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Working with a Strategy Chart to Plan your Campaign Strategy

See Chart,  page 2

BOE Now Looking for
Sales To Minors

Violations

          he California Cigarette and
Tobacco Products Licensing Act of
2003 (AB 71) gave the State Board of
Equalization (BOE) the authority to
take action against retailers convicted
of a violation of either the STAKE Act
or Section 308 of the Penal Code once
the sales rates determined by the
California youth purchase survey reach
thirteen percent or higher.  Since
October, when the results of the
California Youth Tobacco Purchase
Survey were released, this trigger
prevision has been in effect (14
percent of retailers sold to minors).

T
By Julie Bradley-Hart, Policy Coordinator

    On December 6, 2004 the 24 new
members of the California Assembly and
the 10 new members of the Senate were
sworn into office, marking the beginning
of the new legislative session.  Now is a
great time to contact your legislator and
educate them about the important work
going on in tobacco control.  To find out
who represents you in Sacramento go to
http://www.leginfo.ca.gov/yourleg.html
and type in your zip code.  Now click on

The New Legislative Session Begins
Contact your local lawmaker today

By Julie Bradley-Hart, Policy Coordinator

the name of your representatives and
you will be taken to their websites with
all of their contact information.  As our
elected officials begin to think about and
act on legislation and the budget, it is
important that they are aware that
tobacco control programs, and smart
tobacco control laws, save lives.  For
more information on contacting your
legislator, contact the Center at 916-
442-4299.
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      Veteran tobacco control advocates
seem to be the most resistant to using
the strategy chart.  By definition, veter-
ans have “been there, done that” and
decisions on strategy may seem obvious
to them. But what about the non-
veterans, the folks who are just getting
involved in your campaign, such as new
allies? And what if conditions are
different today than during the last local
policy effort?  Maybe a fresh approach
is needed. The strategy chart will help
veterans and new advocates alike and
should not be viewed as a crutch useful
only for those who don’t know what
they’re doing.

Tobacco Tax Victories
This November

       e hear it from county staff and
coalition leaders regularly… “We don’t
need a strategy chart. We know what
we’re doing, we’ve done this before.”

     Granted, the Midwest Academy’s
strategy chart, by itself, seems rigid and
it does demand a lot of time and effort.
We agree. And merely filling it out to
meet a TCS requirement is a waste of
time. But organizers working for
change on other issues swear by the
strategy chart. This is not because there
is a miracle in the strategy chart itself.
It’s not a silver bullet. It is simply a
tool. And, used with care and purpose,
you can get real benefit from it. Your
policy campaigns will be stronger and
your strategies more focused.
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strategy session or take them to lunch
to get their input. Using the strategy
chart to seek and include these addi-
tional perspectives from your coalition
members and others will ensure your
strategy is strong.

2. The strategy chart allows you to
communicate your strategy &
recruit new people.

    One of the weaknesses of the
tobacco control movement is that we
don’t have enough of the RIGHT
people involved. We need new pas-
sionate volunteers, politically-minded
community members, and powerful
allies. We need to revitalize our coali-
tions to build power in our communi-
ties where we face an unfavorable
political environment. If we’re going to
do that, we can’t decide the campaign
strategy in a room with just 3 county
staff members present. A good way to
get these new people committed and
invested in the campaign is to include
them right from the start on forming
the strategy.

    Additionally, once the strategy is
planned and written out in this simple
chart it can be quickly explained to
new people. This makes it is easier for
the non-veterans to become involved in
to your efforts and understand how
their actions fit in to the bigger picture.
And, as mentioned above, showing the
strategy chart to other supportive and
knowledgeable people in your commu-
nity to get input will make your strat-
egy more accurate. The strategy chart
is a tool for laying out a campaign in a
clear way so that people can quickly
understand it and feel comfortable with
what otherwise might be a vague and
scattered explanation.

3. The strategy chart is the store-
house of your knowledge.

    Often veterans think they know
their community and the key people.
And they are correct. However, they
don’t know everything or everyone.
Each member of a campaign naturally
knows a different niche of the com-
munity. Everyone knows different
people, knows different segments of
the community, and knows different
tidbits of gossip. This diversity gives
your campaign and your strategy its
strength. The strategy chart allows you
to put all this information down in one
place so that the whole campaign has
access to the information. This way it
can all be part of one coherent picture
of the political environment that can
be evaluated by the group. This also
allows the information to be acces-
sible even if someone misses a meet-
ing. You can decide to ask Roger to
call his friend at the 4-H club as the
next strategic step even if Roger isn’t
at the meeting. This storehouse of
information allows your campaign to
always move forward.

4. The strategy chart is a manage-
ment tool.

    It’s hard in the middle of a cam-
paign to remember to look up and
evaluate the big picture. Perhaps your
opponents start attacking you. It is
easy in this case to turn your energy
into jumping to a quick defense or
attacking them back. However, the
strategy chart will remind you that you
still should be focusing your efforts
and directing your tactics towards the
decision makers. This focus is impor-
tant to keeping the campaign moving
forward in the right direction. The

    Filling out a strategy chart might feel
like needless work particularly if you’re
in the middle of your campaign. How-
ever, there is still real value in filling
one out with your coalition. Count the
work you’ve done up until now as
research, as laying the groundwork.
The strategy chart needs to be con-
stantly revised based on new informa-
tion anyway. (Supervisor Smith said
he’d be your champion? The Student
Senate said they couldn’t endorse your
campaign? Youth purchase results came
back with a 25% sales rate?) Report the
results of your efforts so far and let
them influence how the chart is filled
out. That knowledge will make your
strategy better and your tactics and
messaging more accurate.

    Here is a more in depth look at
several ways that the strategy chart can
help your coalition with its campaign
strategy:

  1. The strategy chart can help you
develop the strongest & soundest
strategy.

    While you may think you have a
clear campaign strategy, we have found
that when coalitions actually start
talking about the plan in one room, not
everyone understands or agrees with
the plan. Filling in a strategy chart is a
good exercise to bring out concerns and
discuss them. Getting input from a
variety of people can only strengthen
and refine an already good strategy. In
addition to getting input from all of
your coalition members, the strategy
will be more appropriate if you talk to
others in your community, e.g., political
consultants, former elected officials,
and potential allies. Invite them to your
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strategy chart gives you a timeline and
a path. The information written on the
chart can be altered based on new
information, but the strategy chart
helps you judge the impact of the new
information. For example, does this
new information about your supervi-
sor change your tactics? Having all
your plans in the strategy chart allows
you re-evaluate the overall progress of
your campaign forward. Have you
talked to all those allies you
brainstormed? How many of those
tactics have you done? In this way the
strategy chart can help you manage a
campaign that can seem complex and
unwieldy.

A  Multifunctional Tool

    Your coalitions may have passed
policies before and you may have a
reasonable plan to do it again. But if

    Since AB 71 did not provide any
funds for the enforcement of these sales
to minors laws, if local enforcement is
happening, it is imperative that locals
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Tobacco Tax VictoriesThis November

       oters in three states passed
tobacco tax initiatives by substantial
margins on November 2nd.  Colorado’s
Amendment 35 passed by 61%-39%,
raising the cigarette tax by $.64 to
$.84/pack and the tax on all other
tobacco products from 20% to 40% of
the manufacturer’s list price.  Sixteen
percent of the new tax revenue will be
earmarked for state tobacco control
and prevention programs, and the
remainder for various healthcare
programs.

    In Montana, Initiative 149 proposed
a $1.00 increase in the cigarette tax
which passed 63%-37%.  It also

increased the tax on moist snuff from 35
cents to 85 cents per ounce and on other
tobacco products to 50% of the whole-
sale price.  Much of the new revenue
will be allocated to healthcare and
Medicaid, nursing homes and the general
fund.

    Oklahoma voters passed State Ques-
tion 713 by 53%-47% raising the state
tax on cigarettes by 80-cents from $.23 to
$1.03.  The tax on chew and loose
smoking tobacco increased to 60% and
80% of the factory list price respectively
and to $.70 for each little cigar.  This
measure was placed on the ballot by the
legislature and was supported by the

governor.  The new revenues will allow
for the reduction of other taxes, support
state and local government and support
healthcare programs.

    Tobacco companies contributed
heavily in Oklahoma with Philip Morris
and RJR contributing the bulk of the $2
million that was raised to oppose the
measure.  In the other two states, there
was no significant opposition.

    Campaigns in all three states pro-
moted the benefits of reducing youth
tobacco use, reduced disease and
death, and the benefits of spending on
healthcare.

V

you’ve ever worried about the fact that
no one in your coalition is participating,
wondered why a decision maker was
not swayed by your reasoning, or settled
for a weak ordinance because you
didn’t think the stronger would pass,
perhaps you need to rethink your
approach.

    Try using the strategy chart as a way
to think more strategically, include
others,  make a strong plan, communi-
cate your plan, and to assure a success-
ful campaign.

contact the BOE to make them aware
of any criminal citations that occur so
that they can take action under the
provisions of the retailer’s state
license.  At the BOE you may contact
Dennis Maciel at
Dennis.Maciel@boe.ca.gov or (916)
327-3276 and Vic Day at
Vic.Day@boe.ca.gov or (916) 327-
7086.
    Although it is important that the
BOE be contacted so that retailers are
held accountable under the state
license, it should be noted that the
State’s licensing penalties are ex-
tremely weak and unlikely to deter
unscrupulous retailers.  Another
reason why strong local retailer
licensing programs are so important.
For more information on AB 71 and
the sales to minors provisions, contact
Julie Bradley-Hart at 916-442-4299 or
jbhart@alac.org

Other States Win Big


