N T A C T :
December 11, 1990 TI Media Relations

9:00 a.m. 202/457-9387

MAJOR NEW INITIATIVES TO DISCOURAGE 

YOUTH SMOKING ANNOUNCED 

Efforts focus on access, marketing and education

W A S H I N G T O N ,  D.C. -  A  broad-based series of n e w  initiatives to discourage youth 

smoking and address recent concerns about cigarette marketing were announced today by 

The Tobacco Institute. T h e  five n e w  initiatives that expand and reaffirm the industry’s 

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. T h e  store signage and education campaign’s theme is "It’s the Law."

o Industry support for passage of n e w  state laws .setting a m i n i m u m  

age of 18 for cigarette sales in those states without a m i n i m u m  

age law or one lower than 18.

o Industry support for n e w  state laws requiring supervision of cigarette vending machines 

located in places frequented by minors.

o Sharp n e w  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 n e w  industry guidelines that supplement 

current industry codes.

o 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’s w hy  the 

tobacco industry is tackling this problem on many fronts," said Brennan Dawson, Vice 

President of T h e  Tobacco Institute. "Since it is widely recognized that young people smoke 

primarily because of peer pressure, w e  are addressing this directly with a major program to 

assist parents in reducing that peer pressure. At the same time, w e  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.

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

A n d  so w e  reviewed our practices to find what more w e  could do. While the controversy 

will surely remain and some will continue to seek censorship, w e  are taking further steps to 

address concerns," Dawson said.

NEWS RELEASE



A National Program for Retailers:

Th e  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 -  I T S  T H E  L A W :  W E  D O  N O T  S E L L  T O B A C C O  

P R O D U C T S  T O  P E R S O N S  U N D E R  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 m i n i m u m  age for the sale of cigarettes.

The program materials also include tips for retail employees on complying with the laws. 

Materials will be m a d e  available free of charge to retail outlets and will be promoted 

through advertisements in national and state retail publications.

N e w  State Laws:

The tobacco industry supports passage of legislation establishing 18 as the m i n i m u m  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 m i n i m u m  age of 

18 or 19 for the sale of cigarettes.

T he 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:

N e w  youth guidelines supplement those already adhered to by the industry. In the past, the 

tobacco industry’s efforts have included an offer to Congress -- m a d e  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.

N e w  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 to w h o m  cigarettes lawfully m a y  be sold. Cigarette samples will be distributed in 

such places only to persons 21 or older. N o  mail distribution of cigarette product samples 

will be m a d e  without a written, signed certification that the addressee is 21 or older, a 

smoker and wishes to receive a product sample.

The n e w  guidelines also require cigarette advertising on billboards to be no less than 500 

feet from any elementary, junior or senior high school or any children’s 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 is 21 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. 
T V  Guide, and others.

#  #  #
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. . .  ON YOUTH SMOKING 

TOBACCO INDUSTRY INITIATIVES

T h e  to b a c c o  in d u stry  h as  long  ta k e n  th e  p o s itio n  th a t  sm o k in g  is a n  a d u lt p rac tic e  to  b e  
co n sid e red  so lely  by m a tu re , in fo rm ed  p e rso n s . F o r  th is  rea so n , th e  in du stry  h as ta k e n  
s tric t m e a su re s  to  a d d re ss  y ou th  sm oking. F o r  ex am p le :

o  T h e  to b a c c o  in d u stry  e n d e d  ad v ertis in g  an d  p ro m o tio n  in  schoo l an d  co lleg e  
p u b lic a tio n s  an d  o n  cam p u ses in  1963.

o  In  1964, th e  in d u stry  a d o p te d  a  co d e  p ro h ib itin g  ad v ertis in g  a n d  p ro m o tio n  in 
p u b lic a tio n s  d ire c te d  p rim arily  to  p e rso n s  u n d e r  21. T h e  co d e  also  fo rb id s 
th e  u se  o f e n d o rse m e n ts  by  n o te d  sp o rts  fig u res a n d  o th e r  ce leb ritie s  w ith  
a p p e a l to  y o u th  in  advertising . I t  a lso  re q u ire s  th a t  any m o d e ls  in a d s  m ust 
b e , a n d  a p p e a r  to  b e , a t  lea s t 25 y ea rs  o ld .

o T h e  to b a c c o  in d u stry  o ffe red  v o lu n ta rily  to  e n d  co m m erc ia ls  o n  ra d io  and  
te lev is io n  in  1969. C ig a re tte  ad s le ft th e  a ir  in  ea rly  1971 as a  re su lt o f 
C o n g re ss io n a l ac tio n  p assed  th e  in d u stry ’s o ffe r  in to  law.

o A  co d e  o f  c ig a re tte  sam p ling  p rac tic e s  w as a d o p te d  in 1981. T h e  c ig a re tte  
in d u stry ’s co d e  o f  sam p lin g  p rac tices  is b r ie f  an d  to  th e  p o in t. P e o p le  w ho 
en g ag e  in  sam p lin g  a re  in s tru c ted  to  re fu se  to  give a  sa m p le  to  an y on e  w hom  
th ey  k n o w  to  b e  u n d e r  21 y ears  o f  ag e  o r  w ho , w ith o u t re a so n a b le  
id e n tif ic a tio n  to  th e  co n trary , a p p e a rs  to  b e  less th a n  21 y ea rs  o f  age.

N o  sam p lin g  activ ity  is d o n e  in  any  p u b lic  p la c e  w ith in  tw o b locks o f  you th  
activ ity  c e n te rs  su ch  as p lay g ro u nd s o r  schoo ls. If  a n  a d u lt d ec lin es o r  refu ses 
to  a c c e p t a  sa m p le  Dack, he  o r sh e  w ill n o t b e  u rg ed  to  ac c e p t it. A ll o f  th e  
in d e p e n d e n t sam r ,ig firm s sign a  c o n tra c t w hich  se ts  fo rth  s ta n d a rd s  th a t a re  
a t  lea s t as s tr ic t he o n es  in th is  co d e . A ll o f  th e  sam p ling  p e rso n n e l m ust 
b e  ad v ised , orally .id  in  w riting, o f  th e  sam p lin g  ru les . A ll o f  th e  sam p ling  
ac tiv ities  a re  m o n ito re d  tc  e n su re  co m p lian ce  w ith  th e  co d e . A ny in d iv idual 
w ho  v io la te s  th e  a rtic le s  o f  th e  sam p lin g  co d e  is su b jec t to  d isc ip lin ary  ac tio n .

o  In  1982, o n  th e  in d u stry ’s b eh alf, T h e  T o b a c c o  In s titu te  c o n d u c te d  a
n a tio n w id e  ad v ertis in g  cam p aig n  w hich  re a c h e d  110 m illion  A m e ric a n s  w ith  
th e  m essag e , "D o to b a cco  co m pan ies w a n t k ids to  sm o k e ?  N o . A s a  m a tte r  
o f  policy . N o. A s a  m a tte r  o f  p ra c tic e . N o . A s a  m a tte r  o f  fact. N o."



Youth Smoking Initiatives 
page 2

o In 1984, The Institute launched its "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.

o 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’s Report states that the prevalence of daily smoking 
among high school seniors dropped from 2 9 %  to 20% between 1976 and 1983, 
fluctuating between 18% and 19% ever since.

Daily smoking among black high school seniors fell from 2 6 %  in 1976 to 8 %  in 1987. 
Among white high school seniors, smoking declined from 2 9 %  to 2 0 %  during the same 
period.
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. . .  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.

o The President’s Council of Economic Advisors said that tobacco product 
advertising "mainly shifts consumers among brands."

o 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 is on the rise among 
teenagers and their use of smokeless tobacco has nearly quadrupled 
since 1976.

o 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

o In 1987, The President’s 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."

o The director of the National Institute of Child Health and H uman
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’s 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.

o 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 ,o advertising
- charge that tobacco advertising "causes" young people to start smuking. Prominent 
marketing experts are quick to dispute that claim.

o 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."

o In 1989, Jean Boddewyn, professor of marketing at Baruch College (City 
University of New York), edited an international survey on juvenile smoking 
conducted by The Children’s 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."

o Former Federal Trade Commission Chairman Michael Pertschuk-who as 
head of The Advocacy Institute is one of America’s most prominent anti­
smoking activists - said in 1983, "No one really pretends that advertising is a 
major determinant of smoking in this country or any other."
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... O N  Y O U T H  S M O K I N G  

R E D U C I N G  A CCESS

Health and H u m a n  Services Secretary Louis Sullivan has proposed measures whereby 

states would take n e w  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.

Those few vending machines that are located in places where youth may frequent should be supervised. The tobacco industry will support legislation in the states to accomplish this goal. This action -  not a ban on vending machines in workplaces or bars -  will help reduce youth access.
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.

o A  1989 Health and H u m a n  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 

a m o n g  them and active use is widespread." 'Hie report indicates that two of 

every three high school seniors report alcohol use in the last month.

Right now, it is illegal for cigarettes to be sold to minors in almost every state in the country. Laws are already In place. Enforcement of these laws is the best way to keep adult products, like cigarettes, from being sold to young people.
In the past -  and for the future -- the tobacco industry has maintained responsible 

positions on the issue of smoking by young people. T h e  longstanding policy of cigarette 

manufacturers is that the choice to smoke or not to smoke is to be m a d e  by informed 

adults.
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. . .  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:

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

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

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

o 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:

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

o 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;

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

o 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 is 21 or older, a smoker and wishes to receive the premium;

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

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

o not engage in paid jnovia.praduct.or_ cigarette advertising placements._______
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T h e  T o b a c c o  I n s t i t u t e

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

M I N I M U M  A G E  L A W S  F O R  SALE O F  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 Ne w  Hampshire 18

Colorado 18 New Jersey 18

Connecticut 18 N e w  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

Hawaii 18 Oregon 18

Idaho 18 Pennsylvania 18

Illinois 18 Rhode Island 18

Indiana 18 South Carolina 18

Iowa 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



What’s The 
Tobacco Industty 

Doing To Discourage 
Youth Smoking?

A Lot.
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1990 & 1991 ADVERTISING FOR 

"IT’S THE LAW"

Convenience Store News 

Progressive Grocer 

US Distribution Journal 

State Retail Trade Publications



The lobacco industry is committed to seeing this sign 
prominently displayed throughout the nation wherever 
cigarettes are sold

Why? Very simply, we do not want our products in the 
hands ol young people We never have We never will.

Using storefront, window and point-of-purchase 
displays, this sign will help you demonstrate that you observe 
state laws prohibiting tobacco sales to minors. Lapel buttons

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 ll send you the material 
you need lo get this program in \ our store

 ___

TOBACCO iNSTITUTE
im > lw>\ Hire). Wu»liiiiKtiHi, Ix: jiiuik

• The Tobarco Institute
* PO 00x41169
I Washington. DC ?00!8
I PLEASE SEND ME MORE INFORMATION 
|  OH THE “IT S THE LAW" PROGRAM
I Please Print
I NAME_________________________
j ADDRESS______________________
I_________
I 
ICITY
|  STATE01  ZIP.



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



Sm o k i n g  Sh o u l d  N o t  B e 

A  Pa r t  O f G r o w i n g  U p

O ne of the most trying aspects of being a 

parent is encouraging 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 aim ed at 

helping parents meet the challenge o f providing 

their children with the tools to resist peer pressure. 

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

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 

code and 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.

I II * t-
TOBACCO INSTITUTE

P.O. Box 411 JO, Washington, DC Z001H

r  —  —  —  —  —  —  —  —  -
, The Tobacco Institute 
I PO. Box 41130 
I Washington, DC 20018
I PLEASE SENO ME MY FREE COPY OF 
|  ’TOBACCO: HELPING YOUTH SAY NO."
j Please Print

NAME.
I
| ADORESS.
I_____
I 
I
|  STATE.
L°'__

CITY.
.ZIP.



Tobacco:



The Tobacco Institute wishes to thank the following individuals for their guidance in producing 
this publication.

Sandec Bocsc. Ms. Boese is a former chairwoman of the California State Board of 
Education and serves as publisher of Classroom Connections, Inc., a one topic tcxt-inagazinc 
for teenagers that covers current issues.
Jose Cardenas. Mr. Cardenas is executive director of the Interculturnl Development 
Research Association, San Antonio, Texas, and is well-respected nationally in educational 
circles, particularly in issues promoting improved education for Hispanic youth.
Rosemary Clarke. Ms. Clarke is a member of the Pahrump, Nevada (a suburb of Las 
Vegas), School Board. She is a past president of the National Association of State Boards 
of Education.
Jolly Ann Davidson. Ms. Davidson is co-chair of the board of trustees for Iowa's First in 
the Nation in Education Foundation and a past president of the National Association of 
State Boards of Education. Ms. Davidson has toured the country to promote the previous 
booklets in the Responsible Living Program—“Helping Youth Decide" and “Helping Youth 
Say No.”
The Rev. Michael Duda. The Rev. Duda is an ordained Presbyterian minister from the 
Boston area whose ministry is with foster children. He serves on the Rockport, Massachusetts, 
School Board.
Clifford Freeman, Esq. Mr. Freeman is a past president ol the Oregon State Board of 
Education and the National Association of State Boards of Education. He recently served on 
the Oregon governor's task force addressing juvenile justice issues. He now serves on an 
advisory board of the Northwest Laboratory, a federally funded program dealing with 
children’s problems.
Alan Irgang. In 1986, Mr. Irgang was named Outstanding High School Principal in 
Brooklyn, New York, capping a career in the New York City school system that began 
with teaching in 1956. Mr. Irgang currently serves as executive director of the well-respected 
New York City Job and Career Center, a public-private partnership th.it helps teenagers 
become productive adults.
Brenda Richards. Ms, Richards is principal of Shaed Elementary School in Washington,
D.C., which serves youngsters in one of the city's most challenging neighborhoods. The 
nature of the student body demands that Ms. Richards and her staff extend the school 
day and school week to enrich the education program, supervise children and assist parents. 
Mark Wagner. Mr. Wagner is project director of the North Dakota Prevention Resource 
Center, an organization that distributes, free of charge, materials to help parents with 
parenting problems. In that capacity, Mr. Wagner routinely reviews materials designed for 
parents and children.
Carolyn Warner. Ms. Warner served as Arizona's elected state superintendent of schools 
from 1974 through 1986. In that position she gained national recognition for reforms that 
led to increased fiscal and academic accountability. She has written extensively on education 
policy-making and currently is a member of the National Commission on the Public Service 
(the "Vole ker Commission").



Introduction

R
aising a family is one of life's greatest challenges— and one ol 

its greatest rewards. But today, it may be more difficult than 

ever because family structures are different. There has been a 

dramatic increase in single-parent families, new families created 

by remarriage and families with both parents who work out-

As a result, many parents have less time to spend with their children. Young 

people are on their own more often than in the past and are trusted with 

greater responsibilities. So establishing open lines of communication early on 

is critical. If your children can talk to you, no matter how personal the subject, 

then you can help guide them in making good decisions.

In addition to your influence, another major factor affecting the decision­

making process is the presence ot peer pressure. Peer pressure can affect 

anyone, no matter what the age. But it is an especially powerful influence on 

children, who do not have the maturity or experience to make responsible 

decisionson their own — including those decisions that may be criticized by their 

friends. Peer pressure also has an impact on children at a far earlier age than 

ever before. Building strong family relationships will help your children handle 

peer pressure and make responsible decisions.

Not smoking is one such responsible decision for children. More than likely, 

your children will be tempted by their friends to smoke. And although they 

receive lots of 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 is why you, as 

the person they depend upon the most, should use this information as a guide 

to help you help your children refrain from smoking.

“Tobacco: Helping Youth Say No" is the third in a series of booklets designed 

to increase communication between parents and children and to raise levels of 

mutual respect and trust, In the following pages, you will find some suggestions 

for talking with your children to discourage tobacco use. Part I of this booklet 

discusses the role of peer pressure and its effect on children as they learn how 

to make responsible decisions. Part 2 is aimed 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 lines of 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 12?” 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.



T h e  pressure u p o n  children to fit in, to succeed 

academically, socially or in sports, is e n o r m o u s .  

S o m e t h i n g  as simple as w e a r i n g  the “w r o n g ” 

clothes c a n  b e  a traumatic experience.

G r o w i n g  u p  today is also different f r o m  the 

w a y  it w a s  just 10 or 2 0  years a g o  b e c a u s e  society

h a s  c h a n g e d .  C h i l d r e n  are involved in adult 

activities at a far earlier age t h a n  ever before. For 

e x a m p l e ,  sexual activity a n d  p r e g n a n c y  rates 

a m o n g  teens a n d  pre-teens h a v e  escalated.



T h e  R o l e  o f  P e e r  

P r e s s u r e

Is p e e r  pressure the reason children are experi­

m e n t i n g  with adult activities? Often. M o s t  

people, a n d  especially children, w a n t  to b e l o n g  

to a group, to b e  accepted b y  those a r o u n d  them. 

S o m e  p eer pressure can b e  good: the c o m p c t i  

tion to get g o o d  g ade s  or to m a k e  the football 

t e a m  or to get a part in the school play. B u t  it can 

also b e  bad.

Peer pressure h a s  a n  e n o r m o u s  influence 

o ve r y o u r  children, a n d  the t e mptation toexperi- 

m e n t  a n d  to b e  o n e  of the g r o u p  s o m e t i m e s  

b e c o m e s  too strong to resist. It’s w h e n  peer 

pressure e n c o u r a g e s  negative b e h a v i o r  that 

parents s h o u l d  b e c o m e  concerned.

A s  parents, y o u  d o  y o u r  best to teach y o u r  

children the difference b e t w e e n  right a n d  wrong. 

B u t  it’s a tou g h  job m a d e  to u g h e r  w h e n  y o u  find 

yourself in the frustrating situation o f  h a v i n g  to 

say, “D o  as I say, not as I do.”

T h e  fact is, b y  definition children cannot, a n d  

s h o u l d  not, d o  m a n y  of the things adults c h o o s e  

to do. M o s t  parents w o r k  h a r d  to b e  a positive 

role m o d e l  for their youngsters. All y o u  c a n  d o  is 

y o u r  best. But, for e x a m p l e ,  w h e t h e r  or not 

y o u  c h o o s e  to drink or s m o k e ,  it is still y o u r  

responsibility to discourage y o u r  children f r o m  

drinking a n d  s m o k i n g ,  until they arc m a t u r e  

e n o u g h  to m a k e  those adult decisions.

O t h e r  m e m b e r s  of the family also influence 

children. Pre-teens frequently w a n t  to imitate 

their teenage brothers or sisters. W e ' v e  all heard, 

"If Jeff’s d o i n g  it, w h y  c a n’t I?" C h i l d r e n  like to 

act older t han they are.

Society also plays a role, s o m e t i m e s  forcing 

y o u n g  pe o p l e  to g r o w  u p  before they should. In 

single-parent families, lor e x a m p l e ,  the oldest 

child m a y  take o n  the role of a parent. A s  a 

result, this child m a y  feel that h e  or she has also 

"earn e d "  the right to take part in adult activities.

A  child’s natural d e v e l o p m e n t  is part of the 

equation, too. Y o u n g e r  children usually accept 

their parents' beliefs. B u t  as they g r o w  older, 

they often find themselves questioning those 

s a m e  beliefs. In their desire to b e  i n d e p endent, 

they try to balance their parents’ teachings with 

their friends’ opinions a n d  their o w n  beliefs. 

T h e y  arc searching for their o w n  identity as well 

as their i n d e p e n d e n c e ,  w h i c h  is fine. Y o u  w a n t  

t h e m  to b e c o m e  self-reliant. B u t  they still n e e d  

guidan-e, patience a n d  understanding.

A l t h o u g h  adolescent rebellion is c o m m o n ,  it is 

also true that, as parents, y o u  h a v e  m o r e  influ­

e n c e  o n  y o u r  children's behavior tha n  y o u  m a y  

feel at times. T h e  a m o u n t  of y o u r  influence can 

b e  increased b y  the trust, support a n d  u n d e r ­

standing y o u  h a v e  within y o u r  family. B y  c o m ­

m u n i c a t i n g  a n d  being involved a n d  interested 

in y o u r  youngsters’ activities, y o u  help to build 

their self-confidence— the strongest antidote for 

peer pressure.
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S t r o n g  P a r e n t s  —  

S t r o n g  C h i l d r e n

C o m m u n i c a t i o n  b e t w e e n  parents a n d  their 

children is vital to creating a loving a n d  trusting 

relationship. A s  a parent y o u  n e e d  to listen, 

e m p a t h i z e  a n d  b e  involved. A s  y o u r  child grows, 

so will outside influences. B u t  y o u r  g u i d a n c e  

will r e m a i n  the m o s t  i m p o r t a n t  influence of all 

in helping y o u r  children to b e c o m e  self-sufficient 

a n d  responsible.

S h o w i n g  a n  interest in y o u r  children’s activi­

ties a n d  helping t h e m  set realistic goals are part 

of the process of preparing t h e m  for adulthood. 

W h e n  y o u r  child a n n o u n c e s  a n  intent ion to try 

out for the track team, y o u  c a n  help b y  discussing 

the rim e  a n d  dedication n e e d e d  for training 

a n d  competition —a n d  also the rewards. If y o u r  

child w i n s  a spot o n  the team, s h o w  y o u r  support 

b y  attending the track 

m e e t s  w h e n e v e r  p o s ­

sible. Regardless of 

h o w  well y o u r  child 

does, y o u r  love a n d  

e n c o u r a g e m e n t  will 

help h i m  or her stick

with the decision and, in turn, boost y o u r  child’s 

self-confidence.

H o w e v e r ,  a loving relationship c a n  b e  threat­

e n e d  if a parent is too critical. Instead of attacking 

y o u r  child, attack the p r o b l e m  at h a n d .  If y o u r  

s o n  is c a u g h t  skipping school, d o n ’t simply sho u t  

or resort to n a m e  calling. Try to find the reason 

for his actions— p e r h a p s  h e’s ha v i n g  trouble 

with classes or his friends d a r e d  h i m  to d o  it. 

F ind o u t  w h a t  the real p r o b l e m  is so y o u  can 

w o r k  t o w a r d  solving it.

A n o t h e r  w a y  to raise strong a n d  i n d e p e n d e n t  

children is to e n c o u r a g e  responsibility a n d  

p roblem-solving at a n  early age. E v e n  five- a n d  

six-year-olds c a n  learn to pick u p  their toys, 

especially if they realize w h a t  the c o n s e q u e n c e s  

are — n o  television or b e d t i m e  story — if they 

d o n ’t. T h e  m o r e  practice children h a v e  m a k i n g  

decisions d u r i n g  the early years, the greater their 

decisio n - m a k i n g  skills will b e  later in life.



S t e p s  t o  a  R e s p o n s i b l e  

D e c i s i o n

M a k i n g  g o o d  decisions isn’t easy. Since y o u  

c a n’t b e  with y o u r  children at all times, n o r  d o  

they always w a n t  y o u  a r o u n d ,  y o u  m u s t  lay the 

g r o u n d w o r k  o n  w h i c h  they can f o r m  their o w n  

values a n d  m a k e  their o w n  j udgments. T h e y  

n e e d  y o u r  g u i d a n c e  in learning the decision­

m a k i n g  process.

O n e  w a y  to help y o u r  children learn g o o d  

decision-making skills is to let t h e m  express their 

o w n  ideas a n d  feelings at a very y o u n g  age. It’s

impor t a n t  for t h e m  to k n o w  you're interested in 

w h a t  they think. In addition, y o u  m a y  w a n t  to 

use the following steps the next time y o u  talk 

a b o u t  a t o u g h  decision with y o u r  child:

1. Discuss the problem. W h a t  is it y o u  n e e d  to d o  

or decide? W h a t  d o  y o u  k n o w  a b o u t  this issue?

2. Gctthcr more mformation. W h a t  d o  y o u  k n o w  

f r o m  other experiences that w o u l d  help? W h a t  

d o  y o u  n e e d  to k n o w  m o r e  a b o u t  before m a k i n g  

the decision?

3. List the alternatives. W h a t  are all the possible 

choices? A r e  there others you've forgotten?

4. Examine the consequences. W h a t  will b e  the 

results, g o o d  a n d  bad, of e a c h  alternative? W h a t  

are the c o n s e q uences, in the short a n d  long run, 

of each? H o w  d o  y o u  feel a b o u t  e ach choice 

today? H o w  d o  y o u  think y o u  will feel next 

w e e k ?  N e x t  year?

5. Consider feelings and values. H o w  d o  y o u  feel 

a b o u t  e a c h  alternative? E a c h  c o n s e q u e n c e ?  H o w  

d o e s  e a c h  fit with y o u r  values, y o u r  family's 

values a n d  c o m m u n i t y  expectations?

6. Choose the best possible course of action.

Try going t h r o u g h  the steps together. Y o u r  chil­

d r e n  n e e d  to k n o w  that w h a t  they h a v e  to say is 

important to you. E n c o u r a g e  t h e m  to ask questions.

O f  course, the ability to m a k e  s o u n d  decisions 

d o e s  not h a p p e n  overnight. W e  all h a v e  diffi­

culty m a k i n g  the right choice, at times. B u t  

helping y o u r  children consider the c o n s e q u e n c e s  

of eac h  alternative m a y  r e d u c e  s o m e  of the 

confusion. T h i s  will en a b l e  t h e m  to see e a c h  

situation clearly e n o u g h  to m a k e  the best 

decision possible.

O’*- - ’ •
■ • ■ .

6



i f e  is f u l l  o f  a c t i v i t i e s  i n  w h i c h  

g  y o u n g  p e o p l e  s h o u l d  n o t  t a k e

p a r t .  S m o k i n g  is o n e  o f  t h e m .

'A  S m o k i n g  is n o t  a  c h o i c e  f o r  c h i l -

B i w u i i i f  d r e n  b e c a u s e  t h e y  d o  n o t  h a v e  

t h e  m a t u r i t y  n e e d e d  t o  m a k e  j u d g m e n t s  

t h a t  w e i g h  a l l  c o n s i d e r a t i o n s .  B u t  

e x p l a i n i n g  t h a t  t o  y o u r  c h i l d r e n  c a n  

b e  d i f f i c u l t .
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Talk to y o u r  children a b o u t  s m o k i n g  before 
they consider it. S i m p l y  telling y o u r  children not 

to s m o k e  b e c a u s e  "1 said so” is unlikely to deter 

t h e m .  In fact, it m i g h t  d o  just the opposite. W h a t  

child is not t e m p t e d  to try w h a t  is forbidden?

Y o u r  children sh o u l d  b e  involved in the deci­

sion not to s m o k e .  T h a t ’s w h y  it’s i m p o r t a n t  to 

start the education process early. A s  m o s t  parents 

k n o w ,  children are naturally curious a n d  t e n d  to 

ask lots of questions. S o m e  of these questions 

c o m e  u p  be c a u s e  of s o m e t h i n g  that h a p p e n s  at

school. M a n y  schools n o w  h a v e  anti-smoking 

educational p r o g r a m s ,  e v e n  at the e l e m e n t a r y  

level. S o  it’s quite possible y o u r  child will follow 

u p  a class discussion a b o u t  s m o k i n g  with q u e s ­

tions at h o m e .

Y o u r  children’s questions a b o u t  cigarettes are 

a natural starting point for a frank discussion 

a b o u t  s m o k i n g .  A n d  e v e n  if y o u r  children d o n ’t 

raise the subject themselves, experts agree: 

Parents should.



C h i l d r e n  S h o u l d n ' t  

S m o k e

Research o n  y o u t h  s m o k i n g  tells us that children 

are heavily influenced b y  parents, friends a n d  

family m e m b e r s .  Peer pressure, in fact, is the 

single m o s t  important motivating factor outside 

the family.

C h i l d r e n  often c h o o s e  to s m o k e  with friends 

as a w a y  of fitting in. F v e n  teenagers with g o o d  

j u d g m e n t  w o u l d  s o m e t i m e s  rather defy M o m  

a n d  D a d  t h a n  reject their friends' pressure to 

s m o k e .  B u t  smart youngsters w h o  h a v e  dis­

cussed this issue with their parents a h e a d  of 

time k n o w  s m o k i n g  isn’t the w a y  to fit in.

W h a t  d o  y o u  say a b o u t  tobacco use? W h e n  

y o u  discuss w h y  y o u r  children should not s m o k e ,  

it will b e  helpful to discuss h o w  h a r d  it m a y  b e  

to not d o  w h a t  their friends m a y  b e  doing. Let 

y o u r  children k n o w  that y o u  realize it’s tough 

not to g o  along with the cr o w d .  B u t  r e m i n d  

t h e m  that it c a n  b e  "cool" to set the trend 

instead of just d o i n g  w h a t  others arc doing.

Y o u n g  people arc a w a r e  of the claims that 

s m o k i n g  presents risks to o n e ’s health. A s  the 

S u r g e o n  G e n e r a l  has stated, " B y  the time they 

reach seventh grade, the vast majority of children 

believe s m o k i n g  is d a n g e r o u s  to o n e s  health." 

H o w e v e r ,  y o u n g  p e o p l e  are not e x p e r i e n c e d  

e n o u g h  to use the information available to for­

mu l a t e  their o w n  decisions. T h a t ’s w h y  decisions 

regarding s m o k i n g  a n d  other adult activities, 

such as drinking a n d  sexual activity, should be 

m a d e  as a n  adult.

Y o u r  children also sho u l d  k n o w  it’s illegal 

to sell tobacco products to m i n o r s— a n d  in 

s o m e  places illegal for m i n o r s  to b u y  tobacco 

p r o d u c t s—e v e n  t h o u g h  tobacco products are 

legal for adults. A l m o s t  every state a n d  e v e n  

s o m e  localities h a v e  set age limits for the sale of 

tobacco products. K n o w  the laws in y o u r  state. 

A l t h o u g h  the m i n i m u m  age laws differ slightly, 

m o s t  states h a v e  declared it unlawful for retailers 

to sell cigarettes or other tobacco p roducts to 

a n y o n e  u n d e r  the age of 18.

N o t  only d o  penalties exist for the retailer 

w h o  sells tobacco products to minors, b u t  in 

s o m e  states, the y o u n g  p e r s o n  ca u g h t  b u y i n g  

cigarettes is also p u n i s h e d  b y  fines a n d / o r  

c o m m u n i t y  service. R e m i n d  y o u r  children that 

they could land themselves in trouble or get 

s o m e o n e  else in trouble if they try to b u y  

tobacco products.

9



T h e  fallowing s a m p l e  conversation m a y  

b e  helpful in explaining w h y  y o u r  children 

s h o u l d n’t s m o k e .

D a u g h t e r  ( a g e  10): W e  h a d  a special teacher 

c o m e  to class to d a y  to talk a b o u t  s m o k i n g .  S h e  

told us that w e  s h o u l d n’t s m o k e  a n d  that s m o k ­

ing is b a d  for you. But I see p e o p l e  s m o k i n g  all 

the time. D a d .  W h y  d o  they d o  it?

F a t h e r :  Y o u r  teacher is right w h e n  s h e  says y o u  

s h o u l d n’t s m o k e .  S o m e  adults m a y  c h o o s e  to 

s m o k e  b u t  there are m a n y  activities in w h i c h  

y o u n g  p e o p l e  shouldn't participate. Y o u r  friends 

m a y  b e  s m o k i n g  b e c a u s e  they think it's cool for 

kids to « m o k e ,  b u t  it’s not. C h i l d r e n  shouldn't

s m o k e .  T h a t ’s w h y  it’s against the law to sell y o u  

cigarettes—y o u ’re not old e n o u g h  to b u y  the m .

S o n  ( ag e  16): C ' m o n ,  D a d ,  give m e  a break! 

Lots o f  kids s m o k e  at school. It’s n o  big deal. 

Besides, I'm 16 a n d  c a n  drive a car. S o  w h y  c a n’t 

I s m o k e  if I w a n t  to?

F a t h e r :  It is a big deal. Just b e c a u s e  other kids 
s m o k e  at school d o e s n’t m e a n  y o u  h a v e  to. Hey. 

if ot h e r  kids ask e d  y o u  to cheat o n  a n  e x a m ,  

w o u l d  y o u  d o  it? W e  b oth k n o w  y o u ’re smarter 

t han that.

S o n :  Yeah. I’m  smart, but I'll look like a n e r d  if 

I d o n ’t s m o k e  cigarettes with the m .

Fa t h e r :  I k n o w  it’s not 

easy b e i n g  teased at 

school, b u t  y o u  d o n ’t 

h a v e  to follow their 

lead. M o s t  kids don’t 
s m o k e .  W h y  don't y o u  

b e  the leader a n d

e n c o u r a g e  your 

friends not to s m o k e ?
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H e l p i n g  Y o u t h  S a y  N o

E n c o u r a g e  y o u r  children to discuss their reason., 

for s m o k i n g ,  or w h y  they are thinking a b o u t  

it. T h i s  will better en a b l e  y o u  to r e s p o n d  to 

their n e e d s  a n d  concerns. In you r  discussions, 

try to avoid correcting, criticizing or c o m m a n d ­

ing. A  w a r m  a n d  trusting e n v i r o n m e n t  fosters 

a n  o p e n  dialogue tor e x a m i n i n g  the c o m p l e x  

issues s u r r o u n d i n g  tobacco use.

A s  parents, y o u  n e e d  to help y o u r  children 

practice saying n o  to s m o k i n g ,  a n d  to other 

inappropriate activities. A l t h o u g h  y o u n g  people 

arc m o r e  likely to express their individuality if 

there’s little risk of e m b a r r a s s m e n t ,  they n e e d  to 

u n d e r s t a n d  the i m p o r t a n c e  of standing u p  to 

the rest of the cr o w d .

Naturally, n o  matter w h a t  their age, children 

often rebel against the thought of too m u c h  

parental control. B u t  o n c e  they realize h o w  

m u c h  they arc being affected b y  p eer pressure, 

they m a y  not like the idea of being controlled 

b y  their friends, either.

H o w  to say n o  is a n  important lesson for 

y o u r  children. Its not always easy for children 

to say n o  o n  their o w n ,  so w h y  not tell y o u r  

children to use y o u  as a n  excuse? For e x a m p l e ,  " A  

cigarette? N o  thanks, m y  parents w o u l d  g r o u n d  

m e  for a m o n t h  if they caught m e  smoking."

O r  suggest using h u m o r  to help ease a tense 

situation. "1 w o u l d n ’t see the car keys till I'm 35! 

S m o k i n g ’s not w o r t h  that!"

It’s also a g o o d  idea to advise y o u r  childri n 

to b e  p r e p a r e d  for p r o b l e m s  that m a y  arise. 

E n c o u r a g e  t h e m  to picture in their m i n d s  a situ­

ation they m a y  face d u r i n g  or after school. T h e n  

ask t h e m  to picture h o w  they w o u l d  deal w ith 

that situation. T h i s  will better e q u i p  y o u r  chil­

d r e n  to deal wit h  difficult situations.

Y o u  c a n  also hel p  y o u r  children say n o  to 

s m o k i n g  b y  sharing experiences. Y o u  m a y  h a v e  

a story f r o m  y o u r  childhood that's appropriate. 

P e r h a p s  y o u  w e r e  o n c e  faced with being l a u g h e d  

at if y o u  d i d n’t s m o k e  with the rest of the c r o w d .  

Y o u r  child c a n  benefit f r o m  the k n o w l e d g e  that 

h e  or s h e  isn't the only o n e  w h o  has h a d  to face 

this type of situation.
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W h e n  Y o u  H a v e  T o  

S a y  N o

After y o u  h a v e  talked a b o u t  w h y  children 

shouldn't s m o k e ,  a pre-teen child is m o r e  likely 

to accept y o u r  decision o n  s m o k i n g  as their o w n .  

H o w e v e r ,  teenagers m a y  believe they are still 

capable o f  m a k i n g  their o w n  choice, so s o m e ­

times y o u  m u s t  step in a n d  lay d o w n  s o m e  rules. 

Setting limits is part of bei n g  a parent.

O n c e  y o u ’ve  m a d e  y o u r  v i e w p o i n t  k n o w n  o n  

the issue, b e  firm, fair a n d  especially consistent 

with the rules y o u  set forth. E n c o u r a g e  y our 

children to use y o u r  

rules as a n  excuse not 

to g o  alon g with the 

rest of the crowd. It 

helps to lift s o m e  of 

the pressure off their 

shoulders.

A l t h o u g h  they m a y  not s h o w  it at the time, 

children are grateful tor parental g u i d a n c e  w h e n  

it helps t h e m  with a p r o b l e m  they’re not sure 

h o w  to solve. W h e n  parents use a firm, b u t  caring 

tone, y o u n g e r  children are m o r e  willing to accept 

their parents’decisions, a n d  older children recog­

nize it as a n  expression ot their parents’ love 

a n d  respect.

W o r k i n g  together, parents c a n  h elp  their 

children decide not to s m o k e .

If y o u  w o u l d  like additional information a n d  

g u i d a n c e  to help y o u r  children h a n d l e  other 

difficult decisions, please write for y o u r  copies 

of “H e l p i n g  Y o u t h  De c i d e "  a n d  “H e l p i n g  Y o u t h

S a y  N o :  A  P arent’s 

G u i d e  to H e l p i n g  

T e e n a g e r s  C o p e  

W i t h  Peer Pressure."



Communi­
cation
T h i s  b o o k l e t  h a s  s e t  t h e  s t a g e  

f o r  a  f r a n k  d i s c u s s i o n  

b e t w e e n  y o u  a n d  y o u r  

c h i l d r e n  a b o u t  s m o k i n g .  B u t  

b e f o r e  y o u  b e g i n  t a l k i n g  

a b o u t  t h i s  t o u g h  t o p i c ,  y o u  n e e d  t o  m a k e  

s u r e  t h e  l i n e s  o f  c o m m u n i c a t i o n  a r e  

w i d e  o p e n .  Y o u  a n d  y o u r  c h i l d r e n  c a n  

s t a r t  b y  c o m p l e t i n g  t h e  q u e s t i o n n a i r e s  

a n d  c o n d u c t i n g  a  “r o l e  r e v e r s a l ” e x e r c i s e .



Y o u t h  Q u e s t i o n n a i r e

Titlvl " 2  a n  inventory o f  y o u r  children’s feelings 
about you, a n d  their perceptions of y o u r  relation­

ship, will help d e v e l o p  a better rapport. If the 

lines arc already o p e n ,  the following exercises 

m a y  help y o u  m a k e  that e x c h a n g e  e v e n  better.

T h e  questionnaires in the b a c k  of this booklet 

should b e  separated a n d  a n s w e r e d  b y  e a c h  of 

y o u  independently. F o r  the best results, d o  not

discuss the questions or look at e a c h  o t h e r’s 

a n s w e r s  until b o t h  of y o u  are finished.

O n c e  the questionnaires arc c o m p l e t e d ,  

discuss e a c h  a n s w e r  with y o u r  children. Y o u  

will gain a better u n d e r s t a n d i n g  of h o w  effective 

the lines o f  c o m m u n i c a t i o n  are in y o u r  family, 

a n d  w h e r e  they c a n  b e  i m p r o \  ed. B y  k n o w  ,ng 

w h e r e  the lines of c o m m u n i c a t i o n  are strong, 

y o u  c a n  build o n  these strengths. A n d  b y  recog­

nizing w h e r e  there are weaknesses, y o u  c a n  w o r k  

with y o u r  children to eliminate t h e m
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C h a n g i n g  P l a c e s

Y o u ' v e  p r o b a b l y  h e a r d  the expression a b o u t  

putting yourself "in s o m e o n e  else’s s h o e s” to 

u n d e r s t a n d  a certain situation. It m i g h t  b e  help­

ful to a s s u m e  the role o f  y o u r  child, while y o u r  

child pret e n d s  to b e  the parent. T h i s  exercise, 

called “role reversal," helps build a better u n d e r ­

standing of e a c h  other’s feelings, a n d  heips teach 

y o u  a n d  y o u r  child the art of effective listening.

T h e  following are several stories that n e e d  to 

b e  finished. E a c h  of y o u  s h o u l d  take a turn to 

finish acting o u t  the situation.

R e m e m b e r :  Y o u  are to play the part of the 

child. Y o u r  teenager is to play the pr.rr of the 

parent. D o n ’t m a k e  light of this g a m e ;  play it 

seriously for the best results. A n d  follow these 

basic guidelines:

1) Be direct and honest

2) Don't dwell on past jnistakes

3) Be respectful o f each other

S t o r y  #  Is M o n d a y  is "skip d a y  a n  unofficial 

holiday for students at T o m ’s high school. T o m  is 

thinking a b o u t  taking the d a y  off—all o f  his 

friends,ire—but h e  k n o w s  that his parents w o u l d  

not approve, and, if they f o u n d  out, w o u l d  p r o b ­

ably g r o u n d  him. H e  calls his friend Steve a n d ...

S t o r y  #  2: S u s a n  has a g o o d  friend n a m e d  Beth. 

O n e  day, B e t h  pulls her aside in the locker r o o m  

a n d  tells S u s a n  that she took s o m e  cigarettes 

f r o m  her older sister a n d  that she w a n t s  to s m o k e  

t h e m  after school. B e t h  asks S u s a n  to join her. 

After school, S u s a n  m e e t s  B e t h  a n d  tells B e t h ...

S t o r y  #  3: M a r t h a  is at a party with a b o u t  2 0  

other friends. E v e r y o n e  is h a v i n g  fun, dancing, 

talking, listening to music. Peter pulls o u t  a p a c k  

of cigarettes a n d  begins passing t h e m  o u t  to 

pe o p l e  in the r o o m .  H e  turns to M a r t h a  to offer 

her o n e  a n d  she...

S t o r y  #  4: D e n n i s’ parents w e r e  out of t o w n  

o n e  w e e k e n d .  Dennis, w h o  is 17, a n d  his older 

brother, Greg, w h o  is 22, decide to h a v e  s o m e  

friends o v e r  to w a t c h  a basketball g a m e  o n  tele­

vision. G r e g  s friends 

arrive with a n  ice chest 

fullof beer. T h e y  begin 

offering the b e e r  to 

D e n n i s  a n d  his high 

school friends and...
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P a r e n t
Q u e s t io n n a ir e
1) W h e n  m y  (son) (daughter) is upset a b o u t  

somet h i n g ,  (he) (she) usually:

a. d o e s  not share (his) (her) feelings 

w i t h  m e .

b. tells m e  a b o u t  it.

2) I s p e n d  a b o u t ___________ a w e e k  talking with

m y  (son) (daughter). 1 think we:

a. s h o u l d  s p e n d  m o r e  t i m e  talking.

b. s p e n d  e n o u g h  time talking.

3) W h e n  m y  (son) (daughter) is upset a b o u t  

somet h i n g ,  I usually: (check the o n e  that 

c o m e s  the closest)

a. a s s u m e  that the p r o b l e m  isn’t all that 

serious.

b. take the time to listen.

c. recognize that there is a p r o b l e m  a n d  I 

a m  ofren correct a b o u t  w h a t  it is,

d. b e c o m e  d e e p l y  involved -  giving freely of 

m y  experience a n d  advice.

4) List y o u r  (son’s) ( d a u g h t e r’s) five close ' 

friends in order  of importance.

6) In the past f e w  weeks, the o n e  thing chat 

b o t h e r e d  m y  (son) (daughter) a b o u t  our 

relationship was:

7) W h e n e v e r  I say I a m  p r o u d  of m y  (son) 

(daughter), it is usually because (he) (she):

8) W h e n  I get m a d  at (him) (her), it is usually 

b e c a u s e  (he) (she):

9) T h e  biggest decision m y  (son) (daughter) has 

ever m a d e  o n  (his) (her) o w n  was:

10) T h e  toughest decision (he) (she) ever m a d e  

with m y  hel p  was:

5) In the past f e w  weeks, the o n e  thing that 

b o t h e r e d  m y  (son) (daughter) the m o s t  was:



1) W h e n  I a m  upset a b o u t  something, I usually:

a. k e e p  it to myself a n d  d o n ’t tell a n y o n e  

a b o u t  h o w  1 a m  feeling.

b. tell m y  ( m o t h e r )  (father) a b o u t  it.

c. tell m y  best friend a b o u t  it.

2) 1 s p e n d  a b o u t __________ a w e e k  talking w i t h

m y  ( m o t h e r )  (father), 1 think we:

a. s h o u l d  s p e n d  m o r e  time talking.

b. s p e n d  e n o u g h  time talking.

3) W h e n  s o m e t h i n g  is upsetting m e ,  m y  

( m o ther) (father) usually: (check the o n e  

that c o m e s  the closest)

a. acts like m y  p r o b l e m s  a r e n’t all that serious.

b. stops w h a t e v e r  (she) (he) is d o i n g  to 

listen to m e .

c. figures it o u t  before I say anything.

d. starts lecturing m e .

4) List y o u r  five closest friends in ord e r  of 

importance. Write the o n e  w o r d  that 

describes w h y  y o u  like t h e m  next to their 

n a m e ,  like: J o h n — friendly.

6) In the past f e w  weeks, the o n e  thing that 

b o t h e r e d  m e  the m o s t  a b o u t  m y  (mother) 

(father) was:

7) W h e n e v e r  m y  (mother) (father) says (she) 

(he) is p r o u d  o f  m e ,  it is usually b e c a u s e  I:

8) W h e n  m y  ( m o t he r)  (father) gets m a d  at m e ,  

it is usually b e c a u s e  I:

9) T h e  biggest decision 1 h a v e  ever m a d e  o n  m y  

o w n  is:

10) T h e  toughest decision I ever m a d e  wit h  the 

h e lp  of m y  parents was:

5) In the past f e w  weeks, the o n e  thing that 

b o t h e r e d  m e  the m o s t  was:
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War on drugs must include battle against tobacco
By REP. K A Y  B R O W N

Any meaningful discus­sion about the threat of drugs should start with the one drug that is rlcarly the most serious threat to our youth — tobacco.While n great deal of me­dio and popular press atten­tion is focused on the socalled "hard" drugs like cocaine and crack, tobacco is dearly and without serious question the most substan­tial drug threat when mea­sured objectively:• 390,01)0 Americans die each year of diseases caused by cigarettes — approxi­mately one person each min­ute. -H people every hour, I.0G8 each day.• Tobacco causes more premature death than AIDS, use of heroin, rocaine and alcohol, fire, automobile ac­cidents, homicides and sui­cides combined — more Americans die each year from smoking related illness than died in all of World War II• Smoking by pregnant women has been linked lo

fetal and Infant mortality. Low birth weight (associated with mental retardation and other developmental and heai.h problems) has been conclusively linked to the number of cigarettes smoked during pregnancy.While respecting the rights of informed adults to make choices about their personal lives, we must also work to prevent young chil­dren from falling victim to tobacco addiction. Illness and death.
Tobacco Products and Minors Tobacco (nicotine) Is highly addictive. In fact, studies document that the success rate for quitting smoking is lower than the success rate of programs to stop using heroin. Phillip Morris is far more of n threat to children in this country than Manuel Noriega ever was, even on his best day.

Hooking kids on tobacco is big business. Sixty per­cent of current smokers started by age It; 90 percent

0*rv>, c*o»o
Rep. Kay Brown

by age 19. The tobacco indus­try makes $250 million a year from the direct sales of cigarettes to children.
We must Increase efforts to prevent youth from being seduced by subtle and so­phisticated advertising cam­paigns.Young, impressionable

adolescents are precisely the market segment most easily influenced by advertising. Each child who becomes ad­dicted to cigarettes as n mi­nor is, In effect, an "invest­ment" for the tobacco industry that will pay divi­dends (tobacco purchases) in­to the future.Willie strongly supporting the right of adults to make informed choices on their own, we must prevent profi­teering premised on the ad­diction of children to sub­stances that will Injure and kill them. An estimated I billion packs of cigarettes arc sold to children in this country each year, and trials observing minors attempting to purchase cigarettes have found that minors arc able lo illegally purchase tobacco products more than 70 per­cent of the lime.Tougher I.aws Needed • to Protect Children Last session the state legis­lature took steps lo curtail the illegal sales of tobacco to children. HB Ml established a requirement that busi­

nesses selling tobacco prod­ucts obtain a specific "li­cense endorsement. The state Department of Com­merce and Economic Devel­opment can suspend the li­cense endorsement for illegal sales to minors.We hear a lot about the "war on drugs." Yet, there are roughly 170 tobacco-re­lated deaths for every one attributed to cocaine. Tobac­co-related illness and death costs the nation about $52 billion annually,
Still, in the face of incon­trovertible evidence that to­bacco is the most deadly of all drugs, our society lias a generally passive attitude toward the enforcement of tobacco laws. It is grossly inconsistent to largely ig­nore illegal tobacco sales that result in the addiction, disability and eventual death of children while try­ing to maintain support for the "war on drugs."
And it sends the wrong message to children. The failure lo aggressively en­

force tobacco laws under­mines the credibility of all efforts to combat drug nbuse.Wlille the tobacco indus­try recently pledged to do a better job educating children about the dangers of tobaeeo products, it is clearly not enough. The tobacco indus­try's very economic exis­tence is based on recruiting future smokers. The indus­try cannot be dusted with the task of self-regulation.Stronger prevention and law enforcement efforts are needed. Prevention and on forcemenl efforts to curb il­legal tobacco sales to minors not only will help reduce the nation's leading cause of preventable death, it will also, perhaps most impor­tantly. send a consistent message to minors about the "war on drugs" and the dan­gers of drug abuse

D Rep. Kay Brown Is a stale legislator representing down­town Anchorage.
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Study attributes
400,000 deaths 
to past smoking
By ROBERT BYRD
The Associated Press

A T L A N T A  — M o r e  A m e r ­

icans are quitting s m o k i n g ,  

a n d  m o r e  are d y i n g  — n o w  

m o r e  than 400,000 a y e a r  — 

as the habits of the 1950s 

a n d  '60s t ake a n  increasing 

toll, federal health officials 

said T h u r s d a y .

T h e  national Centers for 

D i s e a s e  C o n t r o l  r e p o r t e d  

that 434,175 A m e r i c a n s  died 

f r o m  s m o k i n g  in 1988, u p  11 

pe rcent f r o m  t h e  390.000 

deaths attributed to s m o k ­

ing in a  1985 study.

T h o s e  n u m b e r s  reflect a 

steady, d e a d l y  trend, C D C  

researchers said. B a c k  in 

1965, the calculated toll f r o m  

s m o k i n g  deaths w a s  188,000.

“T h e  p r o b l e m  is, w e  are 

n o w  p a y i n g  for w h a t  h a p ­

p e n e d  20, 30 years ago, w h e n  

large n u m b e r s  of p e o p l e  

s m o k e d  in large a m o u n t s , "  

said Dr. W i l l i a m  Roper, di­

rector of the Atlanta-based 

C D C .
" E v e n  t h o u g h  the percent­

age of A m e r i c a n s  n o w  s m o k ­

ing is l o w e r  t h a n  in the past, 

the b u r d e n  of the past p ra c ­

tice is c o m i n g  clear."

T h a t  b u r d e n  i n c l u d e s  

m o r e  t h a n  100,000 a n n u a l  

deaths f r o m  lung cancer, the 

leading cause of s m o k i n g - r e ­

lated deaths, R o p e r  noted. 

T h e  C D C  reported 111,985 

smoking-related lun g  cancer 

deaths for 1988, u p  f r o m

106,000 in 1985 a n d  38.100 in 

1965.
"It takes 10, 20 years for 

the cancer caused b y  s m o k ­

ing to result," h e  said.

S m o k i n g  also resulted in

48,896 other cancer deaths,

such as m o u t h  cancers a n d  

pancreatic cancer, in 1988;

201,002 deaths f r o m  cardio­

v a s cular diseases s u c h  as 

heart disease a n d  arterial 

disease; a n d  82,857 deaths 

f r o m  respiratory diseases 

such as bronchitis a n d  e m ­

p h y s e m a ,  a m o n g  o t h e r  

causes.

T h e  C D C  also said 3,825 

Am e r i c a n s '  died f r o m  lung 

c a n c e r  c a u s e d  b y  o t h e r s’ 

s m o k i n g ,  or passive s m o k e .  

B u t  the C D C ’s statistical for­

m u l a s  d o  not yet include 

p a s s i v e  s m o k i n g  d e a t h s  

f r o m  heart diseases, w h i c h  a 

recent stu d y  estimated at

37.000 a year.

R o p e r  said health officials 

h o p e  the increasing d e a t h  

toll f r o m  s m o k i n g  will t u m  

around, given recent trends 

t o w a r d  stopping s m o k i n g .

C D C  researchers estimate 

that a b o u t  29 p e rce nt of 

A m e r i c a n s  s m o k e ,  d o w n  

f r o m  30 percent in 1985 a n d  

40 percent in 1964, the y e a r  | 

of the l a n d m a r k  s u r g e o n  

general's w a r n i n g  against 

s m o k i n g .

" W e ’ve seen a reduction 

in s m o k i n g  percentages for 

several years n o w ,  a n d  I 

h o p e  that b y  the year 2000 

... we're going to begin to 

see a decline in actual n u m ­

bers of smoking-attributable 

illnesses a n d  deaths," R o p e r  

said.

" B u t  that's heavily d e p e n ­

dent o n  b e h a v i o r  patterns 

right n o w ,  a n d  we're a n x ­

ious to get the m e s s a g e  e s p e ­

cially to y o u n g  people, 

y o u n g  w o m e n ,  w h o  tend to 

b e  the largest p e r c e n t a g e  

s m o k e r s . "
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War on drugs must include battle against tobacco
By Rl-P. K A Y  B R O W N

Any meaningful discus­sion about (lie threat of drugs should start with the one drug that is clearly the most serious threat to our youth — tobacco.While a great deal of me­dia and popular press atten­tion Is focused on the socallcd "hard" drugs like cocaine and crack, tobacco is clearly and without serious question the most substan­tial drug threat when mea­sured objectively:• 390,01)0 Americans die each year of diseases caused by cigarettes — approxi­mately one person each min­ute. 44 people every hour, I.OGH each day.• Tobacco causes more piematurc death than AIDS, use of heroin, cocaine and alcohol, fire, automobile ac­cidents, homicides and sui­cides combined — more Americans die each year from smoking-related illness than died in all of World War II.• Smoking by pregnant women has been linked to

fetal and infant mortality. Low birth weight (associated with mcntnl retardation and other developmental and health problems) has been conclusively linked to the number of cigarettes smoked during pregnancy.While respecting the rights of informed adults lu make choices about their personal lives, we must also work to prevent young chil­dren from falling victim to tobacco addiction, Illness and death.
Tobacco Products and Minors Tobacco (nicotine) is highly addictive. In fact, studies document that the success rate for quitting smoking is lower than the success rate of programs to stup using heroin. Phillip Morris is far more of a threat to children in this country than Manuel Noriega ever was, even on his best day.

Hooking kids on tobacco is big business. Sixty per­cent of current smokers started by age 14: 90 percent

Ow>y D*v*i £*<*>
Rep. Kay Brown

by age 19. The tobacco indus­try makes $250 million a year from the direct sales of cigarettes to children.
We must Increase efforts to prevent youth from being seduced by subtle and so­phisticated advertising cam­paigns.Young, impressionable

adolescents arc precisely the market segment most easily influenced by advertising. Each child who becomes ad­dicted to cigarettes as a mi­nor is. In effect, an "invest­ment" for the tobacco industry that will pay divi­dends (tobacco purchases) In­to the future.While strongly supporting the right of adults to make informed choices on their own, we must prevent profi­teering premised on the ad­diction of children to sub­stances that will injure and kill them. An estimated 1 billion packs of cigarettes arc sold to children in this country each year, and trials observing minors attempting to purchase cigarettes have found (hat minors are able to illegally purchase tobacco products more than 70 per­cent of the time.Tougher Laws Needed • to Protect Children Last session llie state legis­lature took steps to curtail the illegal sales of tobacco to children. HEJ 141 established a requirement that busi­

nesses selling tobacco prod­ucts obtain a specific "li­cense endorsement." The state Department of Com­merce and Economic Devel­opment can suspend the li­cense endorsement for illegal sales to minors.We hear a lot about the "war on drugs." Yet, there are roughly 170 tobacco re­lated deaths for every one attributed to cocaine. Tobac­co-related illness and death costs the nation about $52 billion annually.
Still, in the face of incon­trovertible evidence that to­bacco is the most deadly of all drugs, our society has a generally passive attitude toward the enforcement of tobacco laws. It Is grossly Inconsistent to largely ig­nore illegal tobacco sales that result in the addiction, disability and eventual death of children while try­ing to maintain support for the "war on drugs."
And it sends the wrong message to children. The failure to aggressively en­

force tobacco laws under­mines the credibility of all efforts to combat drug abuse.While the tobacco indus­try recently pledged to do a better job educating children about the dangers of tobacco products, it Is clcurly not enough. The tobacco indus­try's very economic exis­tence is based on recruiting future smokers. The indus­try cannot be trusted with the task of self-regulationStronger prevention and law enforcement efforts are needed. Prevention and en forcement efforts to curb il­legal tobacco sales to minors not only will help redure the nation's leading cause of preventable death, it will also, perhaps most impor­tantly. send a consistent message to minors about the "war on drugs" and the dan­gers of drug abuse.

I!) Rep. Kay Brown Is a stale legislator representing down­town Anchorage.
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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 /o r patrons watched but did not intervene.

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

Restaurants 11 Hotel 1
Bars 8 Video Arcade 1
Pizza Parlors 5 Ice Cream Parlor 1
Supermarkets 4 Other 2
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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Study attributes
400,000 deaths 
to past smoking
By ROBERT BYRD
The Associated Press

A T L A N T A  — M o r e  A m e r ­

icans are quitting s m o k i n g ,  

a n d  m o r e  are d y i n g  — n o w  

m o r e  than 400,000 a y e a r  — 

as the habits of the 1950s 

a n d  '60s take a n  increasing 

toll, federal health officials 

said T h u r sda y.

T h e  national Centers for 

D i s e a s e  C o n t r o l  r e p o r t e d  

that 434,175 A m e r i c a n s  died 

f r o m  s m o k i n g  in 1988, u p  11 

percent f r o m  the 390.000 

deaths attributed to s m o k ­

ing in a 1985 study.

T h o s e  n u m b e r s  reflect a 

steady, deadly trend, C D C  

researchers said. B a c k  in 

1965, the calculated toll f r o m  

s m o k i n g  deaths w a s  188,000.

" T h e  p r o b l e m  is, w e  are 

n o w  p a y i n g  for w h a t  h a p ­

p e n e d  20. 30 years ago, w h e n  

large n u m b e r s  of p e o p l e  

s m o k e d  in large a m o u n t s , "  

said Dr. W i l l i a m  Roper, di­

rector of the Atlanta-based 

C D C .
" E v e n  t h o u g h  the percent­

a g e  of A m e r i c a n s  n o w  s m o k ­

ing is l o w e r  t han in the past, 

the b u r d e n  of the past p r a c ­

tice is c o m i n g  clear."

T h a t  b u r d e n  i n c l u d e s  

m o r e  t h a n  100,000 a n n u a l  

deaths f r o m  lung cancer, the 

leading cause of s m o k i n g - r e ­
lated deaths, R o p e r  noted. 

T h e  C D C  reported 111,985 

s moking-related lung cancer 

deaths for 1988, u p  f r o m

106.000 in 1985 a n d  38,100 in 

1965.
"It takes 10, 20 years for 

the cancer caused b y  r m o k -  

ing to result." h e  said.
S m o k i n g  also resulted in

48,896 other cancer deaths,

such as m o u t h  cancers a n d  

pancreatic cancer, in 1988;

201,002 deaths f r o m  cardio­

v a s c u l a r  diseases s u c h  as 

heart disease a n d  arterial 

disease; a n d  82,857 deaths 

f r o m  respiratory diseases 

such as bronchitis a n d  e m ­

p h y s e m a ,  a m o n g  o t h e r  

causes.

T h e  C D C  also said 3.825 

A m e r i c a n s '  died f r o m  lung 

c a n c e r  c a u s e d  b y  others' 

s m o k i n g ,  or passive s m o k e .  

B u t  the C D C ’s statistical for­

m u l a s  d o  not yet include 

p a s s i v e  s m o k i n g  d e a t h s  

f r o m  heart diseases, w h i c h  a 

recent s t u d y  estimated at

37,000 a year.

R o p e r  said health officials 

h o p e  the increasing dea t h  

toll f r o m  s m o k i n g  will t u m  

around, given recent trends 

t o w a r d  stopping s m o k i n g .

C D C  researchers estimate 

that a b o u t  29 pe r c e n t  of 

A m e r i c a n s  s m o k e ,  d o w n  

f r o m  30 percent in 1985 a n d  

40 percent in 1964, the y e a r  | 

of the l a n d m a r k  s u r g e o n  

general's w a r n i n g  against 

s m o k i n g .

" W e ' v e  seen a reduction 

in s m o k i n g  percentages for 

several years n o w ,  a n d  I 

h o p -  that b y  the y e a r  2000 

... we're going to begin to 

see a decline in actual n u m ­

bers of smoking-attributable 

Illnesses a n d  deaths," R o p e r  

said.

" B u t  that's heavily d e p e n ­

dent o n  b e h a v i o r  patterns 

right n o w ,  a n d  we're a n x ­

ious to get the m e s s a g e  esp e ­

cially to y o u n g  people, 

y o u n g  w o m e n ,  w h o  tend to 

b e  the largest p e r c e n t a g e  

s m o k e r s . "



G8 Ancnoraqe Oaily News Weonesoay, February 21. 1990

A n c h o r a g e  D a i l y  N e w s

Mfctttel Carry, Edam Pm» E&U
K»lh«nn» Penning, Editor and Publisher 1971 lo 19&3 
Lawrence Fanning, Editor and Publisher 194710 1971

Founded in 1940 by Norman C. Brown

.  .  1
S m o k i n g ’ s  i l l s
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 tha t w hile less than one-third of the American

p o p u la tio n  is s t i l l  
smoking, smokers cost 
the nation mors than $52 
billion a year.

Predictably, m ost of ( 
the costs are for health ' 
care. The cancers and 
respiratory ills linked to 
smoking are among the 
costliest diseases known.
On top of the price tag ; 
documented in the De­
partment of Health and 
Human Services study, 
treating  sm oking's v ic­
tim s also has a m ore 
subtle effect: It mono­

polizes health-care professionals' time and equipment. '
One of the w orst aspects of the cost of smoking is 

that non-smokers bear such a huge part of it. 
Sm okers' illnesses boost health-care costs and 
insurance for everybody, smoker and non-smoker. 
And Illnesses resulting from 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. Ideally, 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, m inorities and young people — into the 
smoking fold.

Anti-smoking efforts have picked up in recent I 
years. And the new study demonstrates that these 
campaigns are justified. The cost of smoking has j 
reacned intolerable levels and must be curbed. j
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W hile we are neutral tow ard the bill, w e m ust point out the opporruntiy  costs. 
Cam ps will in essence add to a contractor's overhead thus raising the cost of rem ote 
projects. As w e operate w ith  a fixed am ount of federal mcr.ey for airport and 
h ighw ay im provem ents, w e will lose some purchasing  power. Or. state-funded 
projects, rem ote projects will also require an increm entally larger appropriation . 
Estim ates of these costs are found in o u r Fiscai Note.

Finally, w e w ould  like to offer a nom inal am endm ent. The Association of G eneral 
Contractors has requested that it be m ade explicit tlv.it w hen a camp is required, the 
state take steps to provide the site and secure necessary perm its. It has always been 
our in ten t that w e do  so, because it rem oves the possibility of "sweetheart" deals 
regarding a site and prevents und u e  delays w hile the contractor seeks perm its; w e 
endorse a statu tory  requirem ent. Recom m ended i? (he following:

Section 1, paragraph  (d) Unless a state construction contract is exem pt under 
(b) or (c) of this section, the specifications for the contract m ust contain a 
provision setting ou t the requirem ent for p rovid ing  food and housing  at 
rem ote construction sites and the optional provisions for transportation  
services. W hen this provision is required the contract m ust include a 
designated site and relevant osrrnits for the p lacem ent of contractor 
fu rn ished  housing .

For F u r th e r  I n f o r m a t i o n  c o n t a c t  K a t \ j  M c H u g h  a t  405-3000;



A N A L Y S I S  (cont.JV-Qnrj u u mJLH

BsfljMaas
There will be 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 public 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.

Operating., Costa
Administrative costs of establishing new contract specifications and having them reviewed by the 
Attorney General's office, regional staff and federal agencies will be borne by existing operating 
budgets.

Qcnommi.tv Costsi .Federal-Aid.Caoital Programs
While not a new cost requiring an appropriation the bill has the effect of raising costs on cenain 
federal-aid highway and aviation projects and thereby reducing buying power. This cost is 
essentially an opportunity cost to the program. It is estimated at S2.0 to 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. It does 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 camp would 
contribute about 10% additional expense to these projects. 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.

S T A T E  O K  A L A S K A  BILL NUMBER: CSHB89
1991 L E G I S L A T I V E  SESSION i

REV 2 /7 /9 1 Page 2 of 1
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R E P R E S E N T A T IV E  R IC H A R D  FO S T E R

* I i n t r o d u c e d  t h i s  b ill, a f t e r  d is c u s s io n s  w i th  s o m e  
c o n s t r u c t i o n  u n io n  r e p r e s e n t a t i v e s ,  i n  o r d e r  to  r e s o lv e  t h e  
p r o b le m s  t h e  s t a t e 's  r e m o t e  c o n s t r u c t i o n  p r o je c t s  h a v e  i n c u r r e d .  
T h e  p r o b le m s  s im p ly  p u t  a r e  t h e  u n h e a l t h y  l iv in g  c o n d i t io n s  f o r  
t h e  c o n s t r u c t i o n  w o r k e r s  o n  t h o s e  p r o je c t s .

* I t  w a s  b r o u g h t  to  m y  a t t e n t i o n  t h a t  w o r k e r s  o n  m a n y  o f t h e  
p r o j e c t s  w e  a r e  b u i ld in g  a r o u n d  t h e  s t a t e  h a v e  t e r r i b l e  l iv in g  
c o n d it io n s .  I t  w a s  r e p o r t e d  to  m e  t h a t  m a n y  o f t h e s e  l iv in g  
s i t u a t i o n s  h a v e  b e e n  t h e  s i te s  o f u n s a n i t a r y  c o n d i t io n s  t h a t  h a v e  
r e s u l t e d  in  s ic k n e s s  f o r  w o r k e r s  a n d  e n v i r o n m e n t a l  d a m a g e .

A s  I u n d e r s t a n d  i t ,  t h e  s t a t e  u s e d  to  a llo w  f o r  t h e  c o s ts  o f 
p r o v id in g  c a m p s  f o r  w o r k e r s  o n  t h e s e  p r o j e c t s  u n t i l  i t  b e c a m e  a n  
i t e m  o f a  b id d in g  w a r  b e tw e e n  u n i o n  a n d  n o n - u n i o n  c o n t r a c t o r s .  
T h e  e n d  r e s u l t  w a s  t h e  lo w e r in g  o f l iv in g  s t a n d a r d s  f o r  i n n o c e n t  
e m p lo y e e s  o n  b o t h  s id e s . I n  e s s e n c e ,  t h e  s t a t e  r e a l i z e d  a  c o s t  
s a v in g s  a t  t h e  e x p e n s e  of t h e  w o r k e r s .

* DOTPF is  p r o b a b ly  t i r e d  o f h e a r i n g  t h e  c o m p la in t s  o f t h e  
c o n s t r u c t i o n  u n i o n s  r e g a r d i n g  t h e  l iv in g  c o n d i t io n s  t h e i r  m e m b e r s  
h a v e  h a d  to  e n d u r e  o v e r  t h e  y e a r s .  I w a n t  to  m a k e  i t  c l e a r  t h a t  
DOTPF is  n o t  to  b la m e  in  t h i s  s i tu a t io n .  I t 's  DOTPF's jo b  to  e n s u r e  
q u a l i t y  a s  w e ll a s  a  s m o o th  flow  o f p r o d u c t iv i ty .  I a ls o  u n d e r s t a n d  
t h a t  DOTPF e v e n t u a l l y  t r i e d  to  c o r r e c t  t h e  p r o b le m  b y  e s ta b l i s h in g  
c a m p g r o u n d s  f o r  t h e  c o n s t r u c t i o n  w o r k e r s ,  b u t  I fe e l  t h a t  t h i s  is  
n o t  a d e q u a t e  to  e n s u r e  p e o p le  d o n ’t  h a v e  to  l iv e  in  t e n t s  w h e r e  
t h e  w e a t h e r  c a n  m a k e  th in g s  a lm o s t  a s  m is e r a b le  a s  n o t  h a v i n g  
o u t h o u s e s  a n d  o t h e r  fac ilitie s .

* I a m  g la d  t h a t  la b o r ,  DOTPF, a n d  t h e  AGO l i a v e  b e e n  a b le  to  
s e t t l e  o n  a  c o m p r o m is e  o n  t h i s  is s u e .  I w o u ld  lik e  to  c o m m e n d  
t h e m  f o r  w o rk in g  t o g e t h e r  to  ta k e  c a r e  o f t h e  p e o p le  w h o  
e s s e n t ia l ly  a r e  o u r  e m p lo y e e s .  T h e y  w o rk  f o r  a  p r i v a t e  c o n t r a c t o r ,



b u t  w e  c r e a t e  t h e  jo b s . I d o n ’t  t h in k  t h e  s t a t e  i n t e n d e d  to  h a v e  
w o r k e r s  l iv in g  in  t h e  s q u a l o r  t h a t  h a s  b e e n  r e p o r t e d  to  m e .

* A n o t h e r  p o s i t iv e  e f f e c t  t i l l s  b ill w ill p r o v id e  is  a  v e h ic le  f o r  
lo ca l h i r e .  O b v io u s ly  i t 's  i n  t h e  s t a t e 's  b e s t  i n t e r e s t  a s  w e ll a s  t h e  
c o n t r a c t o r s '  t o  h i r e  p e o p le  f r o m  t h e  a r e a  w h e r e  t h e  p r o j e c t  is  
b e in g  b u i l t .  T h e  m o r e  p e o p le  a  c o n t r a c t o r  h i r e s  lo c a lly , t h e  le s s  
p e o p le  t h e  c o n t r a c t o r  w ill b e  f o r c e d  to  f e e d  a n d  h o u s e .

* I w o u ld  a ls o  lik e  to  p o in t  o u t  t h a t  a  s im p le  s o lu t io n  s u c h  a s  
p e r  d e im  w ill n o t  a d d r e s s  t h e  p r o b le m  p r o p e r l y .  I 'm  s u r e  s o m e  
w o r k e r s  w o u ld  r a t h e r  h a v e  t h e  e x t r a  c a s h  a  p e r  d e im  a l lo w a n c e  
w o u ld  b r in g  t h e m ,  b u t  t h e  u n s a n i t a r y  a n d  u n h e a l t h y  l iv in g  
c o n d i t io n s  w o u ld  s t i l l  e x is t .

5,1 T h e  t e c h n ic a l  d e ta i l s  o f t h e  b ill w ill b e  c o v e r e d  b y  DOTPF a n d  
t h e  l a b o r  g r o u p s  w h o  h a v e  w o r k e d  so  lo n g  a n d  h a r d  o n  t h i s  bill.
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This bill rep resen ts a com prom ise between the departm ent and labor unions 
regarding a statu tory  provision for camps on rem ote construction projects. W hile 
we are no t enthusastic about this bill, neither do w e oppose it. O ur position is 
neu tral.

As background, camps were at one time required th ru  negotiated labor agreem ents. 
W ith the rise of non-union contractors, the cost of cam ps m ade un ion  contractors 
less com petitive, and in  o rder to ensure union contractors could secure projects this 
provision was elim inated by negotiations. At rem ote 2>rojects unsan itary  living 
conditions occured as employees cam ped w hereever they could find a site, w ithout 
regard for trash disposal and basic sanitary teq u ip m en ts . In IS90, in response to the 
problem , the departm ent adopted a co n trac tu a l requirem ent for a contractor 
furnished cam pground at rem ote projects. U nder this arrangem ent, the em ployee 
must p rov ide the tent or cam per and cook h is /h e r  ow n m eals; the  contractor 
provides, free of charge, a full-service camp site com plete w ith pow er, w ater and a 
central lavatory, show er arid laundry  facility.

While w e believe that m andatory  cam pgrounds are a cost effective solution, un ion  
representatives have continued to stress their preference /o r contractor furn ished 
housing and meals. Aside from the policy question of w hether cam ps or 
cam pgrounds are appropriate, the original version of the bill w as unw orkable for 
practical reasons.

The sponsor substitu te has effectively addressed ti e im practicalities. The 
requirem ent for cam ps will not apply ;o smell or shore du ration  projects. There is 
also a clear point of decision before '.he project is W, m aking It clear to all bidders as 
:o w hat is required contractually. F in s l ly ,c o n n  a c o r  m ay weigh the cost of a cam p 
against the cost of com pensated transportation time order to m ake the m ost 
economical decision.

F or further Ivforr**̂ tlc>' Kn McHugh lit 465-3900.
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D o n  R o u l e a u ,  B u s i n e s s  A g e n t  
f o r

A l a s k a  D i s t r i c t  C o u n c i l  o f  L a b o r e r s

* C a m p s  w e r e  a lw a y s  in c lu d e d  in  t h e  c o n s t r u c t i o n  of t h e  
s t a t e 's  r e m o t e  c o n s t r u c t i o n  p r o j e c t s  u n t i l  i t  w a s  d i s c o v e r e d  b y  a  
f e w  n o n - u n i o n  o u t s id e  c o n t r a c t o r s  t h a t  t h e y  c o u ld  u n d e r b i d  
A la s k a n  u n i o n  c o n t r a c t o r s  o n  jo b s  b y  d e le t in g  t h e  c o s ts  of 
p r o v id i n g  fo o d  a n d  h o u s in g  f o r  t h e i r  w o r k e r s .

* U n f o r tu n a t e l y ,  f o r  c o n s t r u c t i o n  w o r k e r s  n o n - u n i o n  a n d  
u n i o n  a lik e , t h e  u n i o n  c o n t r a c t o r s  d e m a n d e d  t h a t  t h e  c o n t r a c t u a l  
p r o v i s io n s  b e  r e m o v e d  f r o m  t h e  c o n s t r u c t i o n  la b o r  a g r e e m e n t s .  
T h e  u n i o n s  r e l u c t a n t l y  a g r e e d .  T h e  c o n t r a c t o r s  w e r e  t h e n  p u t  o n  
a n  e v e n  fo o tin g  w i th  t h e  o u t s id e  n o n - u n i o n  c o n t r a c to r s .

* T h e  r e s u l t  h a s  b e e n  a  c o n t in u a l  d e g r a d a t io n  o f l iv in g  
c o n d i t io n s  w h e r e  t h e r e  a r e  n o  fa c ilitie s  w i th in  a  r e a s o n a b le  
d i s t a n c e  t o  t h e  jo b s i te s .  U n io n  a n d  n o n - u n i o n  w o r k e r s  a l ik e  h a v e  
b e e n  l iv in g  in  t e n t s ,  v i s q u e e n e  l e a n - t o s ,  t h e  b a c k  s e a t s  o f c a r s ,  a n d  
s o m e  h a v e  e v e n  b u i l t  t h e i r  o w n  te e p e e s .  T h e  lu c k y  in d iv id u a l s  
w h o  c a n  a f f o r d  a  c a m p e r  o r  m o to r h o m e  h a v e  b e e n  f o r t u n a t e  
e n o u g h  to  l iv e  off t h e  g r o u n d  a n d  a r e  s t a y i n g  d r y .

* U n s a n i t a r y  c o n d i t io n s  h a v e  b e e n  t h e  n o r m a l  l iv in g  
e n v i r o n m e n t  fo r' q u i t e  a  few . T h o s e  w h o  h a v e  c a m p e r s  h a v e  d u g  
s i ia l lo w  h o le s  a n d  p u t  t h e i r  s e w e r  h o s e s  in to  b a r r e l s  w i t h  h o le s  
p u n c h e d  in to  t h e m  to  le a c h  o u t  b o t h  t h e i r  g r e y  a n d  s e w e r  w a te r .  
S o m e t im e s  t h e y  le t  t h e i r  s e w e r  d r a i n  o n to  t h e  g r o u n d  o r  j u s t  
d r i v e  d o w n  t h e  r o a d  a n d  p u t  t h e  h o s e  in to  t h e  d i t c h  to  e m p t y  it. 
T h o s e  le s s  f o r t u n a t e  in d iv id u a l s  w h o  l iv e  in  t h e i r  c a r s  a n d  t e n t s  
h a v e  b e e n  u s in g  a n y  p la c e  t h a t ' s  c o n v e n ie n t  to  r e l i e v e  
t h e m s e lv e s .



* Im a g in e  y o u r s e l f  w o rk in g  1 2  h o u r s  a  d a y  to  c o m e  h o m e  to  a  
t e n t  t h a t  h a s  n o  fa c ilitie s  n e a r b y .  Y o u 'v e  b e e n  w o rk in g  s e v e n  12 's  
f o r  w e e k s  a n d  y o u  h a v e n ' t  h a d  a  s h o w e r  f o r  a lm o s t  a s  m a n y .  Y o u  
t h e n  p u l i  o u t  t h e  c o o k s to v e  a n d  w a r m  u p  s o m e  s o u p  a n d  t r y  to  
m a k e  a  s a n d w ic h  f o r  s o m e th in g  t o  e a t  b e f o r e  y o u  fail a s le e p  in  t h e  
s a m e  c lo th e s  y o u  w o k e  u p  in  t h a t  m o r n i n g .  Y o u  t h e n  w a k e  u p  
e a r l y  a r o u n d  4  a m  to  m a k e  s o m e t h in g  f o r  b r e a k f a s t  a n d  s o m e th in g  
to  t a k e  t o  t h e  jo b s i te  f o r  lu n c h .  N ow  im a g in e  t h i s  in  t h e  r a i n ,  o r  t h e  
s n o w  t h a t  s o m e t im e s  fa lls  i n  t h e  l a t t e r  p a r t  o f t h e  c o n s t r u c t i o n  
s e a s o n .

* H ow  lo n g  w o u ld  y o u  la s t  u n d e r  t h o s e  c o n d i t io n s ?

* If y o u  h a d  to  w o rk  to  s u p p o r t  y o u r  f a m ily  a n d  y o u  c o u l d n 't  
l e a v e  t h e  jo b  f o r  f e a r  of lo s in g  y o u r  h o m e  t o  t h e  b a n k  b e c a u s e  y o u  
c o u l d n 't  m a k e  y o u r  p a y m e n t s ,  y o u  w o u ld  h a v e  to  s t ic k  i t  o u t  e v e n  
if i t  m e a n t  g e t t i n g  sick  a n d  l iv in g  i n  m i s e r y .

* O n e  o f t h e  b ig  p r o b le m s  w e ’v e  f o u n d  is  t h a t  t h e  a v e r a g e  
c o n s t r u c t i o n  w o r k e r  c a n ’t  a f f o r d  t o  b u y  a  c a m p e r  to  s t a y  d r y  a n d  
w a r m .  T h a t  w o r k e r  f in d s  a  b ig  f la w  in  t h e  s y s t e m  b e c a u s e  h e  c a n ' t  
a f f o r d  n o t  to  w o rk . If h e  r e f u s e s  t h e  jo b  t h a t  is  o f f e r e d  to  h im  t h a t  
d a y ,  h e  d o e s n ' t  k n o w  if h e 'l l  g e t  a n o t h e r  t h a t  s e a s o n .  T h e  p o o r e r  
w o r k e r s  a r e  d i s c r im in a t e d  a g a in s t  b e c a u s e  o f  t h e i r  f in a n c ia l  s t a t u s .

* S o m e  p e o p le  h a v e  c la im e d  t h a t  t h i s  b ill w ill w o rk  a g a in s t  lo ca l 
h i r e  b e c a u s e  i t  w ill b e  e a s i e r  f o r  o u t s i d e  w o r k e r s  to  c o m e  u p  a n d  b e  
fe d  a n d  h o u s e d  b y  t h e  c o n t r a c t o r .  T h e  e x a c t  o p p o s i te  is  t r u e  -  t h e  
m o r e  p e o p le  a  c o n t r a c t o r  h i r e s  n e a r  t h e  a c t u a l  jo b s i te ,  t h e  le s s  h e  
w ill h a v e  t o  p r o v i d e  fo o d  a n d  h o u s in g  fo r .

* F u r t h e r m o r e ,  c o n t r a c t o r s  w h o  c o m e  u p  f r o m  o u t s id e  a n d  
s u c c e s s f u l ly  b id  ^  a  jo b  te l l  a  lo t  o f t h e i r  p e o p le  to  g e t  u p  to  A la s k a  
e a r l y  a n d  t h e y  o f te n  d r i v e  u p  i n  t h e i r  c a m p e r s  r e a d y  to  g o  to  
w o rk . T h e  t h e  l e a v e  w i th  o u t  s p e n d in g  m u c h  o f t h e i r  m o n e y  in s id e  
A la sk a .



* T h e  d r a f t  C S y o u  h a v e  b e f o r e  y o u  is  t h e  r e s u l t  of a  few  y e a r s  
of n e g o t ia t io n s  w i th  DOTPF a n d  t h e  AGC. I h o p e  y o u  w ill f in d  i t  in  
y o u r  h e a r t s  to  a l le v ia te  t h e  d e p lo r a b le  w o r k in g  c o n d i t io n s  r e m o t e  
c o n s t r u c t i o n  w o r k e r s  h a v e  to  l iv e  w i th  a t  t h e  jo b  s i te .
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COMPONENT SERIAL NO.

Expenditures/Revenues: (Thousands of Dollars)

OPERATING FY 92 FY 93 FY 94 FY 95 FY 96 FY 97
PERSONAL SERVICES 1 1 0 .6 3 0 4 .1 304 .1 3 0 4 .1 3 0 4 .1 3 0 4 .1
TRAVEL 1 0 .8 1 6 .2 1 3 .6 1 3 .6 1 3 .6 1 3 .6
CONTRACTUAL 7 .2 8 3 .0 1 5 3 .2 1 5 3 .2 1 5 3 .2 1 5 3 .2
SUPPLIES 1 .8 4 .6 4 .6 4 .6 4 .6 4 .6
EQUIPMENT 1 3 .1 1 4 .8 - - - -

LAND & STRUCTURES
GRANTS. CLAIMS
MISCELLANEOUS
TOTAL OPERATING 1 4 3 .5 4 2 2 .7 4 75 .5  . . . i.7?v5_____ 425.5 _ 4 Z U  -

CAPITAL - . . -
1. .

mm

REVENUE •» - — — -  1

FUNDING: (Thousands of Dollars)

GENERAL FUND 1 4 3 .5 4 2 2 .7 47_it 5 4 7 5 .5 .4.75.5 4 7 5 .?
FEDERAL FUNDS •»

OTHER - - - ■■ - -

TOTAL 1 4 3 .5 4 2 2 .7 4 7 5 .5 4 7 5 .5 4 7 5 .5 4 7 5 .5

POSITIONS:

FULL-TIME *1.5 _ 4 4 _  A. .. .. 4 4
PART-TIME mm

TEMPORARY — - - — -

* 2 p o s itio n s  s t a r t  10/1/92M 
Estimate of current year Impact:. _ NOne

ANALYSIS: (Attach a  separate page If necessary.)
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