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MeetinH AHenda (Appendix A):�
.PSOJOH�4FTTJPO�

SQeaLers�PSFTFOUFST 	JO� PSEFS� PG� QSFTFOUBUJPO
�� "OOB� 4POH
� 1I%��/BODZ�#VSLF
� 1I%�� &MJTB�
5POH
� .%
� ."�� $JOEZ� 7BMFODJB
� 1I%
� .1)�� $IBSNBJOF� .POUF
� ."�� &MJ[BCFUI� 	-J[
�
&TDBMBOUF
� #BPMJB�9JPOH
�+PBOOB�(BSDJB
�+BTNJOF�-VOB
�+BNJF�.PSHBO
�-BVSB�,JOH�BOE�"SUVSP�
%VSB[P
�1I%

��30BN���)JHI�MFWFM�PWFSWJFX�PG�2022�GJOEJOHT���

���0BN���6$�%BWJT�BOE�$"�2VJUT��5PCBDDP�$FTTBUJPO�
4ZTUFNT
�*TTVFT�BOE�1BSUOFST

����BN���#SFBL���

�0�00BN���$BTF�4UVEZ�PO�:PVUI�&OHBHFNFOU��4UBOJTMBVT�
3F�FOHBHJOH�ZPVUI
�SF�DSFBUJOH�UIF�NPNFOUVN
�0��0BN���1FSTJTUFODF�1BZT���$IBOHJOH�MPDBM�0SEJOBODFT�JO�
7JTBMJB�'PVS�ZFBST�PG�XPSL�MFBEJOH�UP�OFX�MPDBM�PSEJOBODFT�

���30BN���-VODI

�"GUFSOPPO�4FTTJPO���

�2�00QN���5PCBDDP�DPOUSPM�QPMJDZ�BU�TUBUF�BOE�GFEFSBM�MFWFMT�
�2�3�QN���4USBUFHZ�$BG¨
2���QN���$MPTJOH�SFNBSLT
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%S��"OOB�7��4POH�BOE�%S��/BODZ�#VSLF�DP�QSFTFOUFE�IJHI�MFWFM�GJOEJOHT�BOE�SFTFBSDI�
DPOEVDUFE�VTFE�UP�HBJO�JOTJHIU�BCPVU�OJDPUJOF�BOE�DBOOBCJT�XPSL�DPOEVDUFE�JO�UIF�4BO�
+PBRVJO�7BMMFZ�BOE�TVSSPVOEJOH�'PPUIJMMT�EVSJOH�4VNNFS�2022��(Appendix #)

o $POEVDUFE�B�GPDVT�HSPVQ�JO�+VOF�BOE�+VMZ�PG�2022��*O�UPUBM
����UPCBDDP�VTF�QSFWFOUJPO
TUBLFIPMEFST�XFSF�JOUFSWJFXFE�BCPVU�UIFJS�FYQFSJFODFT�XPSLJOH�UP�SFEVDF�UPCBDDP�VTF�

o *O�UPUBM
����,FZ�*OGPSNBOU�*OUFSWJFXT�XFSF�DPOEVDUFE�JO�MBUF�+VOF�BOE�+VMZ�PG�2022�UP�HBJO
JOTJHIU�UP�TVDDFTTFT�BOE�DIBMMFOHFT�UIFZ�GBDF�BT�UPCBDDP�VTF�QSFWFOUJPO�TUBLFIPMEFST�
'JOEJOHT�
�� &EVDBUJPOBM�NBUFSJBMT�SFHBSEJOH�QPMJDJFT�BSF�OPU�BDDFTTJCMF�DVMUVSBMMZ�PS�MJOHVJTUJDBMMZ�
2� -PDBM�HPWFSONFOU�PGGJDJBMT�TFSWF�BT�PCTUBDMFT�UP�QPMJDZ�JOJUJBUJWFT�
3� &MFDUFE�PGGJDJBMT�NBZ�BDDFQU�NPOFZ�GSPN�UIF�UPCBDDP�JOEVTUSZ�UP�PQQPTF�UPCBDDP

DPOUSPM�NFBTVSFT�
�� "CJMJUZ�UP�QSJPSJUJ[F�QPMJDJFT�SFMJFT�PO��TQBSLJOH�BDUJPO�XJUIJO�UIF�DPNNVOJUZ�BOE

TUBUFXJEF�BDUJPOT�
�� )JHI�EFNBOE�GPS�DFOUSBMJ[FE
�BDDFTTJCMF�EBUB�TZTUFN�CFUXFFO�UPCBDDP�QSFWFOUJPO

EFQBSUNFOUT
�� :PVUI�BSF�POF�PG�UIF�NPTU�JNQPSUBOU�GBDUPST�JO�QPMJDZ�DIBOHF�FGGPSUT�

o "�DPNNVOJUZ�XJEF�TVSWFZ�XBT�EFWFMPQFE�CBTFE�PO�GJOEJOHT�GSPN�UIF�GPDVT�HSPVQ�BOE
JOGPSNBOU�JOUFSWJFXT��5IF�TVSWFZ�XBT�DPNQMFUFE�CZ�B�UPUBM�PG��0�QBSUJDJQBOUT�JO
4FQUFNCFS�BOE�0DUPCFS�30�PG�2022�
'JOEJOHT�

�� 5PQ�3�QSJPSJUJFT�SFQPSUFE�GPS�2022�202��BSF��TNPLF�GSFF�NVMUJ�VOJU�IPVTJOH
�UPCBDDP
SFUBJMFS�MJDFOTJOH
�BOE�SFTUSJDUJOH�GMBWPSFE�UPCBDDP�QSPEVDUT�

2� (PBMT�UIBU�UIF�DPNNVOJUZ�XBOU�UIF�/$1$�UP�GPDVT�PO�BSF��QSPWJEJOH�MPDBM�EBUB

EJTTFNJOBUF�JOGPSNBUJPO
�JODSFBTF�BDDFTT�UP�DFTTBUJPO�SFTPVSDFT
�BOE�BEESFTT
DBOOBCJT�

3� %FNBOE�GPS�NPSF�QPMJDZ�CSJFGT
�XFCJOBST�BOE�JO�QFSTPO�XPSLTIPQT�
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UC %BWJT BOE C" QVJUT� ToCacco Cessation SZstems
 IssVes and Partners

%S��&MJTB�5POH�BOE�%S��$JOEZ�7BMFODJB
�GSPN�6$�%BWJT�BOE�$"�2VJUT
�QSFTFOUFE�PO�
DPTU�FGGFDUJWF
�DPNNVOJUZ�CBTFE�TNPLJOH�DFTTBUJPO�FGGPSUT��

o $"�2VJUT��PWFSBMM�HPBM�PG�UIF�QSPKFDU�JT�UP�
� %SJWF�TZTUFN�DIBOHF�UP�BDDFMFSBUF�UPCBDDP�DFTTBUJPO�USFBUNFOU�

o *O�QBSUJDVMBS
�UIFZ�DPMMBCPSBUF�XJUI�
� 4BGFUZ�OFU�DMJOJD�TZTUFNT�UIBU�IBWF�JOUFHSBUFE�FWJEFODF�CBTFE�UPCBDDP
USFBUNFOU��5IFSF�IBT�CFFO�B�GPDVT�PO�.FEJ�$BM�QBUJFOUT�

o %ST��5POH�BOE�7BMFODJB�BMTP�EFTDSJCFE�EFUBJMT�PG�UIF�,JDL�*5�$BMJGPSOJB�QSPHSBN

XIJDI�EFMJWFST�QFSTPOBM�RVJU�TFSWJDFT�BOE�/35�QSPHSBNT�UIBU�BSF�GSFF�PG�DIBSHF�
5IFZ�SFQPSUFE�UIBU�WFSCBM�BOE�XSJUUFO�NBUFSJBM�SFGFSSBMT�SFTVMU�JO�3����QBUJFOU
FOHBHFNFOU
�XIFSFBT�QSPBDUJWF�SFGFSSBMT�SFTVMU�JO�30��0��QBUJFOU�FOHBHFNFOU�

o 5IFJS�GJOEJOHT�BMTP�TVHHFTU�UIBU�$BMJGPSOJB�-BUJOP�TNPLFST�XJUI�.FEJ�$BM�SFQPSU
MFTT�QSPWJEFS�BEWJDF�BOE�BTTJTUBODF�UIBO�UIFJS�8IJUF�DPVOUFSQBSUT��%ST��5POH�BOE
7BMFODJB�SFQPSUFE�UIFJS�FGGPSUT�PO�FYBNJOJOH�GBDUPST�SFMBUFE�UP�-BUJOP�TNPLFST
SFDFJWJOH�MFTT�DFTTBUJPO�BEWJDF�BOE�BTTJTUBODF
�QBSUJDVMBSMZ�CZ�QSPWJEFST�
.PSFPWFS
�UIFZ�QSFTFOUFE�PO�JOUFSWFOUJPO�TUSBUFHJFT�UIBU�JODMVEFE�IPVTFIPME
NBJMJOHT�QSPNPUJOH�,JDL�*5�BOE�GSFF�/35�QSPEVDUT
�FTQFDJBMMZ�OJDPUJOF�QBUDIFT�

o 5IF�PWFSBMM�UBLFBXBZT�EVSJOH�UIF�QSFTFOUBUJPO�XFSF�UIF�GPMMPXJOH�
�� 1SPBDUJWF�PVUSFBDI�JODSFBTFT�BDDFTT�UP�,JDL�*5�$BMJGPSOJB�TFSWJDFT�
2� )FBMUI�TZTUFNT�BSF�XPSLJOH�UP�PWFSDPNF�CBSSJFST�GPS�UPCBDDP�TDSFFOJOH
BOE�USFBUNFOU�

3� .FEJ�$BM�SFGPSN�	$BM"*.
�SFRVJSFT�IFBMUI�QPQVMBUJPO�NBOBHFNFOU�UP
QSPNPUF�IFBMUI�FRVJUZ�

o $"�2VJUT�2023�202��1SPKFDU�0WFSWJFX�
�� "EWBODF�QPQVMBUJPO�IFBMUI�DFTTBUJPO�TUSBUFHJFT�BOE�QSPNPUF�IFBMUI�FRVJUZ�
2� *NQSPWF�UPCBDDP�TDSFFOJOH�BOE�DPVOTFMJOH�RVBMJUZ�NFUSJDT�
3� 'BDJMJUBUF�MPDBM�QBSUOFSTIJQT�XJUI�IFBMUI�TZTUFNT�BOE�.FEJ�$BM�NBOBHFE
DBSF�QMBOT�
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�� 5IF�QSFTFOUBUJPO�JODMVEFE�JOGPSNBUJPO�PO�UIF�EFWFMPQNFOU�BOE
JNQMFNFOUBUJPO�PG�UIF�1)"45�QSPHSBN�

o $BMJGPSOJB�5PCBDDP�$POUSPM�1SPHSBN�	$5$1
���$BMJGPSOJB�%FQBSUNFOU�PG
&EVDBUJPO�	561&
�DPMMBCPSBUFE�PO�UIJT�KPJOU�QSPKFDU�

o 1)"45�T�HPBM�JT�UP�FNQPXFS�ZPVUI�UP�EFWFMPQ�DSJUJDBM�UIJOLJOH

DPNNVOJDBUJPO�
�DSFBUJWJUZ
�BOE�DPMMBCPSBUJPO�TLJMMT�XIJMF�QSPNPUJOH�IFBMUIZ
DIPJDFT��5IFJS�QSPHSBN�JODMVEFT�UIF�GPMMPXJOH�BDUJWJUFT�

• #VJME�1FFS�5PCBDDP�&EVDBUJPO�4LJMMT
• $POEVDU�5PCBDDP�1SFWFOUJPO�&EVDBUJPO�"DUJWJUJFT
• $POEVDU�$PNNVOJUZ�"EWPDBDZ�"DUJWJUJFT

o *O�2022
�1)"45�IBT�SFBDIFE�PWFS�30�IJHI�TDIPPM�TJUFT
�2��KVOJPS�IJHI�TJUFT�BOE
���FMFNFOUBSZ�TDIPPM�TJUFT�GPS�B�UPUBM�PG��
200�NFNCFST�

�� 3FDSVJUNFOU���&OHBHFNFOU

o #FOFGJUT�PG�:PVUI�&OHBHFNFOU�
• 6OJRVF�QFSTQFDUJWF
• 1PXFS���$SFEJCJMJUZ
• 1FFS�UP�QFFS�FEVDBUJPO
• 3FBEJMZ�BWBJMBCMF�WPMVOUFFS�GPSDF
• )FMQ�HBJO�BDDFTT�UP�TDIPPMT�QBSFOUT�DPNNVOJUJFT�

o 8BZT�UP�3FDSVJU�:PVOH�1FPQMF�
• 0SHBOJ[F�B�UBCMJOH�FWFOU
• 6TF�DPMPSGVM�QPTUFST�GMZFS�T
• 1FFS�UP�QFFS�SFDSVJUNFOU
• .BLF�JU�GVO�JOUFSBDUJWF�

�� -JTU�PG�1)"45�:PVUI�&OHBHFNFOU�"DUJWJUJFT�JODMVEF�

o 5PCBDDP�4MBN�5SBJOJOH�1SPHSBN
o #PPU�5PCBDDP�$BNQ
o 1)"45�'JMN�4PDJFUZ���4MBNNJFT
o 1)"45�'JMN�4PDJFUZ�:PVUVCF�$IBOOFM
o 1)"45�.FNCFS�%BTICPBSE
o 0O�$BNQVT�5PCBDDP�1SFWFOUJPO�"XBSFOFTT�$BNQBJHOT
o 7PMVOUFFS�0QQPSUVOJUJFT
o 1SPKFDUT��4NPLF�'SFF�0VUEPPS�1VCMJD�4QBDFT���)FBMUIZ�3FUBJM�&OWJSPONFOUT

CBTF SUVEZ oO YoVUI EOHBHFNFOU

$IBSNBJOF�.POUF�BOE�&MJ[BCFUI�&TDBMBOUF
�SFQSFTFOUBUJWFT�GSPN�UIF�4UBOJTMBVT�$PVOUZ�
0GGJDF�PG�&EVDBUJPO
�QSFTFOUFE�PO�UIF�BDUJWJUJFT�BOE�BDDPNQMJTINFOUT�PG�UIF�1)"45�
:PVUI�$PBMJUJPO�
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5IF�QSFTFOUBUJPO�DPODMVEFE�XJUI�JOGPSNBUJPO�PO�1)"45�T�JNQBDU�PO�UIF�DPNNVOJUZ��
5IF�UPQ�BDDPNQMJTINFOUT�JODMVEFE��

�� *O�2022
�BMM�)VHITPO
�5VSMPDL
�3JWFSCBOL���1BUUFSTPO�1BSLT�BSF
TNPLF�GSFF�[POFT

2� 7BSJPVT�DPNNVOJUZ�FEVDBUJPO�BOE�WPMVOUFFS�PQQPSUVOJUJFT
3� -JGFUJNF�VTF�SBUFT�PG�TNPLJOH�IBWF�EFDMJOFE�TJHOJGJDBOUMZ



CONNECTING COMMUNITIES 
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*O�202�
�7JTBMJB�$JUZ�$PVODJM�BQQSPWFE�B�TNPLF�TIPQ�UP�CF�PQFOFE�XJUIJO�DMPTF�
QSPYJNJUZ�UP�B�MPDBM�TDIPPM��0WFS�2���PG�UPCBDDP�SFUBJMFST�JO�7JTBMJB�BSF�XJUIJO��
000�
GFFU�PG�B�TDIPPM��

o #BP�BOE�+PBOOB�PGGFSFE�B�EFUBJMFE�MJTU�PG�JOUFSWFOUJPO�BDUJWJUJFT�JO
DISPOPMPHJDBM�PSEFS�

• .BZ�20����"1*�1BDU�CFHJOT
• 4VNNFS�20����4USBUFHZ�4FTTJPO
• 'BMM�20����$PMMFDU�%BUB
• 8JOUFS�20����*NQPSUBOU�.FFUJOHT
• 4QSJOH�20����$PNNVOJUZ�&EVDBUJPO
• 0DUPCFS�20����$JUZ�$PVODJM�.FFUJOHT
• .BSDI�2020��$PWJE����1BOEFNJD
• .BZ�202���4NPLF�4IPQ�0QFOT�6Q�/FBS�4DIPPM
• +VOF�202���-PDBM�:PVUI�4QFBL�0VU�"HBJOTU�4NPLF

4IPQ
• /PWFNCFS�202���1SFTFOUBUJPO�#Z�$JUZ�4UBGG
• %FDFNCFS�202���&NFSHFODZ�0SEJOBODF
• 'FCSVBSZ�2022��1MBOOJOH�$PNNJTTJPO�.FFUJOH
• .BSDI�2022��1VTI�GPS�*NQSPWFNFOU
• "QSJM�2022��4FDPOE�3FBEJOH
• .BZ�2022��*NQMFNFOUBUJPO�PG�/FX�1PMJDZ

PFSTJTUFODF PBZT: CIBOHJOH -oDBM OSEJOBODFT JO VJTBMJB

#BPMJB�	#BP
�9JPOH�BOE�+PBOOB�(BSDJB�SFQSFTFOU�$BMJGPSOJB�)FBMUI�$PMMBCPSBUJWF�BOE�
QSFTFOUFE�PO���ZFBST�PG�MBCPS�JOUFOTJWF�XPSL�UIBU�MFE�UP�NBKPS
�MPDBM�QPMJDZ�DIBOHF�JO�
7JTBMJB��
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� *O�200�
�B�GFEFSBM�MBX�QBTTFE�UIBU�POMZ�BMMPXT�NBSLFUJOH�GPS�UPCBDDP�BOE�NFOUIPM
DJHBSFUUFT��3FDFOUMZ
�JO�"QSJM�2022
�UIF�64'%"�BOOPVODFE�B�QSPQPTBM�UP�SFNPWFE
NFOUIPM�DJHBSFUUFT�BOE�GMBWPSFE�DJHBST�DJHBSJMMPT�GSPN�UIF�NBSLFU�
� 5IF�HPBM�PG�UIJT�SFTFBSDI�QBQFS�JT�UP�BOBMZ[F�UIF�SPMF�BEWFSUJTJOH�IBT�PO
UIF�FYQPOFOUJBM�HSPXUI�JO�QPQVMBSJUZ�PG�NFOUIPM�UPCBDDP�QSPEVDUT�

5Ie *nWeTUiHBUiPn %PDVNenUT 5XP 1SinDipBM 'indinHT:�
� 5IF�SFDFOU�HSPXUI�JO�QPQVMBSJUZ�PG�NFOUIPM�DJHBSFUUFT�XBT�OPU�TQPOUBOFPVT
�JU�XBT
QMBOOFE�CZ�UIF�UPCBDDP�JOEVTUSZ�
� 3FDFOU�NFOUIPM�DJHBSFUUF�BEWFSUJTJOH�IBT�OPU�NPEVMBUFE�GSPN�JUT�FYDFTTFT�PG�UIF
QBTU�

.PdeSn .enUIPM $iHBSeUUe AdWeSUiTinH: 
� 1BHFT����
�"QQFOEJY

(SPXUI in UIe .enUIPM .BSLeU:
� .FOUIPM�DJHBSFUUFT�XFSF�JOUSPEVDFE�JOUP�UIF�NBSLFU�JO���2�
�CVU�EJE�OPU�IBWF�B
NBKPS�SPMF�JO�UIF�NBSLFU�VOUJM�UIF����0T��5PEBZ
�JU�FODPNQBTTFT�3���PG�UIF�FOUJSF
NBSLFU�
� 5IJT�HSPXJOH�QPQVMBSJUZ�XBT�OPU�VOJOUFOUJPOBM
�CVU�SBUIFS�#MBDL�BOE�ZPVOH�TNPLFST
XFSF�QVSQPTFGVMMZ�UBSHFUFE�GPS�EFDBEFT�XJUI�BEWFSUJTFNFOUT�
� /FXQPSU�PGGFST���NFOUIPM�WBSJBOUT
�.BSMCPSP�PGGFST����NFOUIPM�WBSJBOUT
�BOE�$BNFM
PGGFST��2�NFOUIPM�WBSJBOUT�

.enUIPM AdWeSUiTinH: .ediDinBM � )eBMUI 3eBTTVSBnDe: 
� 8IJMF�NFOUIPM�EPFT�IBWF�DFSUBJO�IFBMUI�QSPQFSUJFT�NFOUIPM�DJHBSFUUFT�BSF�OPU
IFBMUIZ
�UIFZ�BSF�EFBEMZ��5IF�UPCBDDP�JOEVTUSZ�GBMTFMZ�NBSLFUFE�NFOUIPM�DJHBSFUUFT
BT�IBWJOH�IFBMUI�CFOFGJUT�
� 6OGPSUVOBUFMZ
�UIFJS�EFDFQUJWFOFTT�XPSLFE��.BOZ�DPOTVNFST�GBMTFMZ�CFMJFWFE�UIBU
NFOUIPM�DJHBSFUUFT�XFSF�IFBMUIJFS��8IFO�JU�CFDBNF�JMMFHBM�GPS�UIF�UPCBDDP�JOEVTUSZ
UP�DMBJN�IFBMUI�CFOFGJUT
�UIFZ�TXJUDIFE�PWFS�UP�UFSNT�TVDI�BT��NJME
�MJHIU
�TVQFS�MJHIU
BOE�VMUSB�MJHIU�

.enUIPM AdWeSUiTinH �'SeTI� � �$PPM�: 
� 5XP�LFZ�EFTDSJQUPST�UIBU�NFOUIPM�BEWFSUJTJOH�DMJOHT�PO�UP�BSF��GSFTI�BOE�DPPM�
� 'SFTI�JNQMJFT�QVSFOFTT�BOE�DSJTQOFTT�
� $PPM�JNQMJFT�B�QMFBTBOU�UISPBU�TFOTBUJPO�BOE�BMTP�TFSWFT�BT�B�TZOPOZN�UP�UIF�TMBOH
XPSE�DPPM�

ToCBDDo CoOUSoM PoMJDJFT BU SUBUF BOE 'FEFSBM -FWFMT

+BNJF�.PSHBO�BOE�-BVSB�,JOH
�GSPN�UIF�"NFSJDBO�)FBSU�"TTPDJBUJPO
�QSFTFOUFE�PO�UIF�
FGGFDUT�UIBU�BEWFSUJTJOH�IBT�PO�UIF�NFOUIPM�GMBWPSFE�UPCBDDP�DPOTVNQUJPO��	Appendix %)
ExFDVUJWF SVNNBSZ 
1VSpPTe PG UIiT SeTeBSDI pBpeS: 
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.enUIPM :PVUI�5BSHeUed AdWeSUiTinH: 
� .JOU�BOE�NFOUIPM�BSF�FTQFDJBMMZ�QPQVMBS�BNPOH�ZPVUI�BOE�CFHJOOFS�TNPLFST�BT
JU�SFEVDFT�DPVHIJOH�
� .PTU�NFOUIPM�DJHBSFUUF�DBNQBJHOT�UBSHFU�ZPVUI�
� *O����2
�/FXQPSU�SFMFBTFE�B�NFOUIPM�DBNQBJHO
��"MJWF�XJUI�1MFBTVSF��UIBU�MBTUFE
GPS����ZFBST��5IJT�DBNQBJHO�FTUBCMJTIFE�/FXQPSU�BT�UIF�#��CFTU�TFMMJOH�NFOUIPM
CSBOE�BOE�UIF�#2�CFTU�TFMMJOH�DJHBSFUUF�CSBOE�
� *O�UIF�FBSMZ�2000T
�UIF�UPCBDDP�JOEVTUSZ�CFHBO�JOUSPEVDJOH�TXFFU�BOE�GSVJUZ�GMBWPST�

.enUIPM AdWeSUiTinH 5BSHeUinH #MBDL ANeSiDBnT: 
� #FGPSF����0
�GFX�#MBDL�"NFSJDBOT�TNPLFE�NFOUIPM�DJHBSFUUFT��5IF�UPCBDDP
JOEVTUSZ�SFBMJ[FE�UIBU�TNPLJOH�XBT�NPSF�DPNNPO�BNPOH�MPXFS�JODPNF�QFPQMF�
5IVT
�UIFZ�CFHBO�UP�UBSHFU�UIFTF�DPNNVOJUJFT�
� *O�PSEFS�UP�DFNFOU�UIFNTFMWFT�JOUP�UIF�CMBDL�DPNNVOJUZ
�UIF�UPCBDDP�JOEVTUSZ
CFHBO�TVQQPSUJOH�NVMUJQMF�CMBDL�PSHBOJ[BUJPOT�BOE�DFMFCSBUJOH�#MBDL�)JTUPSZ
.POUI�
� 8IFO�IJU�XJUI�DSJUJDJTN�BCPVU�UIFJS�CMBUBOU�UBSHFUJOH�PG�UIF�CMBDL�DPNNVOJUZ

UIF�UPCBDDP�JOEVTUSZ�DMBJNFE�UIBU�#MBDL�QFPQMF�NFSFMZ�IBE�B�CJPMPHJDBM�QSFGFSFODF
GPS�UIFTF�GMBWPST�

.enUIPM .VTiD 5IeNed AdWeSUiTinH: 
� "MM�NBKPS�NFOUIPM�CSBOET�JOUFHSBUFE�NVTJD�XJUIJO�UIFJS�DBNQBJHOT�BOE�TQPOTPSFE
OVNFSPVT�NVTJD�GFUJWBMT�

� *O�UIF����0T�BOE����0T�+B[[�XBT�UIF�UPQ�DIPJDF�GPS�NVTJD�CFDBVTF�PG�JU�T�QPQVMBSJUZ
BNPOH�#MBDL�"NFSJDBOT��.PSF�SFDFOUMZ
�UIFZ�WF�UVSOFE�UP�SPDL�O��SPMM
�IJQ�IPQ�BOE
SBQ�EVF�UP�JU�T�QPQVMBSJUZ�BNPOH�ZPVUI�

.enUIPM (endeS 5BSHeUed AdWeSUiTinH:
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Overview
• Research methods used to gain insight into

current initiatives, local level challenges, and
opportunities for NCPC to play a role

• Initial findings

• Next steps/plans for today



FOCUS GROUPS

• Goal: Interview tobacco use
prevention stakeholders about their
experiences working to reduce access
to tobacco products and minimize use
• Conducted June/July 2022; 19

participants
• 4-10 participants per group/ 3 groups



KEY INFORMANT INTERVIEWS

• Goal: Gain in-depth insights 
into challenges and successes of 
tobacco use prevention 
stakeholders 
• 14 participants interviewed in 

late June/July
• Interview lasted approx 45-

minutes



FINDINGS: 
Challenges

• Need for culturally and 
linguistically accessible 
educational materials regarding 
policy strategies 
• Local government officials serve 

as obstacles to policy initiatives:
• Their personal beliefs clash with 

tobacco cessation efforts
• They stand to lose financially 

from tobacco cessation efforts
• They are internally disorganized



FINDINGS: 
Challenges

• Elected officials may accept
tobacco industry $$ which then
contributes to government
resistance when officially
supporting tobacco control
measures
• Ability to prioritize certain

policy(ies) relies upon (1) events
sparking action within their
community/neighboring
communities or (2) statewide
actions, requiring coordination
amongst programs and
organizations



FINDINGS: 
Opportunities

• Desire for more centralized,
accessible data and information;
a system for keeping up with
other tobacco prevention
departments; and more
communication regarding group
actions and progress
• Youth are key stakeholders within

every community, and youth are
influential in policy change
efforts



COMMUNITY SURVEY

• In response to findings from focus groups and key
informant interviews, we followed up with a
community-wide survey
• Conducted between September 30 and October 30
• 60 participants
• Questions included:
• Participants’ top 3 tobacco-related priorities for

2022-2024
• What goals NCPC should prioritize
• How we should centralize/share our information



COMMUNITY 
SURVEY 
RESULTS
Question: We would like 
to know your top 3 
priorities for 2022-2024 
out of the 12 options 
provided

SOA: Entryways, Common/  
Service Areas (Office/Retail 

Buildings)

Note: SOA = Smokefree Outdoor Air

Top 3 responses:
1. Smokefree Multiunit Housing
2. Tobacco Retailer Licensing
3. Restricting Flavored Tobacco
Products

0 2 4 6 8 10 12 14 16 18 20 22 24 26 28

SOA: City/County Recreation 
Areas (Arenas/Stadiums, 

Parks, Fairgrounds)

SOA: Workplaces

Smokefree Multiunit Housing

Tobacco Retailer Licensing

Restricting Flavored 
Tobacco Products

Emerging Products Definitions

Retailer Location Restrictions

Sale of Tobacco Products in 
Pharmacies

Cannabis Restrictions

Cannabis Smokefree Policies

SOA: Public Areas (Parking 
Lots/Structures, Sidewalks) 



COMMUNITY 
SURVEY 
RESULTS

Question: What goals should the 
NCPC prioritize over the next 5 

years? 

What goals should the NCPC prioritize 
over the next 5 years?
1) Provide local data

2) Disseminate information

3) Increase access to cessation resources

4) Address cannabis



COMMUNITY 
SURVEY 
RESULTS
Question: What might an 
optimal centralized 
information system look 
like?

In-person workshops
Webinars
Policy briefs
Repositories at other universities

Private dashboard for ongoing 
tobacco control activities

Other

0 2 4 6 12108 14 16 18 20 22 24 26 28

Top 3 responses :
1. Webinars

2. Policy briefs
3. In-person workshops



How we are responding 
to your feedback

1. Continue with
workshops/webinars/policy
briefs

2. Harness data we have
• Dashboards
• Brief Reports

3. Homegrown Cessation
Resources
• Needs assessment
• Virtual support
• Pharmacy Furnishings

4. Cannabis-Tobacco Nexus
• How to frame the discussion?



Products are 
safe for 

consumption 

Public and 
potential 

consumers 
can make a 

fully-informed 
decision

Those who 
choose not to 

partake are 
protected

Strong 
safeguards 
and policies 
to prevent 
youth use

Products are 
accessible to 
those who 
want and 

need it

Framework for a “functional” cannabis market
Tobacco and Cannabis Control Nexus

• Science Advocacy
• Preventing Youth Access

• SHS and THS
Exposure

• Comprehensive
Policies

• Toxicology Analysis of 
Combustion and Vapes

• Medicinal Cannabis
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Arturo Durazo, PhD
Director of Implementation and Dissemination, NCPC

Community Engaged Scientist, HSRI

Summit Strategy Café Findings: 
A Dynamic and Collective Vision, Advancing 
Tobacco Control in the SJV & SN Foothills

NCPC Advisory Board Meeting

January 30, 2023



Community-Engaged Tobacco Control Agenda
Event: NCPC Community Core Summit
Date: Thursday, January 23, 2023
Method: Strategy Café
Participants (N = 77) % n
Public Health 39 30
Community-Based Organizations 34 25

NCPC Trainees 13 10
Funding/Academic Leadership 
Partners 

8 6

K-12 Education 5 4

Community Stakeholders 3 2



The vision:
A tobacco-free 

San Joaquin 
Valley and 

Foothills of the 
Sierra Nevada



Interaction #1

What question, if answered, 
could make the greatest 
difference for the future?



Interaction #2

What is missing from the picture, so far?
•What are we not seeing?
•Where do want more clarity?



Interaction #3

If our success was completely 
guaranteed, 
•What bold steps might we take?
•What seed can we plant together now?



What question could make the greatest 
difference for the future?
• How do we build trust?
• How do we agree on the harm of the products, eliminating need

for policies?
• How can we go beyond translation?
• What tactics need to be used in SJV compared to other areas?
• Infringement on people’s freedom?
• How do we share empirical data with communities?
• How is the CA Endgame achievable by 2035 in the SJV?



What is missing from the picture?
• Buy-in from SJV-based legislators and community stakeholders
• Cessation efforts as a priority
• Multi-generational engagement

• Programs that engage both parents and children
• Interventions informed by culturally-based and family dynamics mirroring SJV
• Accessibility to racial and ethnic communities
• SJV-based testimony of negative consequences

• Culturally affirming story telling
• Collective and sustainable plan of action



Bold steps
• Implement community-based assessments
• Understand psychological causes of tobacco use

• Increase mental health services
• Build community-based capacity, including citizens

• Advocacy, organizing, mobilization
• Retail/merchant education
• Ban tobacco industry’s ability to lobby
• Enhance smoke-free rules in places of employment
• Adopt New Zealand’s plan to phase out tobacco use (Lifetime Ban)
• Enhance delivery related regulations

• Ban entry for tobacco trucks



Seeds to plant

• Cultural humility
• Collaboration
• Assess impact of use in all cultural settings
• Involve families and parent-based interventions
• Increase empathy for tobacco users rather than stigmatization
• Redirect focus on adverse experiences linked to tobacco use
• Enhance law enforcement education rather than criminalizing youth



Arturo Durazo, PhD
. adurazo2@ucmerced.edu

@adurazophd



We always want to hear from you!

Stay in touch via...
• Email us at: ncpc@ucmerced.edu
• Website: ncpc.ucmerced.edu
• Twitter: @CALNCPC
• Instagram: @NCPCCAL
• Facebook: https://www.facebook.com/

NCPCCentralCal/
• LinkedIn: https://www.linkedin.com/company/

nicotine-cannabis-policy-center/
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EXECUTIVE SUMMARY  
 
Purpose of this Research Paper: 

Under a 2009 Federal law, cigarettes in the United States can only be marketed in two 
characterizing flavors: tobacco and menthol.  The law is more liberal with cigarillos and cigars, 
which can still be marketed in a wide array of flavors.  In April 2022, the US Food and Drug 
Administration announced a proposal to remove menthol cigarettes and flavored cigarillos and 
cigars from the market.  
 
The goal of this research paper is to provide a comprehensive analysis of the role advertising has 
played, and continues to play, in driving the popularity of menthol tobacco products. Our 
investigation spans menthol advertising from its inception in the 1920s through today.  Our 
purpose in undertaking this project is to provide regulators, legislators, litigators, and the public 
with a meticulously documented resource on the role of advertising of menthol brands in 
establishing their appeal to health-concerned smokers, youth, Black people, women, and other 
market segments purposefully targeted by the industry.   

This Investigation Documents Two Principal Findings: 

• The prodigious growth in popularity of menthol cigarettes over recent decades did not  
arise spontaneously – it was orchestrated by major tobacco companies.  

The steady rise in menthol cigarette use was a product of intense, persistent, and highly skilled 
targeting of Black people, women, youth, and other populations by the marketing departments 
of RJ Reynolds, Lorillard, Brown & Williamson, Philip Morris, and other major tobacco 
companies. These campaigns were deceptive in the way they misled the public about the 
supposed healthfulness of menthol cigarettes and duped customers into believing that smoking 
menthols would make them “cool.” 
 

• Recent menthol cigarette advertising has not modulated from its excesses of the past.  

Indeed, over the most recent decade, menthol cigarette marketers have continued to deceive 
smokers and target Black people, youth, and women with unabated vigor and creativity. 
Menthol brands have become “greenwashed” with depictions such as “organic,” “additive-
free,” and even “plant-based” menthol that is delivered “from farm to pack,” all of which falsely 
imply a healthier product. Advertising themes of youthfulness, coolness, and femininity, along 
with imagery associating menthol with partying and popular music, continue undiminished. 
Entire new categories of menthol delivery have emerged, such as “crushers” that flood the 
senses with a surge of menthol flavor. 
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Modern Menthol Cigarette Advertising: 
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Growth in the Menthol Market: 

Introduced to the market in 1925 and nationally advertised since 1933, menthol cigarettes did not 
develop a major share of the American cigarette market until the 1960s. Since then, the market 
share of menthol cigarettes has steadily risen. Today, menthol brands comprise 37% of the entire 
US cigarette market and are used by 85% of Black smokers.  Over half of teen smokers start with 
a menthol brand.  Among Black teens, the rate of menthol smoking is over 90%. 
 
The growing popularity of menthol cigarettes did not evolve organically driven solely by evolving 
consumer preferences. Rather, growth among Black people and youthful starter smokers was 
purposefully engineered by decades of advertising campaigns designed to target these market 
segments.   
 
Categorical menthol brands (Newport, Kool, Salem) are joined in the menthol marketplace by 
menthol-flavored extensions of major cigarette brands (Marlboro, Camel, Pall Mall). In menthol 
sales leadership Newport (31%) is followed by the major brand extensions Marlboro (26%) and 
Camel (8%).   
 
As a sign of the strong emphasis placed by major tobacco companies on menthol, Marlboro is 
offered in 11 menthol variants (Black Menthol, Gold Pack, Silver Pack, Smooth Ice, Bold Ice, 
etc.), while Camel sells 12 types of menthol cigarettes (Turkish Jade, No. 9 Menthe, Wides 
Menthol Silver, Crush Smooth, Crush Rich, etc.). Market leader Newport markets 7 menthol 
variants (Original, Blue, Gold, Platinum, Smooth, Boost, Boost Gold). 
 
Menthol Advertising: Medicinal & Health Reassurance 

While menthol is widely known for its beneficial medicinal uses (e.g., cough drops, Vick’s 
VapoRub, Bengay ointment, Listerine mouthwash) menthol cigarettes are deadly.  Early 
advertisements falsely messaged that menthol cigarettes had health benefits, such as soothing the 
throat and countering airway irritation. Some advertisements even suggested switching to a 
menthol brand to alleviate cough or cold symptoms.  Menthol brands featured doctors in their 
marketing and even solicited doctors via advertisements in medical journals.  The goal was to 
encourage doctors to advise their patients to switch to their menthol brand as a healthier alternative.  
 
The industry’s deceptive advertising strategies have been successful, as studies show that many 
smokers falsely believe menthol cigarettes are safer. When it became illegal for the industry to 
directly claim health benefits, menthol marketers turned to health proxy terms such as mild, light, 
super light, and ultra light.  Recently, light-colored packs have been used to falsely suggest lesser 
harm.  
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Menthol Advertising: “Fresh” & “Cool”   

Menthol advertisers heavily employ two shrewdly chosen key descriptors: “Fresh” and “Cool.”  
Both buzzwords convey multiple meanings and implant conscious and subconscious reasons for 
preferring menthol in the minds of consumers.   
 
The term “fresh,” which is pervasive in menthol marketing, has numerous positive connotations.  
Fresh suggests that the cigarette will be pure, cool, crisp, and pristine as in “fresh air.” Freshness 
also implies unspoiled and unadulterated, as in “fresh produce,” which underpins its health 
reassurance implication. Among youth and young adults, “fresh” is also used to refer to something 
that is fashionable and hip.   
 
The term “cool” implies a pleasant throat sensation and strongly reinforces the concept that 
menthol brands are trendy and stylish. In common usage, the term “cool” is an expression of 
approval and admiration, especially among American teens and young adults. Achieving 
“coolness” conveys acceptance and admiration by peers. Marketers chose their models in menthol 
advertisements to exude coolness. Indeed, the industry often refers to menthol brands as the 
“coolness segment.”  
 

 
 
 
Menthol Youth-Targeted Advertising: 

Menthol and mint flavorings have a special appeal among youth, particularly starter smokers. 
Adding menthol or mint masks tobacco’s unpleasant flavor, partially anesthetizes the throat, and 
reduces coughing among starter smokers.   
 
Many menthol cigarette campaigns, representing all major brands, explicitly targeted the youth 
market. Examples include Newport’s Alive with Pleasure, Salem Spirit, Kool Mixx, and Joe Camel 
Menthol.  In fact, all advertisements that glorify menthol as chic, trendy, and popular enhance their 
appeal to youth. 
 
Based on its longevity and impact on market share, the single most effective youth-targeted 
cigarette promotion of all time was Lorillard’s Newport brand “Alive with Pleasure” campaign, 
which persisted for a remarkable 44 years (1972 – 2016).  Most advertising campaigns have a short 
lifespan and sunset after a few months or a year or two. The durability of Newport’s campaign is 
a testament to its extraordinary success. Aware that teens seek to emulate those a few years older 
than themselves, the campaign featured 20-something models behaving like playful young 
teenagers typically presented as either joyful social groups or romantic couples. The patently 
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youth-targeted “Alive with Pleasure” campaign established Newport as a dominant youth starter 
brand, the #1 best-selling menthol brand, and the #2 best-selling cigarette in the US after Marlboro. 
 
Through the 1980s, Newport, Salem, and Kool all heavily targeted the youth market via “Spring 
Break” campaigns in Florida and Texas.  For example, the Kool Playboy Spring Break at Daytona 
Beach included 35 Playboy Bunnies who helped distribute 180,000 sample packs alongside 34,000 
posters – autographed by the Bunnies.  
 
In the early 2000s, Brown & William’s Kool and RJ Reynolds introduced youth-appealing sweet 
and fruity flavors to their menthol cigarettes (e.g., Mocha Taboo, Caribbean Chill, Midnight 
Berry). 
 

 
 
 
Menthol Advertising Targeting Black Americans: 

Few Black Americans smoked menthol cigarettes before 1960.  Recognizing that smoking is more 
prevalent among lower-income people, major tobacco companies identified an opportunity to 
increase sales by targeting “poverty markets.”  To execute this plan, urban communities were 
deluged with menthol cigarette advertisements on billboards, buses, and subways, and in stores.  
Free sample “starter packs” and discount coupons were liberally distributed in urban markets. 
Black newspapers and magazines (Ebony, Essence, Jet) became filled with tobacco 
advertisements, mostly for menthol brands. Prominent Black professional athletes appeared in 
menthol advertisements, as did famous Black singers and entertainers.   
 
In the early years, menthol advertisements simply replaced White models with Black models, but 
quickly transitioned into those more culturally resonant in Black communities. For example, in the 
1970s, menthol marketers adopted the imagery of the Black Power movement. To burnish their 
image within the Black community, tobacco companies supported dozens of Black organizations 
such as the NAACP and the Negro College Fund, while menthol advertisements celebrated Black 
culture by commemorating Black History month. To suppress criticism, payments were made to 
influential Black leaders, many of whom spoke glowingly of the noble generosity of tobacco 
companies while accusing critics of being paternalistic. 
 
In response to criticism that they targeted Black consumers, tobacco executives defended 
themselves by falsely and shockingly asserting that the surge in menthol use was due to innate 
biological flavor preferences among Black people. In reality, the popularity of menthol cigarette 
brands was purposefully engineered by marketing departments that recruited Black consumers to 
become customers. 
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Menthol Music Themed Advertising: 

All major menthol cigarette brands (Kool, Newport, Salem) integrated music themes within their 
advertising campaigns and sponsored numerous music festivals.  Festivals not only promoted the 
brand name but also associated menthol brands with coolness, relaxation, and entertainment.  
Importantly, festivals provided an opportunity to hand out thousands of free samples and deploy 
other promotional strategies.   
 
Jazz dominated as the music genre of choice by tobacco companies in the 1970s and 1980s.  Jazz 
was chosen because it was especially popular among Black Americans. Kool took over the 
Newport Jazz festival, renamed it the Kool Jazz Festival, and held large concerts across America, 
especially in cities with large Black populations.  More recently, menthol brand-sponsored concert 
series (e.g., Kool MIXX, Marlboro’s Vinyl Vibes, Salem’s Stir the Senses) featured youth-oriented 
musical genres such as rock n’ roll, hip-hop, and rap. 

 
 
Menthol Gender Targeted Advertising 

Since the 1930s, menthol cigarette marketers have prioritized women, initially because women 
were early adopters of menthol brands.  Campaigns such as Kool’s “Lady, Be Cool” and Salem’s 
“For More of a Woman” were uniquely targeted to women, as were menthol advertisements from 
“female brands” such as Virginia Slims, More, Misty, Eve, and Capri.  Several campaigns featured 
women’s fashions by famous designers who were named in the advertisements, including Dianne 
von Furstenberg, Calvin Klein, and Bill Blass. Between 1985 and 1990, Black supermodel Iman 
appeared in a series of menthol Virginia Slims and More advertisements.   
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Tobacco companies commissioned sophisticated studies of the psychosocial aspects of gender as 
they related to consumer tastes and used these to predict receptiveness to advertising campaigns. 
While women-targeted menthol advertisements stressed femininity, male targeted advertisements 
featured what are typically regarded as virile men, emphasizing their masculinity. Male-targeted 
advertising portrayed self-confident, often what the industry viewed as characteristically 
masculine men. Male targeted menthol advertisements also tended to feature activities that 
marketers consider to be of primary interest to men, including sports (basketball, baseball, football, 
golf, etc.), auto racing, motorcycle riding, gambling, pool, and bowling. 

 
 
Menthol Product Innovation: Capsules 

Capsule cigarettes contain a sphere of flavored liquid inserted into the filter, which, when 
squeezed, gives a burst of intense flavor.  Introduced in 2007 in Japan by BAT for its Kool brand, 
they first entered the US market in 2008 under the Camel brand by RJ Reynolds. Capsules are also 
known as crushers, clickers, kickers, infusers, and squeezers. Most capsule cigarettes, and all sold 
in the US, contain menthol either as a flavor booster in menthol cigarettes or as an on-demand 
menthol additive in an unflavored cigarette.  Camel, Marlboro, Lucky Strike, Newport, and Pall 
Mall all offer menthol capsule cigarettes on the US market in 2022. Recently, some brands have 
begun offering cigarettes with multiple capsules, sometimes delivering multiple flavors.   

 
 



                                                                                                 Executive Summary: Menthol Advertising 

   
 

11 
Menthol & Mint Cigarillos, Hookah, & Traditional Chewing Tobacco  

Menthol and Mint varieties are offered in a wide spectrum of non-cigarette tobacco products 
including cigarillos, chewing tobacco, snus, and hookah. 
 

 
 

 
 
Menthol & Mint in the Emerging Tobacco Marketplace 

The recreational nicotine marketplace has been rapidly expanding over the last decade with the 
proliferation of e-cigarettes, heated tobacco, and various forms of oral nicotine delivery. Menthol, 
mint, and cooling agents are common across these emerging product categories, especially among 
the large number of youths captivated by e-cigarettes.  Among current youth e-cigarette users in 
2021, 30.2 percent reported using mint-flavored e-cigarettes and 28.8 percent reported using 
menthol-flavored e-cigarettes. 
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Menthol Cigarette Market Removals:  

Justified by the public health priority of reducing smoking initiation among youth, numerous 
countries have banned menthol from cigarettes, including the entire European Union, the United 
Kingdom, and Canada.  Numerous US cities and counties have removed flavored tobacco products 
from the market.  The US FDA has proposed a nationwide removal of menthol cigarettes and 
flavored cigars from the marketplace. The tobacco industry has undertaken a vigorous lobbying 
effort to undermine this proposed regulation and is expected to launch a wide array of legal 
challenges if the FDA issues final rules to remove these products from the market.   
 
The FDA is currently undertaking its review of several million "premarket" tobacco applications 
from e-cigarette manufacturers.  It is yet to be seen whether FDA will authorize any non-tobacco 
flavored e-cigarettes, including menthol and mint flavors, for continued sale in the United States.  
 
Eliminating menthol cigarettes from the market would reduce youth initiation and promote 
smoking cessation.  Given the proven attractiveness of menthol/mint products among underage 
youth, a comprehensive removal of added flavors for all forms of recreational nicotine products 
has a strong rationale.  Menthol regulation needs to be crafted carefully, as numerous means of 
escaping the intent of regulations have been exploited by tobacco companies, such as the use of 
non-menthol cooling agents. In addition, many types of post-market menthol additives are flooding 
the market. 
 
 
On the Following Pages: 

 
• Menthol cigarette variants of leading brands  

 
• Chronological synopsis of the major menthol brands  

 
• Synopsis of Black targeted menthol advertising 
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        11 Marlboro Menthol Brands on the US Market - September 2022 
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12 Camel Menthol Brands on the US Market - September 2022 
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  7 Newport Menthol Brands on the US Market - September 2022 

 
 

      5 Virginia Slims Menthol Brands on the US Market - August 2022: 
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                       4 Pall Mall Menthol Brands on the US Market - September 2022 

 
 

            Kool & Salem Menthol Brands on the US Market - September 2022 

 
 

    Winston, American Spirit, & L&M Menthol Brands on the US Market - September 2022 
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Synopsis of Kool Advertising Campaigns from 1933-2022 
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Synopsis of Newport Advertising Campaigns from 1957-2021 
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Synopsis of Salem Advertising Campaigns from 1956-2006 
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Synopsis of Menthol Black-Targeted Advertisements: 
Kool, Newport, and Salem 
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Synopsis of Menthol Black-Targeted Advertisements  
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