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Minnesota has a history of fighting against the tobacco
industry. This lesson will center around how different

laws protect Minnesotans from some of the marketing
tactics employed by the tobacco industry. Some of the
legislation covered in this lesson includes the Minnesota
Tobacco Settlement, Minnesota’s Freedom to Breathe act
and other laws and policies related to tobacco control.
Additionally, students will start to formulate ideas on how

Q create change at the local level.




Lesson 5

umminj Omwﬁivv&

After Lesson Five, students will be able to:

© Discuss major state legislation that restricts the power the tobacco
industry has in Minnesota;

© Identify the role of grassroots movements in creating change at
the local level; and

© Brainstorm additional ways for communities to create change
regarding tobacco use.

*  Computer with internet access and projector

e Copies of Factsheets on Freedom to Breathe, Youth Access and 1998 Tobacco
Settlement

« iPads or computers for students to work on/printouts of documents

e Scrap paper

«  Warm-up and introduction: 5Minutes

* Factsheet Jig-Saw: 15 minutes

* Research a Tobacco Document: 15 Minutes
«  Document Presentations: 20 Minutes

e Exit Ticket: 5Minutes
@ TOTAL TIME: so@
j

*  Post warm-up and exit ticket on a PowerPoint slide or the whiteboard
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TOTAL TIME: 5 minutes

®

@ Warw-up and nfroduction

*  Have the following gquestion posted on the board:

Can you think of an experience from your life where you or
someone you know was able to change something for the better?

e —

e Ask for 2-3 students to share their answers.

TOTAL TIME: 15 minutes

®

@ Foctshee! giq-Sowy

* Count the students off by three.

e Give one group of students the Freedom to Breathe factsheet
(pg. 128), another group the Youth Access Laws factsheet (pg.
129) and the final group the 1998 Tobacco Settlement factsheet
(pg. 130).

* Have each group read the facts together and write 2-3 sentences
summarizing the factsheet.

* The teacher should actively be checking in on students to
ensure that they are on task and are able to concisely
summarize the information.

« Before the students switch groups, ask members of each group
to give their presentation to you. Give feedback to the students
if their presentation is lacking key information or provides
incorrect information.

e After the students have worked in their original groups for 7-9
minutes, re-shuffle the students in groups of three students who
each read a different factsheet. Have the students share the
main ideas with their group. The students should be able to
summarize the factsheet to the other students in the group.
Move around the room to ensure that students are correctly
conveying the information.
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Freeslowm {o Dreathe

Secondhand smoke is the leading cause of preventable death in the United States. According to the
Surgeon General, there is no safe level of secondhand smoke exposure.

In the past, smoking was allowed in restaurants, bars, hospitals, businesses and even schools. In 1975,
Minnesota became the first state to pass a law limiting smoking in workplaces. Over the years, parts of
this law were changed and strengthened to prohibit smoking in specific public places, such as schools,
daycare centers, hospitals and clinics, state government buildings, public transport, and other public
indoor areas. Places like bars and restaurants were left out of the regulations.

In 2007, after a long and heated legislative debate and vigorous activism by public health advocates
across the state, Minnesota passed the Freedom to Breathe Act.

Highlights of the Freedom to Breathe Act

«  No smoking is allowed in bars, restaurants, private clubs or
other workplaces.

* Exclusions to the policy include use in scientific studies;
theatrical productions by actors; traditional Native American
ceremonies; hotel and motel guestrooms; product sampling in

Qbacco shops; a disabled veterans rest camp in Washington

County; locked psychiatric units; and on family farms. !

In 2014, the State of Minnesota began extending Freedom to Breathe laws, prohibiting the use of
electronic cigarettes in government owned buildings, schools and hospitals. However, as of 2016, there
is no state law regulating the use of electronic cigarettes in all indoor public spaces, such as bars and
restaurants. Many cities and counties throughout the state have regulated electronic cigarettes in local
clean indoor air ordinances. This means they are regulated the same as conventional cigarettes for
purposes of clean indoor air.
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Minesola's{outh Access laws

* ltisillegal to give or sell tobacco, such as cigarettes, cigars and chewing tobacco; tolbacco
related devices, such as pipes or rolling papers; and nicotine delivery products, such as electronic
cigarettes, to anyone under 18 years old. It is illegal for someone under 18 to possess or
attempt to buy tobacco, tobacco-related devices or electronic cigarettes. 2

* All stores that sell tobacco must be licensed by the city or county. The store fills out an application
and pays a licensing fee. The city or county chooses whether to give that store a license. 3

* Tobacco products cannot be offered for sale in open displays or be accessible to the public
without clerk assistance. 4

* Licensed stores cannot sell single cigarettes, commonly called loosies. 4

e The city or county must do one unannounced compliance check at each licensed tobacco store
each year. A person between the ages of 15 and 17 years goes into each store and attempts to
purchase a tobacco product. If asked, the youth must show the store clerk his or her real ID. If the
store clerk sells tobacco to the minor, the store has failed its compliance check.

« |If a store fails a compliance check by selling tobacco to a minor, the store is penalized. They pay a
fine and/or have their license to sell tobacco taken away for a period of time. 3

These Minnesota youth access laws are all enforced locally through the city or county. These city and
county laws are known as tobacco licensing ordinances.

It is important that cities’ tobacco licensing laws meet the minimum state requirements listed above. A
main goal of all of these laws is to make it difficult for youth under 18, the largest and most important
source of new smokers for the tobacco industry, to obtain tobacco. This will cut down on the number
of youth, who are likely to become the next generation of smokers, to die from cancer, heart disease,
and other tobacco-related diseases.

A city or county can pass laws that strengthen their tobacco licensing laws beyond the minimum
required by the state. Here are some examples of what cities can do:

Prohibit the sampling of tobacco in tobacco shops /\

*  Require that people selling tobacco must be at least 18 years old

* Require that stores selling tobacco train their employees about youth access laws

* Prohibit the sale of all flavored tobacco products in stores accessible to people under 18
* Require that cigars be sold for a minimum of $2.60 each

Require that people purchasing tobacco must be at least 21 years old /J
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Minmesota 1993 Tobaceo Jettlensent

In 1994, the State of Minnesota and Blue Cross Blue Shield

of Minnesota (BCBS) sued the major cigarette companies for,
among other things, violating Minnesota’s consumer fraud laws
by marketing cigarettes to youth under 18 years old and lying
about the hazards of smoking. The state and BCBS sued to

recover money they paid to cover the enormous health-care costs
associated with the treatment of tobacco-related illnesses, incurred
on behalf of Minnesotans who became smokers as a result of the

industry’s deceptive business and marketing tactics. The cigarette
companies settled with the state in 1998 at the end of a long trial.

The State of Minnesota will receive more than $6 billion over the {1FLS (i .| i ¥ l.- i1l i Wi

first 25 years and about $200 million annually thereafter, forever.
BCBS set aside its settlement winnings to fund long term health
improvement for the state of Minnesota.

What does the settlement cover?

* The settlement resulted in a court order prohibiting the
cigarette companies from using youth-targeted advertising and
certain other kinds of advertising, such as cartoon characters like
Joe Camel, putting signs larger than 14 square feet
outside of stores that sell tobacco products, using billboard ads,
selling, giving away, or even using things with cigarette brand
names on them (e.g. t-shirts, matchbooks, backpacks, and other
items), paying for tobacco product placement on TV or in
movies; and other restrictions on tobacco advertising.

Minnesota’s court case and settlement also resulted in millions
of pages of previously secret, internal industry documents, the
overwhelming majority of which had never been seen by anyone
outside of industry insiders before, being made public. These
documents are being used by tobacco prevention advocates
each day to continue to focus scrutiny on the tobacco industry
and its harmful business practices. °
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@ Reseatch a Tobaces Pocuwent

e Ask the students to find a partner to work with.

e Say to the students:

mu just learned about the tobacco settlement in 1998. As part
of these lawsuits, the tobacco industry was required to turn over
documents that were previously secret and not seen by the
public. These documents revealed many deceptive things the
tobacco industry did, including targeting youth. Today we are
going to look at some of these secret documents and get a
firsthand look at how the tobacco industry targets youth.”

TOTAL TIME: 15 minutes

®

* Provide the students with printed copies of different tobacco
industry documents.

e Tell the students they have 15 minutes to look over the

document and prepare a two minute mini-lesson on what they
learned from the document.

@ Dotunwient Presentaions

* Have each pair give a mini-lesson on what they learned.

« If there is time at the end, ask the class what connections they
made between the documents they read this week and some of
the marketing tactics they learned in previous weeks.

TOTAL TIME: 20 minutes

®
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¢ Uﬂ,@wwr Auguat 30, 1978
4

FROM: T. L. Achey - Field 3 g% @
7é =

SUBJECT: Product Information

Mr. Judge, if you will look at my Sales figures (attached),
you will note that NEWPORT KING SIZE is the #1 selling Lorillard
brand, and NEWPORT BOX the #6 selling Lorillard brand in Field 3
for the year-to-date.

I know your immediate concern must be the "Lights" market;
however, I also know the efforts placed into several "taste"
brands over the past few years.

The success of NEWPORT has been fantastic during the past
few years. Our profile taken locally shows this brand being
purchased by black people (all ages), young adults (usually
college age), but the base of our business is the high school

( student.

NEWPORT in the 1970's is turning into the Marlboro of the
60's and 70*s. It is the "In" brand to smoke if you want to
be one of the group.

Our problem is the younger consumer that does not desire
a menthol cigarette. If that person desires a non-menthol,
but wants to be part of the "In group", he goes to Marlboro.

Could we be furnishing a back-lash to Marlboro from our
+ NEWPQRT brands?

Is Marlboro as strong with the early beginning consumers
v as the NEWPORT brands?

Could we end the success story for Marlboro by furnishing
the young adult consumers with a total category of "In"
brands?

I think the time is right to develop a NEWPORT NATURAL
(non-menthol) cigarette to attract the young adult consumer
(, desiring a non-menthol product. We have a solid base with
NEWPORT and T forsee much success with the name of NEWPORT
on new packaging.
SUITE 2, RTR BLDG., RTE. 73, MT. LAUREL, N.J. 08054 Telephone: (609) 234814142

TETLESED

[ -

Title: Product Information
Bates Number : 03537131-03537132
URL: http://legacy.library.ucsf.edu/tid/tqn61e00/pdf

This is the famous Lorillard memo which states: “the base of our business is the high school student..” It was
written by a Lorillard salesperson to Curtis Judge, the President of Lorillard.
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YOUNGER ADULT SMOKERS
STRATEGIC [MPORTANCE

1. EacH ¥EAR 1.0MM NEW ADULT SMOKERS ENTER THE CIGARETTE MARKET =- 2.0 SHARE POINTS.

2. YAS ARE THE ONLY SOURCE OF REPLACEMENT SMOKERS.
- LESS THAN ONE-THIRD OF SMOKERS START AFTER AGE 18.
- OnLy 5% OF SMOKERS START AFTER AGE 2U.

3. First UsuaL Branp Youncer ApuLt SHokers (FUBYAS) pRIVE THE GROWTH oF MARLBORO AND
NEWPORT .

4. THe vaLuE oF FUBYAS coMPOUNDS OVER TIME DUE TO EXTREME BRAND LOYALTY AND RATE PER DAY

INCREASES. .
- OF ALL SMOKERS WHO cHOSE MArLBorRo AS A FUB 1w THE mip 1970's, 41X STILL SMOKE

THE BRAND.
= RATE PER DAY INCREASES 301 BETWEEN AGES 18 Anp 35.

5. RJR IS SUBSTANTIALLY UNDERDEVELOPED AND DECLINING IN SHARE OF 18-20 YEAR OLD SMOKERS.

SHARE OF 18-20 SMOKERS

1983 1984 1985 1986 1987 1988
RJIR 16.8 16.4 14.5 14,0 13.5 13.8
P. MORRIS 65.1 65.4 67.5 67.9 68.7 69.8
DIFFERENCE 48.3 49.0 53.0 53.9 55.2 56.0

Source: TRACKER
L19T +22089

Title: Camel Y&R Orientation
Bates Number : 507241613-507241838
URL: http://legacy.library.ucsf.edu/tid/sdj54d00/pdf

This lengthy 1989 R.J. Reynolds (RJR) document discusses the importance of young people to tobacco industry
profits.
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. Our target is ‘moraz'dnﬁnéaaiaa typically they are: -
... not necessarily in college
«++ less urban, less likely to pick up on new
social trends
.es aescapis

Jbecause- they-have no ihntellactual
. o « IPETEE, "5 ‘to 5
+++ likely to have goals and aspirations that are
more short term; often defined by things
they want to buy I i e o
... more immature+‘in-some cases than college kids “#
e S,

. They’re more impressionable to marketing/advertising...they’re
more susceptible

They’re léss formed intellectually...more malleable

»

ntolerant of pecple who talk down to them

. They are somewha
. How to talk their language...to net be condescending

. There’s lots of stress in their livesa because of the absence of
long-term goals...nothing to loock forward to

N They need places to meet one ancther...a place where they can
be themselves

. These_kids see themse . ownups ¢

. They have a tunnel vision of the future because there’s no
college/greater opportunities to look forward to

. They’re always on the prowl for instant gratification

. Are we imposing our own values on this target market?

. For many, the "future" means a party that they’re going to in
the next two weeks or a car they’re planning on buying in the
Fall

. Cars gives them a sense of freedom
- Are they mobile or more stationary?...are they transitory?

. Many can’‘t afford to be mobile

* PROZCT COPY

B66E 09STS

Title: Our target is (more) downscale...
Bates Number : 515603998-515604000
URL: http://legacy.library.ucsf.edu/tid/pbs92d00

This 1989 marketing document summarizes RJ Reynolds’ “target market,” mostly “kids,” who do not attend
college.
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SOME THOUGHTS ABOUT NWEW BRANDS OF CIGAREITES
(- FOR THE ‘EOUTH H.A.Rlu.‘l'

At the outset it should be said that we ars presantly, and I believe unfairly,
constrained from directly promoting cigarettes to the youth market; that {s, to

thosa in the approximately twenty-one year old and under group. Statistics show,

however, that large, perhaps even incressing, numbers in that group are becoming
.I;’ckus each year, despite bans on promotion of ci.gnu:u te them. LI this ba so,
",&-rl is certainly nothing immoral or unethical about our Company attempting to
. 9:!‘]:: those l_lﬁkiu to our products. We should not in any wvay Influence non-
shokers to !l:"!"i.lﬂlttu:: rather we should simply recognire that many or most of
; -tfu "2l and und.u_"‘l:unup vill inevitably becoms smokers, and offar them an

--egportuaity to.safour brands.
-
—;’"- -
) Rlﬂ.‘hticlm if our Company is to survive and prosper, ovar the long term,
. £ :
wa Dust get ouk whwre of the youth marker. In my opinion this will rcqui:. new
-l

bﬁmd: cailored {;:hl youth market: [ believe Lt unrealistic to expect that
l{iltln. hrudl td’lntiﬂ.u with an over-thirty "establishmant" markst can ever

hqcowl the "in" pgeducts with the youth group. Thus we need new brands designed
4

Lty be pl!tl:hll!!‘j"l:tfﬂ::lvt ta the young smokar, while ideally at the sams time

) &
baing appealing to all smokers.
Fd

o Several things will go to make up any such new "youth"™ brands, ths most

inportant of which may bs the {msge snd quality - vhich are, of course, intarrelaced.

The questions then are: What imsge? and What quslicy? Pufhlpl these questions may

best be approached by_ consideration of factors influsncing pre-smokers to try

smoking, learn to smoke and becoms confirmed sackars.

GSEL R6TI0S

TIOK 0034692

( Title: Research Planning Memorandum on Some Thoughts About New Brands of Cigarettes for the Youth m
Bates Number : TIOK0034691-T10K0034702

URL: http://legacy.library.ucsf.edu/tid/iiu91f00/pdf?search=%22502987357%22

Here, Claude Teague of RJ Reynolds’ research department complains that it is “unfair” that RIR cannot market

@rectlv to the youth market. /j
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Bata:  May 21, 1975

I %

. Ithink Dr. Dunn's mema has very effectively dispelled the noticu that
{. micoting reductions hzve been the cause of the slsckening o the rate ot
.-m'lth of Marlboro Red. .4 ) ) h
e
Iﬂ view of my !iclds of interes=t, it sbould come a5 no surprise that [ n:hnaa
to iovestigate the economic and demugraphle factars that could be responeible
for the decline in Marlboro's rate of grawth. DLuie=d, Itr=aled thepe factors
o my 1975-1280 Economic Yarecast. I a3 oy comtanilon chat MMaslhore's
phreomenal growth rate in the past has besn altribucabie farge part to ouxr
high market peostration amoong younuger smakers =i Uhe '--_-,nd growta in that
ation t. I pointed ouf that the nweber of 13-1% year-oids is now

inrreaving more sl.:rwl.y agd will pesi in 1075, 2u2 thon begin 28 decline. I
-alvo hypathesized thal Mariboro woeld be p:.numrz;- Tuwlnerablie to the

. _r? rm:nﬁslan.

s
-

'l.‘:l .ny ogi:linll, the Mi.ne i M:u-!b::rv *a growih rabe §is dus to four ta.i:taa‘s
ﬂmmr growul in the n:::'n?ae— af 15-19 3-ea,r-old.-;

4.0

gor.t . .
Pg’i.u incrazsen in 1974

" 4. Changieg btrand preferences cf younger amokers

Obwiousiy, we can do nothing about factors 1 s« 2 and have only partial control
ever factor 3, (Stale axes are Devogd ous corfsol, for example.) Let us look
ak each of thesge factars individually.

Demag ics

It has been well established by the Naticaal Traglung Stady and otbher studies
that Mariboro has for many years had itz highesi naske: penetration among
younger smokers. Most of theas sbudics have begn restricied to peaple age
128 and over, at my own data, which inclodes younger teenager=, shows &ven
higher Mariboro markct penetration among 15-ET year-olds. The teenage
years= are also important because those are the years during which most
smokers begin to smoke, the years in which imitial bracd selections are
made, and the pericd in the life—cycle in Which conformity to peer—group

[ Title: The Decline in the Rate of Growth of Marlboro Red
Bates Number : 2022849875-2022849880

URL: https://www.industrydocumentslibrary.ucsf.edu/tobacco/docs/pkhy0125

This six-page internal memo was written in 1975 by Philip Morris researcher Myron Johnston. This document
discusses why the sales of Marlboro Reds have declined, sighting particularly that less youth aged 15-19 are using

the product.
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1975 MARKETING PLANS PRESENTATION
HILTON HEAD
SerTEMBER 30, 1974

CHART #1 OUR PARAMOUNT MARKETING OBJECTIVE IN 1975 AND
OBJECTIVE IN 1975 ENSUING YEARS IS TO REESTABLISH RJR’S SHARE OF
MARKETING GROWTH IN THE DOMESTIC CIGARETTE
INDUSTRY.
CHART #2 WE WILL SPEAK TO FOUR KEY OPPORTUNITY AREAS TO
OPPORTUNITY AREAS ACCOMPLISH THIS. =~
' THEY ARE:

1- INCREASE OUR YOUNG ADULT FRANCHISE,
_ 2- IMPROVE OUR METRO MARKET SHARE,
e 3- EXPLOIT THE POTENTIAL OF THE GROWING

o CIGARETTE CATEGORIES.
- 4- DEVELOP NEW BRANDS AND LINE EXTENSIONS

WITH REW PRODUCT BEREFITS OR NHEW
PERSONALITIES.

; FIRST. LET'S LODK AT THE GROWING IMPORTANCE OF
- THE YOUNG ADULT IN THE CIGARETTE MARKET. IN 1960.
THIS YOUNG ADULT MARKET. THE 14-24 AGE GROUP.
REPRESENTED 21% OF THE POPULATION.

CHART #3 AS SEEN BY THIS CHART, THEY WILL REPRESENT 27%
YOUNG POPULATION OF THE POPULATION IN 1975. THEY REPRESENT
SKEW TOMORROW'S CIGARETTE BUSINESS. AS THIS 14-24 AGE

GROUP MATURES. THEY WILL ACCOUNT FOR A KEY SHARE
OF THE TOTAL CIGARETTE VOLUME -- FOR AT LEAST THE

NEXT 25 YEARS.

TIET 28106

( Title : 1975 Marketing Plans Presentation -- Hilton Head, September 30, 1974 /\

Bates Number : 501421310-501421335
URL: https://www.industrydocumentslibrary.ucsf.edu/tobacco/docs/rinp0094

This is a corporate marketing strategy document from a presentation given by a R.J. Reynolds Tobacco Company
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SCARBDAOUGH HOUSE, BRIARIUFF MANOR, MY, 10510, USA - PHONE (¥4} 7a2-3030

CONFIDE}:
| PURSUANT TO CUH‘?# ORDER
BROWYN & WILLIAMSON TOBACCO CORPORATION
EROJECT HEDORT
Beptember, 1972
PROJECT: Youth Cigarette - New ‘f:n.ncepts

ING TNRNOWVA NS ! CGESTIONS:
Ml suggests new ideas for the breath-freshener field...

COLA-FLAVOR While the government would not
permis us to add caffeine to a
cigaretrte, it may be possible’ to
use artifiecisl ingredients to ob-
Tain 8 cola taste and aroma.
Suitable names might be:

COLA-COLA, COLA-COJLER.

AFPLE FLAVOR Apples connote goodness and
freshness and we see many
possibilities for our youth-
oriented cigarette with this flavor.
Apple cider is also a possibility.

SWEET FLAVOR CIGARETTE We beliewve that there are pipe

toebaccos that have a sweer arcmatic -

taste. It's 38 well known fect thax
teenagerg like sweet products. Honey
might be considered.

If any cof the above ideas have interest, MI, will prepare concept ads.

021635

T B e e o, i — % 1700420113

Title : Youth Cigarette - New Concepts
Bates Number : 170042014
URL : https://www.industrydocumentslibrary.ucsf.edu/tobacco/docs/hjfj0045

This document from 1972 was created by Brown and Williamson Tobacco Corp. and discusses new concepts for

&hcigarettes. J
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TOTAL TIME: 5 minutes

G xitliekd
®

* Post the following question on the board and have students
write their answers on a piece of scrap paper and include their
name. Have the students hand in this paper before they leave
for the day.

What are some next steps Minnesotans need to take in
order to fight against the tobacco industry or prevent others
from starting to use tobacco?

NOTES
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