Kids and Tobacco: The Real Story

Script

· Welcome.  [Introduce self] 

· Today I am going to show you the real story of kids and tobacco.

· There has been a lot of news over the past several years concerning the tobacco industry’s efforts to appear reformed.

· In fact, as we will see in a few minutes, the tobacco industry is working hard and spending a lot of money to convince you, as well as the media and policy makers, that it has changed and wants to be part of the solution.

· But the tobacco industry’s real agenda, as you will see in this presentation, is to create the illusion of change so it can avoid the real changes that would significantly reduce youth tobacco use and the death and disease caused by tobacco.

Slide 2 Overview

· I am going to cover three general points during this presentation. 

· First, I will show that tobacco continues to take a huge toll on our lives, on our health, and on our wallets. 

· Second, I will show you the truth about the tobacco industry’s claims of change – that despite efforts to appear reformed, the tobacco companies are still targeting kids.

· Lastly, I will show you that there are real solutions to the problem of tobacco use, and we have evidence that proves these solutions work.  We just need the political will among policy makers to implement these programs.

Slide 3 Tobacco’s Toll [Intro slide]

· The first point I will cover is the toll that tobacco continues to take on our lives.

Slide 4 Tobacco’s Toll in U.S.

· Tobacco remains a major public health crisis in this country. 

· It is the leading preventable cause of death, killing more than 400,000 Americans every year.

· That total is larger than the total number of people who die from AIDS, alcohol, car accidents, murders, suicides and fires combined. 

· And there is an economic cost as well -- tobacco use results in $89 billion a year of added health costs to pay for sick and dying smokers.  That means higher taxes and higher insurance premiums for all of us.

· If we reduce tobacco use, we would dramatically reduce two of the biggest killers in the U.S. – cancer and heart disease. 

· Nearly all of lung cancer cases are caused by tobacco and one-third of total cancer deaths are tobacco related.

· And nearly one in five deaths from heart disease is related to tobacco use. 

Slide 5 Tobacco’s Toll on the U.S.

· The toll of tobacco unfortunately begins with kids. 

· Nearly 90% of all smokers begin as kids.  In fact, everyday 5,000 kids try their first cigarette.  And everyday more than 2,000 kids become new daily smokers. 

· 1/3 of these kids will die prematurely from smoking-related diseases. 

· According to CDC, 28% of high school students are smokers, 

· And 41% report using some tobacco product in the last month.

Slide 6 Tobacco’s Toll in Missouri

· In Missouri, we have nearly 10,000 deaths each year attributed to tobacco use

· According to Campaign for Tobacco-Free Kids, every year 41,500 children in Missouri will try their first cigarette

· And each year, 18,200 children will become new daily smokers

· With current trends, 121,000 children that are alive today will die from tobacco use

· Our economic cost of tobacco use just in health care costs is $1.5 B

Slide 7 Potential Savings in Missouri

· If we can reduce tobacco usage by only 1% per year for 5 years

· We will have averted 203,000 people from smoking
· 67,000 people will have been saved from premature death
· and almost 22,000 kids alive today will be spared this premature death
Slide 8 How Did We Get Here?

· So how did we get here? How did we get to a point where tobacco takes such a huge toll?

· It’s actually a simple equation. 

· Tobacco is a highly addictive and lethal product… .Plus 
· It is aggressively marketed to kids… .and 
· It remains virtually free from real government protections.

· The result is the epidemic of youth tobacco use. 

Slide 9 Highly Addictive Product

· Let me specifically walk through each piece of this equation.

· 1st, “Tobacco is a highly additive and lethal product” – 

· A study released in 1994 found that tobacco is one of the most addictive substances one can be exposed to.

· This graph shows the percentage of people who EVER use a drug and become addicted. 

· You will see that tobacco has a higher addiction rate than alcohol, cocaine and even heroin.

Slide 10 Aggressive Marketing to Kids

· 2nd part of the equation, “Aggressive marketing to kids”.

· This statistic tells it all: The tobacco industry recognizes that nearly 90% of smokers begin at or before age 18.   

· Since more than 2 million smokers either die or quit every year, the cigarette makers know that to capture new customers they can hook for life

· Those new, replacement customers are our children.

Slide 11 Aggressive Marketing to Kids

· We know the tobacco industry has targeted kids for a long time - - they told us so in their own words, according to documents exposed in court cases. 

· A Philip Morris market research report stated “It is important to know as much as possible about teenage smoking patterns and attitudes.  Today’s teenager is tomorrow’s potential regular customer…”

· [Ironically, the author of this quote, Carolyn Levy, is now in charge of Philip Morris’ so-called youth prevention program.  She certainly knows a lot about how to get kids to smoke.] 

· And a Lorillard Tobacco memo said, “The base of our business are high school students.”

Slide 12 Aggressive Marketing to Kids

· We know the industry’s advertising successfully reaches kids

· A survey in March of 2001 showed that 60% of teens had seen advertising for tobacco products in the previous two weeks, while only 23% of adults said they saw tobacco ads.  

· In other words, teens are nearly 3 X more likely to recall seeing tobacco advertising than adults.

· Many of you may be thinking that you haven’t seen that many tobacco ads recently – well that’s exactly the point.  You’re not the intended audience.  Your kids are.

Slide 13 Aggressive Marketing to Kids

· Finally, and most disturbing, we have evidence to prove that tobacco ads get kids to begin smoking cigarettes.

· A study done by US Dept of Health and Human Services found that 88% of high school kids said they smoke one of the three most heavily advertised brands….

Slide 14 Aggressive Marketing to Kids

· . . . yet less that ½ of adults smoke those brands

Slide 15-17

· These brands are [flip through ad images]:

· Marlboro 

· Camel 

· And Newport

Slide 18 Lack of Government Protection

· The 3rd and final part of the equation is “Lack of government consumer protections for tobacco”

· Tobacco products today remain virtually free from consumer protections such as safety testing and ingredient disclosure.
· This slide shows two Philip Morris products – Kraft Macaroni & Cheese and Marlboro cigarettes.

· Only one is subject to consumer protections by the FDA – the one that is nutritious, not the one that is deadly. 

· It simply defies common sense that the more dangerous product is exempt, even though nearly every other product we consume is subject to FDA protections.

Slide 19 Lack of Government Protection

· In addition to absence of FDA regulation, there are few restrictions on tobacco marketing to youth. 

· Laws against sales to minors are poorly enforced. 

· Few states are implementing and funding real tobacco prevention programs. 

· And, not surprisingly, the tobacco industry is doing everything it can to avoid filling these gaps.

· Just recently they successfully defeated efforts by the state of Massachusetts to limit marketing to kids near schools and playgrounds.

Slide 20 Now The Tobacco Industry Claims It Has Changed [Intro slide]

· I’ve just shown you the toll tobacco takes in this country and how we got to the point where so many kids smoke. 

· The tobacco industry is aware of its bad image and especially aware of its private documents that have been made public confirming its misdeeds.

· So now, the tobacco companies, lead by Philip Morris, have launched a massive campaign to convince us all that they have “changed”.

Slide 21 Tobacco Industry’s “Change”
· The tobacco companies use four main points in their campaigns to appear reformed. 

· 1st – they talk a lot about the 1998 legal settlement between the tobacco companies and the states, which I will describe in a minute. 

· 2nd – they claim that they no longer market to kids, although this claim is not really that new. 

· 3rd – they’ve launched a massive public relations effort with feel-good ads about their companies. 

· 4th – they have implemented what they claim are “youth anti-smoking campaigns”.  I will show you these campaigns are quite ineffective, perhaps intentionally so.

· I am going to take a few minutes to examine each of these claims, show you why they are not true, and show you that the tobacco companies’ real motivation is to avoid real change.

Slide 22 Tobacco Industry’s “Change”

· Let’s look at the 1998 settlement between the states and the tobacco companies.  It’s called the Master Settlement Agreement (MSA) and it is an important part of the debate over tobacco.

· The settlement was negotiated between attorneys general of 46 states and the tobacco companies to settle lawsuits the states brought to recoup billions of dollars in health care costs to treat sick and dying smokers.

· As part of the settlement, the industry promised several things, one being not to market to kids.

· One provision in the settlement that you might be familiar with was a ban on billboard advertising.

· And, as a result of the settlement, the tobacco companies are also paying the states $246 billion over the next 25 years.

· This all sounds like progress, so it’s understandable why the settlement seemed promising and why it looked like change could be on the way…

Slide 23 Philip Morris Advertisement

· In fact, the tobacco industry ran ads all over TV and in newspapers about the 1998 settlement to proclaim that things were changing.

· This Philip Morris ad ran in national papers in Washington, DC, and explicitly stated that the settlement, “fundamentally changed how tobacco is marketed, promoted and advertised in the U.S.” 

· But we believe them at our peril.

Slide 24 Peanuts Comic

· We all remember the Peanuts comic strip, and how Lucy always promised Charlie Brown that “this time, she really meant it and wouldn’t pull away the football.” 

· Well, just like our friend Charlie, we shouldn’t be fooled by the tobacco industry’s claims that this time they really mean it.

Slide 25 1998 Settlement

· So let’s take a look at the truth, by looking at the facts.

· 1st – Let’s look at the 1998 settlement the tobacco companies use as primary evidence they have changed. 

· The truth is the settlement actually affects only a small part of overall tobacco marketing.  For example, magazine advertising and in-store ads were virtually unaffected by the settlement. 

· 2nd – I will show you in a minute that overall tobacco advertising actually increased dramatically after the settlement. 

· And although the states got billions from the settlement, not one dime of the funds was required to go to tobacco prevention – most states have used these funds for anything from roads, to tax cuts, to actually paying for morgues. 

· So although the industry wants us to believe the settlement automatically means change, there is much the settlement cannot or does not affect.

Slide 26 Tobacco Industry’s “Change”

· Now, lets move onto their 2nd claim – that they no longer market to kids.
Slide 27 Marketing to Kids
· From their own PUBLIC words – R J Reynolds issued a “Position on Youth Smoking” stating "R. J. Reynolds Tobacco Company does not want children to smoke, not only because it is illegal to sell to minors in every state, but also because of the inherent health risks of smoking and because children lack the maturity of judgment to assess those risks."
Slide 28 Marketing to Kids
· But in their own PRIVATE words – an in-house R J Reynolds memo stated "To ensure increased and longer-term growth for CAMEL FILTER, the brand must increase its share penetration among the 14-24 age group which have a new set of more liberal values and which represent tomorrow's cigarette business."
Slide 29 Marketing to Kids 
· The tobacco industry’s own advertising expenditures show us that nothing has changed – at least not for the better.

· A recent Federal Trade Commission report shows that tobacco industry spending on advertising reached an all-time-high in the first year AFTER the settlement was signed.

· The tobacco companies spent a record $8.24 million in 1999 to market their products.  That’s $22 million of tobacco advertising EVERY SINGLE DAY, which is more than MO allocated to tobacco control for an ENTIRE YEAR. 

· This was the largest dollar increase since the FTC began tracking tobacco advertising in 1970.

· This represents a 22% increase in tobacco advertising, which again is the year after the ‘98 settlement agreement was signed and everything was supposed to change for the better.

· Some of the specific ways in which this spending increased is especially troubling.  The tobacco companies spent more to get the best space on store shelves, on 2-for-1 discounts that make cigarettes more affordable, and on give-aways such as hats and lighters.  All of which is effective at reaching kids.

· If the tobacco companies expect us to believe they no longer market to kids, how can they so dramatically increase overall marketing, much of which impacts young people? 

Slide 30 Increased In-Store Advertising

· Let’s look specifically at in store advertising. 

· A national study released in July 2000 by the University of Illinois - Chicago found increases in retail store marketing after tobacco billboards were banned as a result of the settlement.

· The study shows that cigarette makers simply shifted advertising dollars and focus to another place they know will reach kids. 

· Since 75% of teens visit a convenience store at least once a week, this is a prime venue for reaching our children.

Slide 31 Increased In-Store Store Advertising 

· A second study, released in June 2000 by researchers at Stanford University, shows that 48% of retail stores in California have cigarette ads at kids’ eye level.  That’s 3 feet or below. 

· The study also shows that 23% of stores place cigarettes within 6 inches of candy. 

· And that the average store had at least 17 tobacco ads.

Slide 32 Picture Inside Store

· Here you can see a typical example of cigarette ads inside stores.

· Notice that the cigarette cartons are directly above the candy. (click the prompt 3 times to get the cash register ringing as the red arrows appear)

Slide 33 Study on Magazine Advertising

· Another way that the industry has found to effectively reach kids is through magazine advertising.

· A study released in May 2000 by the Massachusetts Dept of Public Health examined tobacco advertising in magazines popular with youth – magazines such as Rolling Stone, Hot Rod and Sports Illustrated.

· This graph compares tobacco advertising immediately before and after the ’98 settlement.  

· The results show tobacco advertising in magazines read by kids actually increased by 33% after the settlement.

· Again, if the tobacco companies were serious about not marketing to kids, why would they increase ads in magazines popular with our children?

Slide 34 Increased Magazine Advertising

· And just to show that we are being objective, a separate analysis by the Wall Street Journal found the same result as the Massachusetts study.

Slides 35-37 Ads

· Here are just a few examples of the ads inside magazines popular with young people.  

· Notice they hit on themes of rebellion, sophistication and sex, all of which resonate with kids.

Slide 38 News Update – February 2002

· Has Big Tobacco started mending its ways?

· Philip Morris, #1 in tobacco business, pulled advertising from 80 magazines

· #2 R J Reynolds likely to follow suit

· However, #3 Brown & Williamson increased ad spending by 25%

· Overall tobacco ad spending in 2001 was 36% lower than in 2000
Slide 39 News Update – February 2002

· Has Philip Morris finally developed a social conscience and corporate ethics placing a higher priority on the health of our children?

· Philip Morris stated the magazine advertising cutback is a BUSINESS decision, NOT A POLITICAL OR MORAL DECISION.

· Philip Morris relies heavily on promotions, direct mail, and point-of-purchase displays rather than print advertising.

Slide 40 News Update – February 2002

· Philip Morris also has so much market share that the benefit of print advertising may be negligible, whereas other tobacco companies, like Brown & Williamson, may eagerly fill the void in print ad space that has been left by Philip Morris.

· But, there could be another benefit for Philip Morris . . . 

· Their attorneys can now prove to juries that the company has truly mended its ways.

· Have they mended their ways?  Experience has taught us to be skeptical . . . So we shall see.

Slide 41 News Update – February 2002

· In comparison between 2000 and 2001, tobacco print advertising has indeed diminished by over ½ for Philip Morris

· and RJ Reynolds.

· But, Brown & Williamson increased by 18%.

· And the total for the top 3 tobacco companies still topped $180 M last year for just print advertising.  This is not accounting for other forms of advertising and promotions.  Nor does this include advertising by smaller tobacco companies. 

Slide 42 News Update – Part II – February 2002

· But, as Big Tobacco may be cutting back on media ads, they apparently also want tobacco control advocates to also cut back on ads.  Also in February 2002, Lorillard Tobacco announced plans to sue American Legacy Foundation for some of its “Truth” ads.

Slide 43 News Update – Part II – February 2002

· Lorillard accuses Legacy of violating the MSA by conducting prohibited “personal attack on, or vilification of” tobacco companies.
· Since Foundation first broadcast a TV commercial portraying piles of body bags in front of a tobacco firm's headquarters in 2000, cigarette makers have complained that its anti-smoking campaign broke the ground rules laid out in the settlement.
Slide 44 News Update – Part II – February 2002

· Foundation’s response?

· Ads merely stated the truth and therefore did not vilify anyone

· Additionally, the tobacco companies powerless to sue Foundation as it only a beneficiary of MSA and was not a party to it
(    Legacy has sued Lorillard in New Castle Co DE state court seeking –

1) a declaratory judgment that Lorillard has no authority to bring an enforcement action against Legacy under the MSA

2) an injunction barring Lorillard from initiating or prosecuting a lawsuit against Legacy in any other court involving the same issues
3) i 
if the declaratory judgment and injunction are denied that - as an alternative - the Court should declare that Legacy has not violated any MSA provision, including in particular the provision concerning "personal attack" or "vilification."
Slide 45 News Update – Part II – February 2002

· Apparently this is the sentiment of Vermont’s Attorney General when he stated, “Is the truth campaign actually true?  . . . any industry that is responsible for the deaths of more than 400,000 people a year is doing some pretty ugly things. And to point those out, is that vilification?" 
Slide 46 Tobacco Industry’s “Change”

· Now let’s move to the 3rd aspect of the tobacco industry’s efforts to convince us they have changed – their “Feel-good” television, radio and print advertisements about their charitable contributions.

Slide 47 The Truth

· You’ve probably seen Philip Morris TV commercials with the message that they are “ working to make a difference.”

· A whole series of commercials ran on issues such as their Food Bank, disaster relief, and domestic violence awareness.

Slide 48 The Truth

· Philip Morris also ran these ads in magazines and newspapers.

· Here, Philip Morris that touts its good work in various communities.

· These are clearly worthy causes….

Slide 49 PR to Avoid Change
· In one year, Philip Morris provided more than $115 M in philanthropic donations.

· But when you look at the whole picture, you see the real reason for these programs.

· Philip Morris has spent more on advertising ABOUT these programs than on the programs themselves, spending more than $150 million on ads to publicize the donations.

· You have to question where their commitment lies: in the good works, or the PR benefits?

Slide 50 What They Don’t Advertise

· And while they are running these ads about how great their company is, they fail tell you about some of their other corporate efforts. 

· One of the most horrendous is a November 2000 report aimed at convincing the government of the Czech republic that early deaths from smoking were actually a good thing because they saved the government about $1227 per smoker.  

· The study was part of an effort by Philip Morris to defeat efforts to reduce smoking in the Czech Republic.

· Here is the Wall Street Journal article that broke the story of this study and caused quite an uproar.

Slide 51 The Truth
· For a long time, the tobacco companies denied that cigarettes kill people.  Now, with this study, Philip Morris brags about it.

· Here’s what the study says in its own words: “Positive effects [of smoking] include savings in public health-care costs and state pensions due to early mortality of smokers, and savings of public costs related to the support of the elderly.”

· Can you imagine any other company trying to put a positive spin on the fact that its products kill its customers?

· We couldn’t respond any better than Eva Kralikova, a Czech doctor, who said, “Following that logic, the best recommendation to government would be to kill all people on the day of their retirement.”
· I hope you’ll remember this study next time you see one of those Philip Morris commercials talking about all the great things they do.
Slide 52 The Truth
· American Legacy developed this ad in response.  The toe tag on the corpse shows the savings per smoker that the Philip Morris study calculated could be realized by the Czech government.  

· Vilification of Big Tobacco? Or merely stating the truth, in this case, from the Philip Morris report itself? 

Slide 53 Tobacco Industry’s “Change”

· The 4th and final part of the tobacco companies’ efforts to convince us they have changed is their so-called “youth anti-smoking programs.”  In fact, these programs may be the most harmful aspect of the industry’s PR campaign.

Slide 54 PR to Avoid Change

· These programs appear good on the surface, but they have many flaws.

· 1st, the campaigns send an inconsistent and ineffective message. 

· 2nd, the sources behind the campaigns are not credible.  Imagine the drug cartel running rehab clinics, or Larry Flynt funding sex education classes. 

· 3rd, the industry’s ads offer no reason not to smoke, which is a proven way to influence kids. 

· And, worst of all, many of the ads position smoking as an adult habit, which could be more appealing to kids.

· At best these youth prevention programs are ineffective, and at worst, they may be an effort to actually get kids to smoke.

Slide 55 PR to Avoid Change

· In fact, tobacco industry executives have said that portraying smoking as an adult habit is a good way to get kids to smoke. 

· READ QUOTE

· This quote tells us exactly how the industry tries to position smoking – as a way to express independence and adulthood.

Slide 56 The Truth

· And we can see evidence of this strategy in their own so-called youth prevention ads. 

· Here’s an ad that portrays tobacco as an adult habit.  Note how the ad states that tobacco is whacko, IF you are a teen.

· Any parent knows the best way to guarantee your kids will do what you tell them NOT to do, is by saying that only adults are allowed to do it.

· In contrast, the second ad is by a public health group and shows the health consequences of tobacco.

Slide 57 PR to Avoid Change

· So what does the tobacco industry hope to get in return for all the money it is spending on these PR efforts?  The answer is simple -- to influence two key audiences, elected officials and jurors.

· Elected officials can bring about the real change the industry fears, by passing legislation that applies consumer protections to tobacco products and other steps to reduce tobacco use.

· The industry wants to influence potential jurors as well because they face liability cases with potentially billions of dollars in damages if they lose.

· So if the tobacco industry can convince elected officials and jurors that they have changed, they stand a better chance of avoiding real change.

Slide 58 PR to Avoid Change

· And we see this strategy in their own words: 

· “Systematically brief all key members of Congress and state legislators on our tobacco youth initiatives ... target advertising on our youth initiative to key legislative states and districts.”
· This quote shows their advertising targets are congressional members and state legislators, not young people.
Slide 59 PR to Avoid Change

· And if there is still any doubt about the tobacco industry’s true intentions, they spell it out quite clearly for us again. 

· A 1991 Tobacco Institute memo reads: “…the ultimate means for determining the success of this [youth prevention] program will be: 1) a reduction in legislation introduced and passed restricting or banning our sales and marketing activities…”

· We in the public health community define success as fewer youth smoking or reduced deaths, but to the tobacco industry, success is measured by how effectively it forestalls regulation or legislation.

Slide 60 Summary

· So let me summarize why the industry’s claims of change ring hollow: 

· We know that the major cigarette makers continue to market their products in effective at reaching kids – whether it’s more in-store advertising, or more ads placed in magazines popular with our children. 

· 2nd, we have seen that despite the 1998 settlement, overall tobacco advertising has increased to record levels. 

· And 3rd, we know, both through their own words and through the evidence showing little has changed, that the industry is using PR to convince policy makers that they are reformed.

Slide 61 The Real Solution 

· I’ve talked a lot about what is wrong, so let me take a few minutes to talk about some of the positives.

· Fortunately, there are real solutions to the problem of youth tobacco use.  In fact, we know what works when it comes to fighting tobacco use – all we need is the political will to implement the right programs.  Part of the problem, as you have just seen, is that the tobacco companies will go to great lengths to block real change.

Slide 62 The Real Solution

· There are three important ways to reduce the toll of tobacco in this country: 

· 1st, grant the Food and Drug Administration authority over tobacco. 

· 2nd, enact other policy changes, such as protections from second hand smoke, increases in cigarette excise taxes, and health insurance coverage for cessation programs to help smokers trying to quit.

· Finally, states should dedicate some of their tobacco settlement money to fund comprehensive tobacco prevention programs that are proven to work.  

Slide 63 The Real Solution

· Real FDA regulation will provide the same consumer protections for tobacco products as currently exist for nearly every other product we consume. 

· Specifically FDA should be able to: 

· Stop tobacco sales to children and prevent marketing to kids 

· Force the tobacco industry to disclose cigarette ingredients (such as ammonia, formaldehyde and arsenic) 

· Eliminate or reduce harmful components 

· Regulate dangerous and misleading health claims, which is especially as the tobacco industry introduces new products with the claim that they are “reduced risk.”  History teaches us not to believe such claims.  When the industry began marketing “light” and “low-tar” cigarettes, many smokers thought they would be less hazardous and kept smoking instead of quitting. It turns out these cigarettes are no less dangerous.  We need the FDA to be able to protect consumers from such deceptive claims.

· It is also important that Congress not be fooled by the tobacco industry’s attempt to push ineffective and inadequate FDA legislation.

· We need effective legislation.

Slide 64 The Real Solution

· In addition to FDA authority, there are a number of other policy changes that can reduce the toll of tobacco: 

· Clean indoor air policies will protect kids and adults from second hand smoke. 

· Raising the excise tax on cigarettes is a proven way to reduce consumption, especially among kids. 

· And since nearly every smoker actually wants to quit, it’s important to provide health coverage for cessation services.

Slide 65 The Real Solution

· Lastly, states must seize the opportunity to implement comprehensive prevention programs that reduce youth tobacco use and save lives. 

· The ’98 settlement provides each state with millions or billions a year but no recommendation on how to spend it.  

· Unfortunately, as I mentioned earlier, most states are failing to fund these programs at the minimum levels recommended by the CDC. 

· These levels are usually less than one-fourth of the amount the states are receiving from the settlement. 

· And to be truly successful, these programs must be comprehensive, which involves 5 critical components.

Slide 66 Public Education – Counter Marketing

· 1) Public education to fight the $8 billion the tobacco industry spends to market cigarettes and make them so appealing.

Slide 67 Community Based Programs

· 2) Community programs to reach people where they live, play, work and worship with prevention and cessation programs.

Slide 68 School Based Programs

· 3) School based programs.  But in order for school programs to be effective they really must be part of a comprehensive effort.

Slide 69 Programs to Help Smokers Quit

· 4) Provide programs that help smokers quit.  Most smokers want to stop, but because cigarettes are so addictive, without help in quitting many won’t be able to do so.

Slide 70 Enforcing Laws Against Sales to Minors

· 5) Enforcement of laws against sales to minors is critical in keeping cigarettes out of the hands of kids.

Slide 71 The Real Solution

· These 5 components are essential to a comprehensive program. 

· And to be effective, these programs must be - 

· well funded

· sustained over time

· evaluated to ensure they are working.

Slide 72 Comprehensive Programs Work

· Unfortunately, as I have shown you, few states have such programs.  But in the few that do, we have remarkable evidence showing they are effective.  

· First, these programs reduce youth smoking rates. 

· READ STATISTICS

Slide 73 Lives Saved in California

· These programs not only reduce smoking they are also saving lives. 

· READ STATISTICS

Slides 74 - 75 Money Saved

· Besides reducing smoking and saving lives, these programs are also saving states – and taxpayers – millions of dollars. 

· READ  STATS

Slide 76 The Challenge in Missouri

· The MINIMUM funding level recommended by CDC for tobacco control efforts in Missouri is $32.8 M per year

· The amount appropriated by the legislature of $22.2 M minus the budget withholding by the governor of $3.5 M leaves funding of $18.7 M available

· Spending by tobacco companies for advertising in Missouri is $164 M, almost 9 X  the funding allotted to tobacco control efforts

This is an even more daunting challenge when you consider the dollars spent 
  by Big Tobacco for their extremely effective lobbying activities.
Slide 77 Conclusion

· I have described the current tobacco situation in our country. 

· Tobacco remains the #1 preventable cause of death and disease. 

· And, hopefully, you now understand why the tobacco industry is spending so much money to convince us it has changed.  They want to block real change.

· Finally, if we want to truly reduce the toll of tobacco in the U.S.,

· we must give the FDA the authority to regulate tobacco products like other consumer products.  

· And states must fund and implement comprehensive tobacco prevention programs.

Slide 78 What Tobacco Free Kids is Doing…

· What is Tobacco Free Kids doing?

· Supporting legislation in Congress that would provide effective FDA authority over tobacco products.

· Urging state legislatures to spend the tobacco settlement money on tobacco prevention.  

· Advocating for an increase in the tobacco excise tax and other policies because we know it will reduce smoking among kids.

· In addition, working with state advocates to achieve policy changes on clean indoor air laws and health coverage for cessation services.  

Slide 79 What Can You Do…

· What can you do? 

· How can you help this effort?

· Tell your federal representatives to support an effective FDA regulation of tobacco.

· Tell your state legislators to spend tobacco settlement money on what it is supposed to be used for - tobacco prevention.

· Support tobacco excise taxes and other policy changes in your state – we know they will reduce tobacco use.  

· To take immediate action, go to www.tobaccofreekids.org and click on the ACTION CENTER.

Slide 80  2002 Legislation

· Current status of legislation can be obtained at www.house.state.mo.us  

· Move cursor to 2002 Bill Info

· Then on Bill Tracking Search

· Select 2002 Advanced

· Then type in a keyword, bill number or bill sponsor

