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Industry Strategies

• Fund Opposition Efforts

• Support Industry Front Groups to Undermine 
Tobacco Control Policies

• Lobby for Industry‐Written Language

• Promote Low‐Impact or Ineffective Policies 
and Programs
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2016 Tax Ballot Initiative Contributions
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California – Proposition 56 Supporters

This image cannot currently be displayed.

This image cannot currently be displayed.

Campaign for Tobacco-Free Kids www.tobaccofreekids.org

Industry Strategies

• Fund Opposition Efforts

• Support Industry Front Groups to Undermine 
Tobacco Control Policies

• Lobby for Industry‐Written Language

• Promote Low‐Impact or Ineffective Policies 
and Programs
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National Association of Tobacco Outlets 
(NATO)
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“NATO’s dedication to supporting 
retailers makes the organization 
very effective in advocating on 
issues related to the trade.”

‐Altria

“NATO is not only one of the best 
grassroots organizations in the 
industry, but they have also been a 
great asset in helping shape 
favorable outcomes at the state 
and local level.” 

‐Reynolds
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Misleading Claims from NATO & Swedish Match: 
“Tobacco Ordinances Take Another Look” (TOTAL)

8http://www.tobaccoordinances.info/

• Loss of profit and taxes to neighboring towns

• Job loss and reduced hours for convenience store 
employees

• Shift in sales to the internet

• Devastating economic consequences

• Rise in black market activity

• Altercations between police and civilians

• Minimal reduction in youth tobacco use
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Mackinac Center & The Tax Foundation: 
Undermining Tobacco Tax Initiatives
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“The lure of saving or 
making a buck in the 
acquisition of cheaper 
cigarettes is strong and 
encourages every type of 
mischief.” ‐Mackinac

“Industry‐sponsored estimates of 
the size of the illicit market tend 
to be inflated. More generally, 

concerns have been raised about 
the quality and transparency of 
industry‐funded research on the 
illicit tobacco trade.” –NRC‐IOM
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Mackinac Center & The Tax Foundation: 
Undermining Tobacco Tax Initiatives
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Other Examples

• American Legislative Exchange Council (ALEC)

• Heartland Institute

• R Street Institute
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Industry Strategies

• Fund Opposition Efforts

• Support Industry Front Groups to Undermine 
Tobacco Control Policies

• Lobby for Industry‐Written Language

• Promote Low‐Impact or Ineffective Policies 
and Programs
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Cole‐Bishop Amendment: Undermining the 
Deeming Rule
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https://www.nytimes.com/2016/09/03/us/politics/e-cigarettes-
vaping-cigars-fda-altria.html
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“Our industry 
manufacturers have 
agreed on language 
to replace the date of 
February 2007 with 
an effective date of 
the Secretary’s final 

deeming rule”
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National Association of Convenience 
Stores (NACS): StopTheVapeBan.Com
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Reynolds’ E‐Cigarette Language

16



3/23/2017

9

Campaign for Tobacco-Free Kids www.tobaccofreekids.org

17

Reynolds’ E‐Cigarette Language

“The sale of electronic 
cigarettes to children should be 
prohibited, but it is counter‐
productive to prohibit sales to 
children while simultaneously 
exempting electronic cigarettes 
from laws concerning 
regulation, enforcement, 
licensing or taxation.  As a 
matter of public policy, 
electronic cigarette laws should 
mirror tobacco product laws, 
not circumvent them.”
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Industry Strategies
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Industry Youth Prevention Programs

“The tobacco companies’ activities and programs for 
the prevention of youth smoking have not 
demonstrated an impact on the initiation or prevalence 
of smoking among young people.” 

‐2012 Surgeon General Report

“Internal documents suggest that Defendants designed 
their YSP [youth smoking prevention] programs for 
public relations rather than efficacy in youth smoking 
prevention.”

‐Judge Kessler, U.S. v. Philip Morris
19
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Right Decisions Right Now
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Counteracting the Tobacco Industry

• Expose Tobacco Industry Bad Acts

• Identify and Expose Monetary Influence

• Correct Misinformation

• Raise Awareness of Industry Strategies
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Deadly Alliance: How Big Tobacco and Convenience Stores 
Partner to Hook Kids and Fight Life‐Saving Policies

• Investing billions at the point of sale

• Targeting youth with point‐of‐sale 
marketing, which increases youth 
tobacco use

• Targeting low‐income and minority 
neighborhoods with point‐of‐sale 
marketing

• Enlisting convenience stores and retail 
groups to oppose public health policies

22
http://www.tobaccofreekids.org/what_we_do/industry_watch/store_report/
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Federal Trade Commission Marketing Data
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CounterTobacco.Org
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• Tobacco companies have a long 
history of developing and 
marketing flavored tobacco 
products as “starter” products 
that attract kids

• Growth in market share of sweet‐
flavored tobacco products, 
especially e‐cigarettes and cigars

• Flavored products have fueled the 
popularity of e‐cigarettes and 
cigars among youth
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The Flavor Trap: How Tobacco Companies are Luring Kids 
with Candy‐Flavored  E‐Cigarettes and Cigars

tfk.org/flavortrap
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Trinkets & Trash
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Stanford Research into the Impact of 
Tobacco Advertising
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Counteracting the Tobacco Industry

• Expose Tobacco Industry Bad Acts

• Identify and Expose Monetary Influence

• Correct Misinformation

• Raise Awareness of Industry Strategies
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Secretary of State Websites: Campaign Finance

North Dakota Secretary of State
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Open Secrets

Lobbying Expenditures Campaign Contributions
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Tobacco Industry PAC Contributions

31http://www.tobaccofreekids.org/what_we_do/federal_issues/campaign_contributions/
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Other Resources

• Industry charitable giving lists

• Center for Media & Democracy: 
sourcewatch.org 

• UCSF / Truth Tobacco Industry Documents

32
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Counteracting the Tobacco Industry

• Expose Tobacco Industry Bad Acts

• Identify and Expose Monetary Influence

• Correct Misinformation

• Raise Awareness of Industry Strategies
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Rebutting NATO & Swedish Match’s 
“TOTAL” Arguments
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Rebutting NATO & Swedish Match’s 
“TOTAL” Arguments

TOTAL Argument

The downturn in 
cigarette and tobacco 
sales will translate into 
employee layoffs and 
possible store closures.

Rebuttal

Studies show that the 
number of convenience 
stores does not decline 
following tax increases, 
nor do declines in 
cigarette consumption 
have a negative impact on 
convenience store 
employment.
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Other Resources to Combat Common 
Industry Arguments

 Responses to Misleading and Inaccurate Cigarette 
Company Arguments Against State Tobacco Tax Increase

 Raising Cigarette Taxes Reduces Smoking, Especially Among 
Kids (and the Cigarette Companies Know It)

 Smoke‐Free Laws Do Not Harm Business at Restaurants 
and Bars

 Cigarette Company Youth Access Initiatives: Fake and 
Ineffective

 Big Surprise: Tobacco Company Prevention Campaigns 
Don’t Work; Maybe It’s Because They Are Not Supposed To

36
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Counteracting the Tobacco Industry

• Expose Tobacco Industry Bad Acts

• Identify and Expose Monetary Influence

• Correct Misinformation

• Raise Awareness of Industry Strategies
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Raise Awareness of Industry Strategies

• Proactively discredit the industry’s policy 
agenda

• Contact state and national advocates

• Share stories with the press

38
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Reynolds Funds African American Forums to 
Oppose Menthol Restrictions

39
https://oaklandnorth.net/2016/11/16/rev-al-sharptons-talk-on-banning-menthols-
draws-debate-over-policing-tobacco-companies/

“They’ve been talking about the 
criminalization of the Black male 
for at least three years. This has all 
been funded by RAI. They bought 
Newport from Lorillard. They 
bought Kool from Brown and 
Williamson. They have a monopoly 
on the menthol brand.” 
– Valerie Yerger, UCSF
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Reynolds Funds African American Forums to 
Oppose Menthol Restrictions

http://www.fairwarning.org/2017/02/rjreynoldssharptonmentholrestrictions/
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Questions?

Contact: Laura Bach

lbach@tobaccofreekids.org
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