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Disproportionate impact

In a recent full probabillity study (CA),
LGBT men smoked 50% more than the

general population, and LGB

women

smoked almost 200% more than the

general population.
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We don’t feel targeted

= |n the survey above, 7 out of 10 LGBT
men and 4 out of 5 LGBT women
thought smoking was no bigger problem
for LGBTs than everyone else

= Despite record high prevalence rates
reported by the same group.
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Our leaders rarely see It
as a priority

= UCSF researchers found that only 17%
of 75 LGBT community leaders listed
tobacco as a top three LGBT health

ISSue.

—
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We're not angry

= When UCSF researchers conducted
focus groups in the LGBT and African
American communities they found that
African Americans were primarily angry
when shown depictions of tobacco
iIndustry targeting, while LGBTs were
primarily grateful.
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The toll

Tobacco kills more LGBT people than any
other health issue.
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Case Study of
Targeting




CA Prop 10 ballot initiative

THE PRESS-ENTERPRISE  octover

" Not what the children need

Prop. 10 would boost Calitor-

nia's cigaretfe tax by 50 cents a
pack. Thal would raise the tax to
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Lere ure, by the eslimate
of Propgsition 10 supperi-
ars, more than 1 million
aliforvia ¢hildren who are ell-
gible for pubsidized child care
vel wha e not recetving it
Acceplinel number al face val-
ue (il comes from the state’s Lit-
te Hoover Ubmmlscion) ahd
gran! thal new promise tould be
added tothose smalt llvas by pre-
school, nutrition, home health
and [amily intervenlion effoHs:
It still doeen’t add up Lo & reason
to vole for Prop. 10.

Even throw In thenotion thate
pew fax would foree a lol of peo-
ple lo quit smoking, and every-
one would be healtfijer with less
cigaretie smoke {dther §ret- or
sacond-hand) {n thelr lives. You
$tilt come up shorl.

Prop. 10 18 yet anolher good
exampie of why cocldall party
discusslons don't necewsarily
ruske good krws. This one s e
time-testod conversetlon-siart-
er, and thal's about it

Prop. 10 would boost Calitor-
nta's clgarelfe tax by 50 cents &
pack. Thaot wollld raise the tax to
8? cenls per; the approximate
price of 8 pack would risa to
$3.0 (that's exchsive of ali the

other tax and settlement propos-
gls thal have been fonling
around lately). This Would roise
vp te $750 miltton & year, nomt-
nally to finzece the Calfornle
Children gnd Famllles Firet Pro-
gram, In reality, all of thismoney
wauld trickle down through a
brand new buresucracy — a
stale comemisslon atthe lop of the
pyramid, s¢parate commissions
167 each county and, of course,
all the staff, of every stop, that a
levishly finauced enfifiemont op-
eralion could spawn,

Is that wha! these California
children noed? Are thelr prob-
lems going f4 be solved by the
creation of more commissions?
No. That's not & solutlon: It's the
throwaway line you use to ¢lose
out that cocktall party converse-
tion 80 you can move on to the
next topic.

Prop. 10 la Hollywopd-spon-
sored: It has big enlertalnment
bueks behind I As might be
goessed, It hes Big Tobacto

hucxs agatnst i, So it's & 1awrly -

loud debale But that. doesnl
meke It An importaot one.
There's nothing bhers that Call-
fornians need. Weurge s Novole
on Proposition 30,

Taesday
27, 1998




Big Tobacco works together
to plan opposition

RE: May 28 Industry Meeting - CA Initiative

Attendees: TI: Pat Donaho, Dan Howle. PM. Pam Inman, Mike Carpenter, Ted
Letanzia, Caesar Varga. B&W: Paul Jacobson. RJRT: Mike Phillips.
STC/Wholesalers: Dennis Loper. Consultants: Steve McMahon and Joe Trippi
{(McMahon & Trippi); Joe Shumate and Grant Gillnam (Shumate & Co.); the legal guy
(Merskemer?)

Two pages of materials that were passed out are attached.

Signatures: Proponents submitted 1,186,481 signatures. They need 763,000+ {0
qualify, which means they need a validity rate of about 65%. Several counties have
already validated signatures. Ranges from validity rate of 50% to 92%. The largest
county that has validated signatures (San Diego) had a 72.6% valid rate.

Consensus is that it could be close, but proposal will likely qualify for the baliot.
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And recruits an LGBT
community leader

Campaign team reported that a guy named David Mixner has been retained to work the
gay and lesbian community. It's said he is the premiere, most credible gay activist in
California. Claims to have a mailing list of 400,000 to 500,000 registered, gay voters.
Group normally votes at 90%+ rate. Sense is that the community would likely support
the tax initiative, but the Mixner could get them to take a “no position” stance. No way
to get them to oppose tax.

Mixner could get them to take a “no position” stance.
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OK to target LGBTs, but
not “minorities”

Consultants for minority communities will not be retained until later, if at all, to eliminate

notion that the Industry is targeting these groups.
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Check, how much money
have they given us?

Gampaign committee would like to know any major support the companies have given

to CA-based gay or lesbian groups; minority groups, and labor. I'll chat with Ben Ruffin
about this.
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Offer people money

A. Coalitlon Groups

Stoorza, Zieqaus & Metzger

Their proposal has been fotwarded for approval. They will have a preliminary media
and coalition response pilan to JS&A by the middie of this week. Current deadline for
formal plan is May 8, 1898. '

Ethnic Coalltions

Per the last update, ali community representatives on hold until after July 1st except for
David Mixner. Steve MeMahon talked to Mixner |ast week, Mixner was positive and
promised he would give us an answer on Monday.

—i |||
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reate the timeline

Campaign Timeline

Stoorza and Momer undenway, others on hold
until 71498 per Commitles dacision

Completed... Mass and Ralston reports
o 5
samplele full opp ressarch and analysis m B 5498 circulated and enclosed

Completed. .. Stoarza plan enclosed, updated

Complate coalition plan
| P tecn p Infermation attached

Stoorza and Maxner underway, others on haold

Completed, repont and videos clre

report aitached untd 7/1/88 per Committee decision

Iirs1 reurd focus groups

N
ot benchmar e -

omplete cassification modeling

amplele largeled constifuencylethnie suney . ;

! 7 iatea

ressareh and focus aroups o 7131198
| Message testing supportiopposition campaign N draing " PTE e |
!
Second round focus groups Question development last week in July i
I

I
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Target LGBT civil rights
group

1) ANGLE LISTS:

I am following up with gne-on-one meetngs with each member of ANGLE [ want to
make sure we don’t have any problems in purchasing their lists and maintaining the “no”
endorsement on their slate As they have histonically suppurted all previous anti-tobacco
mitiatives. this would be a n\ajor deparnure for themy 1t is woing 1o take a lot of skill to
pull this aff, but | think we Yan do so f we carefully answer each person's concerns

That is what [ am doing oow \l thik we will continue 1 remain in vood shape  Also, 1
am workmg with Doug Winslo\v, their direct mail house. 10 et a better feel of the lists
and how we can proceed once adyeemen! 15 reached

endorsement on their slate VAS they have mstoncally supported all previous anti—to
initiatives, this would be a major deparure for themy 1t is going 10 1ake a lot of skill 1o
pull this off, but 1 think we can do so f we carelully answer each person’s concerns

b —d
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Hit them again, and again

T would suggest three mailings 1o this list - One wo be semt right after Labor Day 1o set the
tone of the campaign  Another to be sent right at the bewinning of absentee ballot voting

This community votes freanvfy by absentee ballot  And, the final piece to be sent to arrive
the week of the election

o —

b —d

T-Free Igbttobacco@gmail.com * Scout scoutout@gmail.com 401-263-5092




Target the LGBT media

2) GAY AND LESBIAN MEDI(:

We will have to move quickly once we understand the extent and the nature of the
campaign in August  Some of the Gay and Lesbian pubhications are published quarterly .
and we must have camera—rezdy art 1o them gqinekly

T will be advising a full scale, “narrow cast,” print media campaign 1 the Gay and
Lesbian media  The message should be specifically targeted to the Gay and Lesbian
commumty based on serious fovus wroups and polhing The only thing we don’t know is il
any of them have a policy asainst ads fram the wbaceo indusiry  Here are the
publications we have 10 be converned about:

o —
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Make a list of all media to
blitz o=

This is a Southern California based, twice-monthly magazine A full-page costs
$656 per premium page  We should be able to do four issues before the election

THE ADVOCATE:
This 18 the largest national Gay and Lesbian magazine  We could create an ad for
their California edition. but ['tiunk 1t would be expensive and not very productive

THE BAY AREA REPORTER:

This is the mos: powerful Northern California Gay and Lesbian publication based
in San Francisco (U is published weekly A full-page, prenmum ad would cost
$1,190 perissue. | think we would want 1o do six weeks ol ads to make sure our
messages are geiting across 1o the potential voter They might have a policy
agamnst tobacco ads

THE BLADE:

This is the only newspaper that serves the very large Gay and Lesbian community
n the Orange Couniy/Long Beach area It comes cut approximately every two
weeks We should look to do four full-page ads at $725 per page rate

THE BOTTONMN LINE:

This 15 the publication that serves the Palm Springs/ Riverside Gay and Lesbian
community It comes out about every other week  We should de four full-page
ads at 5243 per paue

o —
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Don’t forget any

CURVLE:

Tiis magazine 1s targeted towards Lesbians [t only comes owt about three to four
times a year. 1 has a very long lead time and we miglis be able 1o get into an issue
before the November election | don’t know vet what the cost per page would be

EDCE:

This weekly “news™ magazine serves basically the gay men’s community of the
Los Angeles area It comes out every week and has a wide circulation 1 think
we should do six, full-page, prenum ads at $956 per page

FAB:
Recomimend no ads since there would be little return lrom them

FEMALLE FyI:
Will not take tobacco ads

FRONTIERS NEWS MAGAZINE:
This Los Angeles based magazine is the laruest, and only, statewide Gay and
Leshian publication I wields enormous influence in the Gay and Leshian
community 1t is published every two weeks and I think we ought o do four full-
page premium ads at 31,225 per paue

o —
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| said don’t forget any

THE GAY AND LESBIAN TIMES:

This is the San Diego area’s largest Gay and Lesbian publication 11 disinbutes
the paper as far Nonh as Los Angeles  [U1s published weekly and | would suggest
that we do six full-page ads at 35375 per page

GAY BLACK FEMNALE:
This Los Angeles publication obviously has a very targeted base It comes out

about every other month and we should do one fill-page ad on the inside cover
for 250

GENRE:
This national magazine 1s based in Los Angeles 1 recommend no ads at this lime,
but, for the rneht deal with them, 1 might change this recommendation

GIRLFRIENDS:
Attempting (o gel inforualion

IN:
This is an increasingly popular publication with youny Gays and Lesbians. It

comes out every other week. | think we should tzke tour, full-page, premium ads
at $997 per page

b —d
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Not done yet

LESBIAN NEWS:

This magazine is the largest Lesbian publication in California Tt is released every
other week. It is cruciai to any ad strategy | would recommend four full-page
ads at 3988 per ssue

LA GIRL GUIDE:
This Los Angeles magazine, aimed al the more “hip™ Lesbian crowd, comes out
once a month | would recommend one full-page ad at $400

MOM., GUESS WIIAT?:
This 1s the newspaper that serves the Sacramento and Central Valley Gay and

Lesbian community  We defininely should tale ads but at this moment do not
have the proper information

ODESSEY MAGAZINE:
It will not be productive to place ads in this Los Anueles based magazine directed
toward the “club’ crowd

THE SAN FRANCISCO BAY TIMES:
This 1s the Bay Area’s other major Gay and Lestian publication [t comes out
every other week | would recommend four tull-page ads at $1. 148 per issue

b —d
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Aaaand, that’s It

TWINK MAGAZINE: : -
This small, but very influenial maguzine 15 wmed at young Gay men 1t 1s very
important  §1s released every other week and we should wake four, full-page,
premium ads at $745 per issue

UPDATE:

This San Diego area publication comes out every week We should do four full-
paue ads at $4235 per page

o —
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It’s going to cost you

The total for such an ad campaign descnbed above would come to $45,584  That does
not include several publications where we still have to abtain information

—

— T-Free Igbttobacco@gmail.com * Scout scoutout@gmail.com 401-263-5092




But you've already been
watching LGBT media

Gay Press Emerges As Fastest Growing Print/Ad
. Marke! For Thind Conascutive Year

" NEW YORK—{BUSINESS WIRE)-Oct, 8, 1997

Gay Press Emerges As Fastest Growing Print/Ad
- Market For Thind Conaecutive Year
United Alrliines, iBM, Amercan Exprees Financial
Senices, HBO and Aetna Enter Market
Wtuﬂluﬁ‘opﬂﬂfn While Ade For New HIV
: Drugs Driva Revenus Growth
Acvartising spending in the gay press reached §100.2 miliion this
yeal, 3 ncrease ower 1968, acconding to the fourth annual
Mubry Goy Press Report, a naional study of ad spending and
mmmmmmmmmmmmm
the U.S.
'Mcnlﬁuhwmm the gay press has once Mo
emerged a3 the fastest growing print/ad market in the U.S.,” stated
Dave Mulryan, psitner of Mullyan/Nash. “For the pest thiee

o —
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Now, how will we sell
this?

3}y ISSUE DEVELOPMENT:

Obviously, the direct mail and print media placement is only as good as the content
Since it 1s apparent that we are not zoing to have the endorsement of most Gay and
Lesbian leadership, it 15 important 1o use these campaign tools to bypass that and go
directly 1o the Gay and Lesbian voter with a message that will resonate  There are
several areas that would have special interest to this community  That would include life-
style regulation, government intrusion Into private lives, and removing choice as an

option for one’s life decisions  1hese themes weed 1o he developed carefully by focus
groups and polling. We must be ready to immediately set the tone of the debate in early
September That means our message, materials and content must be decided by mid-
August at the absolute latest ar we will miss important deadlines

Grant, | will keep you updated with mlormation as | attain it Best wishes for a
successful meeting

o —
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When LGBT leaders aren’t
on board?

Since it 15 apparent that we are not going 1o have the endorsement of most Gay and
Lesbtan leadership, 11 15 important 1o use these campaign tools to bypass that and go

directly to the Gay and Lesbian vote: with a message that wili resonate There are
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Themes that resonate
with LGBTs

directly to the Gay and Lesbian voter with a4 message that will resonate  There are
several areas that would have special interest to this community  That would include life-

style regulation, government intrusion into private lives, and removing choice as an
option for one’s lite decisions  1hese themes wweed o e develuped carefully by focus

1. Lifestyle regulation
2. Government intrusion into private lives

3. Removing choice as an option for life decisions

—
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Spend money, find the
best pitch

option for one's life decisions  These themes weed 1o he developed carefully by focus
groups and palling. We must be ready to immediately set the tone of the debate in early
September  That means our message, materials and content must be decided by mid-
August at the absolute latest or we will imiss important deadlines

Grant, [ will keep you updated with mmformation as | attain it Best wishes for a
successiul meeting

set the tone of the debate

o —
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Actually spend lots of
money

Ballot Measure Committee . Tynaar prle In bk,
Campaign Disclosure Statement — Statemant covmrs period

Long Form | teom 04/01/98
[Govemement Code Sectior BAI00-BA218.5)

SEE INSTRALCTIDNS ON REVERSE &mnrhﬂm___

Chedkane of the follawd Mmiulmuﬂm of statwrmant belng filed: Dateof efection if appicabls:
al P ¥ lm,,h,,,,,.f.’ﬂ, For Gilichal e DNy

O Pre-etectian Statement [ Termiration statement faamen s
O quertertyStatement completed Form 415 to this statement (o1
& semiannesl jestement

piee iﬁ%ﬁ;ﬂ: gﬁ: o i bl vl e f_.m;ngrztmh_r'*mmw—ﬂ—————-———
ica ifarnia Distribut Aamociati ]
KODALYS 07 CONMITTEE (M0 AKDINEET) R “w‘—'— 1127=-11th Strest, Suite 300

e s b 2 L T T g s —

1127-11th Street, Sulte 300 Sacranento
WIE el Ol

i
(9165]) 442-2280

12. TOTAL EXPENDITURES.MADE....-.sesonns.afcd Lines 10 + 71|

5 32564149
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Work at home and earn
$15k in 2 months!

DEM Associates
T5h Huntley Drjve
West Hollywood, CA  FOOLE

10,060.00

DOH Aszaniates %.000.00
358 Huntley Drive
W=zt Hollywood, CA #0048

DEM Associates
156 HUrLey Drive
et Hollywood, CA QO0LE
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No we said spend LOTS of
money 7,251

Phase |l Budgel 3-Aug 07-Sep 14.Sep 21-Sep  2B-Sep  08-Oct 12.00t 18-Oct  28-Oct 02-Nov Total
(i) 0 a3 (3 0 (0 () (M ] 4 il il
1k | i1k o
LRE 0 (K] d 50 500
1 1 & " |
LO0 MLy 1N 000
¥ (1) (i 500
(D 00 H) L
Wb 000 LLJ De(kD)
0 000 0. 1030 0 D0
0, ) D), (K] GO0 D
(NN D00 0 3080
&, 000 0 50,000
1 ¥l 1 G, 250
an () it ALk 5,0l G I [ .I'--:I
Dianid £ L) (0] 0 1000
1) [ 0 3
(X (i) B 25 i
= £ pla f =pokesperso ) (K] B { 1
FRELA .00
(0 | B 750
4 CHI CHMl) LM LK D] (] I ] (] 1.} (O
30,000 80,000
00,00 B0 0300
G, LA S 000
0,000 50 000
(limbs T IR O O0D
i
L ILF L I [ UB0 iln 1 1 }
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And....... Still lose

= |n a “heartbreakingly close” vote,
Proposition 10 passes in 1998.
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Another brief example

120 PARK hVENUE. NEW WRK. NY lﬂﬂ‘l.?’

Yvette Robinson DATE: October 9, 1997
May Nivar

Bert Johnson
CEM'a Gay and Lesbian Matketing Effors

SITUATION_ ANALYSIS

A large percentage of Gays and Lesbians are smokers. ' In urder to .ﬁmw the Benson &
Hedges brand it is im rntive to identify new markets with growth potential for the
brand Many Gay and Lesbian adult nmkers llln hm a preference for menthol

brands.

FINDINGS

Gays and Lesbians are good prospects for the Benson & Hedges brand. Many
African-American and white Gay and Lesblan aduit smokers indicated on their
survey forms that they smoke varlous menthol-flavored cigarettes, while Hispanic
aduit smokers indicated that they usually prefer Marlboro or Camel clgarettes.

o —
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Hire more LGBT
consultants

Mr. Scon Seitz

Spare Parts, Inc.

361-4 Post Road West, Suite 333
Westport, Connecticut 06830

nson_& He
Dear Mr. Seitz:

This letter constitutes the agreement (the "Agreement”) between Philip Morris
Incorporated, a Virginia corporation with executive offices located at 120 Park Avenue, New
York, New York 10017 ("Philip Morris"), and Spare Parts, Inc., a Connecticut corporation
with executive offices located at 361 Post Road West, Westport, Comnecticut 06850 ("SPI"),
pursuant to which SPI will render services to Philip Morris in connection with Philip Morris’
BENSON & HEDGES Community Event Marketing Program (the "Program") under the
terms and conditions stated.

—
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Payment.

[n consideration of the services rendered by SPI in connection with the
Program, Philip Morris will pay SPI 525,000 as follows: Philip Morris will pay SPI (i)
$6,230 within thirnty days after the complete execution of the Agreement and SPI's
submission of an invoice on February 1, 1997; (i) $6,250 within thirty days after SPI's
submission of an invoice on May 1, 1997; (iii} $6,250 within thirty days after SPI's
submission of an invoice on July 1, 1997; and (iv) the balance of 36,250 within thirty days

o —
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Get listings of LGBT
events

EXHIBIT A

Club B Event check list
Evert List

Event Name/

While Farty, Palm Springs “Circuit Party”™ dance clish 327797 w 33097
and pool parties

4th Annuzl Gay/Leshian Business Expo, Business Expo. Trade Show 4/5097 1o 4/6/97
Mew Yotk

Halated Street Festival, Chicago: Streer Faire, muaic festival A716597 10 B/17097
strest party blocks from Adison o

Belmont (6 blocks) 3 musie stages,

38 bands

WomenFest, Key West Street Fawr, music festival
September '%7

Halsted Street Festival, Chicago:
atreed party blocks from Adisan o
Belmont (6 blocks) 3 music stapes,
38 bands

o —
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Signh contracts to promote

Event: Northalstead Market Days

Saturday, August 18, 1897  11:00 a.m.-9:00 p.m.
Sunday, August 17, 1387 11:00 2.m.-9:00 p.m.

Roscoe and Halstead Streels in Chicago
Food, entertainment, street festival
As the exclusive tobacco company spensor of the event on behalf of Benson &

Hedges, Philip Morris will conduct name generation activities and incentive
giveaways among smokers, 21 years of age or oider,

From two kiosks or one 10° x 22" booth, smokers (21 years of age or older) will be
asked to fill out 3 survey. Eligible smokers will receive a free lighter and a chance to
spin a wheel for an additional incentive itam, which may include a cigareite cass,
personal stereo helder, fanny pack or watch.

The booth or kiosks will be set up, and banners will be placad, by the executing agency.

Philip Morris: Yvetie Rebinson, Program Manager Tel: {212) 878-2360
Fax: (212) 807-5478
Beeper: (800) 410-8897

May Nivar, Program Coordinator Tel: (212) 880-3145
Fax: (212) 907-5478
Beeper (800) 536-4984

Consultant: Julia Salazar Tel: (310) 657-0115
Spare Parts, Inc.

Fromoter: Tony Abruscato Tel: (773) 863-3010
Chicago Special Events Managemaent Fau: (773) B68-0425
2419 North Clybum
Chicago, IL 60614

o —
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Show CEM calendar
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Example DC CIA

= Work with existing groups

= Recruit LGBT leaders

= Neutralize LGBT paid tobacco opposition
= Pressure key alderman

= Stand and be counted!
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What’s next for Chicago

= CIA pressure
= Watch for pressure to overturn CIA

= Build collaborations with tobacco control
groups

= Bulld LGBT awareness about tobacco
Impact

= Build support for cessation
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How can Chicago fit In
National Network?

= Document your lessons learned

= Create new strategies others can use

= Help create successes we can learn from

= Participate in national organizational
activities

= Spread the tobacco control vibe around
to yr national counterparts in LGBT
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National Network for
L GBT Tobacco Control

Next event
At | GBTI Anti-Tobacco Summit

July 11*, Washington, DC.

—
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