An Action Guide to Advance Plain and Standardized Tobacco Products
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Tobacco use is still the number one cause of preventable death in Canada; 100 people
die each and every day as a result of being hooked by the Tobacco Industry. In Canada,
advertising bans restrict much of the promotion of tobacco products, but packaging
is not currently included. Flashy, artistically designed packages are powerful mini
billboards, designed to appeal and lure new customers. It’s one of the last ways the
industry can market their products.

• Counter Tobacco Industry messaging by taking on the other
side of the argument. Responding back with the plain and
simple truth.
• Celebrate our Government’s commitment to making
tobacco packs plain and standard and work to sustain
momentum and ensure accountability to mandates.
• Carry out a combined set of actions to generate ongoing
public support.
• Communicate and reinforce the importance of standardized
packs with a slide and shell format, where none of the
message is lost when opened.
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It’s not a Nanny state. The mighty cigarette
package is Big Tobacco’s real estate. Lets’
break ground, make packs plain and standard.

Evidence IS important to critical thinking.
Tobacco use kills 100 Canadians every day.
Plain and standard packs will prevent deaths.

Big Tobacco knows branding hooks youth.
Packs are mini billboards and are powerful
tools to entice. Make them plain and standard.

Colour, size and shape always matters. Big
Tobacco knows what works and will fight
hard to keep cigarette packaging sleek and
seductive.

The FTI Plain and Standard Packs (PSP)
campaign was designed to advance a
policy for plain and standard tobacco
products in Canada. Our Government
has made it a mandate to introduce plain
packaging requirements for tobacco
products, similar to those in Australia
and the United Kingdom. In fact, Justin
Trudeau included plain packaging in
his election promises and listed it as a
priority in his mandate letter to Minster
of Health, Dr. Jane Philpott.

One of our strategies is to counter “Both
Sides of the Argument”; a bogus website
created by Japan Tobacco International
to lead the public into believing plain
and standard packages won’t prevent
youth smoking. All their messages are
ploys designed to create anger towards
government, or to shift the responsibility
away from the industry and put it back on
the consumer. The reality is, 87% of adults
in Ontario support this policy (OTRU,
2016), yet the industry focuses their
messaging on encouraging the public to
assess their own critical thinking about
the issue. They don’t want the public to
look at or believe in the actual scientific
evidence. They want to create public
outrage and opposition by implying that
our freedoms are being taken away or
at risk because of marketing tactics and
manipulation.
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Here you will find everything you need to engage the public and carry out one of your
own advocacy ideas or one of our pre-designed samples. Use the campaign order
form to request promotional items and supplies; or download files and templates from
freezetheindustry.com

Whether you are setting up a booth at a local fair or hosting a youth
conference you will be fully equipped to promote the FTI brand.

This guide is a resource for advocates to contribute
to the democratic process and work towards
changing health policy in a fun and exciting way.
We commend you for joining the fight; your
involvement and actions support strong measures
to protect the future health of our nation and move
towards ending youth smoking.
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Order from
KFL&A Public Health:

Files available on
freezetheindustry.com:

•
•
•
•
•
•

•
•
•
•

Table skirt
Roll up banner
Vinyl signature banner
Sample plain & current packs
Large plain pack cut outs (table top)
Promotion items:
• T-shirt
• Toque
• Gloves
• Sunglasses
• Banner pen
• Cup (acrylic tumbler)
• Journal
• Dog tag USB
• Gum
• Lip balm

One page campaign brief
Advocacy postcard
Campaign video/PSA
FTI-PSP Communications Plan &
Toolkit
• Snapchat geofilters
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An exclusive event for advocates who want to create positive change. By attending
you’ll be giving props to Justin Trudeau for his commitment to making cigarette
packages plain and standard and helping to end youth smoking.
A Plain Party takes the style of an exclusive night club event where the dress code is
“plain”. Book a local youth DJ or band, serve up your best white milk, plain chips and
an all-white themed candy bar. To keep with the spirit of the campaign try to keep the
party free from brands or logos.

A fun and unique way to bring people together to keep
the momentum for this policy change and be part of
something big.
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During the Plain Party or any FTI event be sure to
encourage guests to:
• Sign a postcard saying Yes to tobacco plain

packaging. Mail all postcards to:
Kelly Gorman/Joanne Dinardo, Public Issues
Canadian Cancer Society, Ontario Division
55 St. Clair Ave. Toronto, ON. M6V 2Y7
• Post to social media; use one of our Snapchat

Geofilters!

Order from
KFL&A Public Health:
• Plain Party t-shirt (women’s &
men’s)
• Photo backdrop
• Roll up banner
• Table skirt
• Dinner size napkins
• Cocktail napkins
• Cups
• Temporary Tattoos

Files available on
freezetheindustry.com:
•
•
•
•

Advocacy postcard
Event invitation
Promotional poster/flyer
Promotional images & posts
for web & social media
• Snapchat geofilters

• Local Public Health Unit
• Canadian Cancer Society - Big Tobacco Lies
• Schools

•
•
•
•
•
•

• Churches
• Campus eateries
• Local restaurants, clubs or other hang outs

Youth (16-24) engaged:
Youth (16-24) time spent (hours worked):
People reached:
Materials distributed:
Postcards signed:
Postcards mailed to Canadian Cancer Society: Y/N

Did you get media (newspaper, TV, radio, website): Y/N
If yes,
• Type/outlet:
• Reach:
Social media: Y/N
• Facebook (impressions, total # of likes, reactions,
shares, comments):
• Twitter (impressions, total # of favourites, replies,
retweets):
• Instagram (impressions, reach, total # of likes, 		
comments):
• Snapchat (views/reach, completion rate,
screenshots):
Enter all into the FTI-PSP output tracking survey

12

13

During your presentation/training be sure to
encourage participants to:
• Sign a postcard saying Yes to tobacco plain

packaging. Mail all postcards to:
Kelly Gorman/Joanne Dinardo, Public Issues
Canadian Cancer Society, Ontario Division
55 St. Clair Ave. Toronto, ON. M6V 2Y7

A slide deck run down about the plain packaging issue. Great for groups who have
little knowledge about the issue or as a tool to use when seeking buy in and support
from organizations and decision makers.

• Sign an organizational endorsement letter

Mail endorsements to: Canadian Coalition
for Action on Tobacco c/o Heart and
Stroke Foundation of Canada 222 Queen
Street, Suite 1402 Ottawa, ON. K1P 5V9
Email to: kasi@hsfcanada.onmicrosoft.com

To increase people’s knowledge about the issue of plain and
standard tobacco packs, why it’s important, how it affects them
and how they can take action and contribute to positive change.
 eek campaign endorsements through presentations to your local
S
library, charitable groups or go big and present directly to your local
board of health, city council or MP.

• Tell us about what you learned on social media

@frzindustry
• Learn More! Book YATI’s full day PSP training

Order from KFL&A Public Health:
• Sample plain & current packs
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Files available on freezetheindustry.com:
•
•
•
•
•
•

Slide deck presentation
Promotional poster/flyer
Promotional images & posts for web & social media
Advocacy postcard
Endorsement letter
Snapchat geofilters
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• Ontario Lung Association’s Youth Advocacy
Training Institute (YATI)
• Canadian Cancer Society – Big Tobacco Lies
• Local Public Health Unit

•
•
•
•
•
•
•
•

•
•
•
•
•

Youth (16-24) engaged:
Youth (16-24) time spent (hours worked):
People reached:
Materials distributed
Postcards signed:
Postcards mailed to Canadian Cancer Society: Y/N
Organizational endorsement letters:
Endorsement letters mailed to CCAT: Y/N

Social media: Y/N
• Facebook (impressions, total # of likes, reactions,
shares, comments):
• Twitter (impressions, total # of favourites, replies,
retweets)
• Instagram (impressions, reach, total # of likes,
comments)
• Snapchat (views/reach, completion rate,
screenshots)
Enter all into the FTI-PSP output tracking survey
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Schools
Churches
Libraries
Youth Groups
Charitable or non-profit organizations

Adapted from the 2016 Community Toolbox

Media and communications strategies are crucial for
getting messages to the people who can activate
change. Use any form of media to help promote FTI
goals, shape the debate and advance the PSP policy.
Getting involved with the media has great benefits.
Newspapers, television, and radio have access to
different kinds of people and audiences. Your voice,
and the voices of those you’re concerned, can be
made louder and more convincing through media
attention.
A media advocacy campaign is similar to a political
campaign in that the people who run it need to plan
it out; they need to have specific strategies, plans and
tools, in mind before they take any action. As you
gear up for a media advocacy campaign, you’ll need
to prepare yourself to do business with the media.
It’s your job as a media advocate to understand FTI’s
goals and to know how you want the media to help
you advance these goals.
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The primary methods used to get PSP into the public eye include:
• Earned media. Doing an interview, placing Op Eds and writing letters to the
editor are free – people take seriously what they read in the papers or hear on
the radio. Disadvantages are that the attention span of the media is short, and
you have to compete with a huge amount of other information just to get your
story told.
• Paid advertisements. FTI has a number of templates for paid ads which give
you a great deal of control – you can choose your media outlets, the times and
places that the ads run, the wording and the style of them. The major drawback,
of course, is that they can be expensive.
• Media releases. FTI provides sample write ups that inform the media about
PSP news and events. Press releases let you control what you want to say and
when, but media outlets may or may not use them, or may edit them down or
change them. They may not always look the same when they go out to the
public as they did when you turned them in.
• Press conferences. Events where you present a statement, usually about an
achievement or newsworthy information relating to PSP to a roomful of people
who represent different media outlets. You can call a press conference, but the
media may not come, or may not choose to report on it afterwards. In addition,
they usually have to be organized quickly in order to be timely, and they take
careful planning to make sure that media do come when you call.

As a media advocate, you can use the media to:
• Inform the public about what causes or contributes to youth smoking.
• Recast PSP as a public health concern that affects all Canadians.
• Encourage other professionals and community members to find out more about
FTI and get involved.
Some specific reasons for using media advocacy for PSP are:
• To use the media to push decisions makers to advance the PSP policy and
increase accountability of mandates.
• To influence the media to give FTI extensive coverage, allowing members to tell
stories in their own words.
• To give young people more control and a stronger voice in the media. Shining
the spotlight on youth action gives young people the power and the desire to
change the policies and situations that affect their lives.
• To persuade the media to cover the kinds of stories that will “light a fire” under
other members of the public; increasing involvement and building public will.
• To the shape the debate; promote the message that people are more powerful
than the industry. Use the media to counter industry messaging by taking on
the other side of the argument; responding back with real evidence and the
plain and simple truth that the majority of Ontario adults (87%) support this
federal policy.

Good time to engage in Media & PR activities for PSP:
• During key political processes (i.e. reconvening of the House of Commons)
• During peak times of the tobacco control calendar; where media coverage is
likely to occur (i.e. National Non Smoking Week, World No Tobacco Day).
• When you have information that can be tied to community news (i.e. MP
attending a school event).
• When you’ve achieved a milestone or something important (i.e. policy
anniversarys). The media can help you let the community know about the
great work you’re doing and how it benefits everyone.
• See FTI Communication Plan & Toolkit for samples/templates and media
opportunities calendar.

18

19

Media ads and articles should drive participants
to get more information or take action by visiting
www.freezetheindustry.com

Tools like the FTI website and other applications (Facebook, Twitter, Instagram,
Snapchat) that enable our audience to create and share content and conversations
about PSP.
Files available on freezetheindustry.com:
• FTI-PSP Communications Plan & Toolkit
• Campaign video/PSA
• Ad templates (newspaper, web, social
media)
• Sample Media Release
• Sample Letter to the Editor

•
•
•
•

Youth (16-24) engaged:
Youth (16-24) time spent (hours worked):
Type/Outlet:
Reach:

• FTI Steering Committee Communications
Workgroup
• Local Media Outlets
• Ontario Lung Association’s Youth Advocacy
Training (YATI) – Media Relations: Prep for
the Press training

To amplify the FTI-PSP message and build public will for PSP through
digital engagement.

Social media: Y/N
• Facebook (impressions, total # of likes,
reactions, shares, comments):
• Twitter (impressions, total # of favourites,
replies, retweets)
• Instagram (impressions, reach, total # of
likes, comments)
• Snapchat (views/reach, completion rate,
screenshots)
Enter all into the FTI-PSP output tracking survey
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Like, comment, share, retweet
Visit www.freezetheindustry.com

Files available on freezetheindustry.com:
• Profile pic overlays with captions
• Memes with captions and responses
• Snapchat Geofilter

•
•
•
•
•
•
•
•

Youth (16-24) engaged:
Youth (16-24) time spent (hours worked):
Likes:
Reactions:
Shares:
Comments:
Views:
Screenshots:

• FTI Steering Committee
• FTI Steering Committee Communications
Workgroup
• Internal communications departments
(if applicable)
• Facebook, Twitter, Instagram, Snapchat
• Canadian Cancer Society Big Tobacco Lies
• Schools or community youth groups

The Art of Plain brings art into public or offbeat spaces, and brings advocacy into
galleries or display spaces. This is a unique gallery style event that showcases bare/
plain canvases which will allow participants to reflect first on what it means when
something is plain and standard and why we need to apply this to tobacco products.
After reflection participants are invited to express their thoughts and feelings about the
Tobacco Industry or the issue as a whole using a variety of collaborative art techniques
(i.e. painting, graffiti, fabric, finger painting, word art, poetry, etc.)

Use the power of art to spark change.
Use art to reach people in unexpected ways.
Pairs art with a clear call to action.

Social media: Y/N
• Facebook (impressions, total # of likes,
reactions, shares, comments):
• Twitter (impressions, total # of favourites,
replies, retweets)
• Instagram (impressions, reach, total # of
likes, comments)
• Snapchat (views/reach, completion rate,
screenshots)
Enter all into the FTI-PSP output tracking survey
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During your Art of Plain event be sure to encourage
participants to:
• Share your art on social media @frzindustry
• Sign a postcard saying Yes to tobacco plain
packaging. Mail all postcards to:
Kelly Gorman/Joanne Dinardo, Public Issues
Canadian Cancer Society, Ontario Division
55 St. Clair Ave. Toronto, ON. M6V 2Y7
• Sign an organizational endorsement letter
Mail endorsements to: Canadian Coalition for Action on
Tobacco c/o Heart and Stroke Foundation of Canada
222 Queen Street, Suite 1402 Ottawa, ON. K1P 5V9
Email to: kasi@hsfcanada.onmicrosoft.com

Files available on freezetheindustry.com:
•
•
•
•

•
•
•
•
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Art samples with curated messages
Promotion poster/flyer for print
Promotional images for web & Facebook
Event invitation

Local art gallery and/or artists
Poetry slam teams
Local festivals or bazaars
School art classes

•
•
•
•

FTI interpretive dance video
Advocacy postcard
Endorsement letter
Snapchat Geofilters

• Churches, community youth groups or
public libraries
• Local media

•
•
•
•
•
•
•
•

Youth (16-24) engaged:
Youth (16-24) time spent (hours worked):
Reach:
Materials distributed
Postcards signed:
Postcards mailed to Canadian Cancer Society: Y/N
Organizational endorsement letters
Endorsement letters mailed to CCAT: Y/N”

Did you get media (newspaper, TV, radio, website): Y/N
If yes,
• Type/outlet:
• Reach:
Social media: Y/N
• Facebook (impressions, total # of likes, reactions, shares,
comments)
• Twitter (impressions, total # of favourites, replies,
retweets)
• Instagram (impressions, reach, total # of likes,
comments)
• Snapchat (views/reach, completion rate,
screenshots)
Enter all into the FTI-PSP output tracking survey
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Engage your MP! Summons your MP to a Plain Campaign event,
request a meeting with them, make a phone call or send an
email.

The Plain Campaign is a high energy event that is used to specifically engage leaders
and increase morale, support and momentum around the PSP issue. Similar to a political
rally Plain Campaign events are a great way to raise awareness locally, regionally and
even nationally. Organizing large crowds, a solid media presence and speakers ranging
from compelling individuals to civic leaders and non-profit voices can paint a picture
to compel even the most hardened opposition.

Members of Parliament (MP’s) care about what the people have to say. Engaging with
your MP can produce change, and FTI has the tools to ensure that your engagement
has the greatest possible impact.

The most effective way to engage your MP is to summons them
to a Plain Campaign event; ask them to speak to students,
participate in a round table discussion with young adults,
experts or fellow MPs.
As well, anyone can request to meet with their MP. As a
constituent, you are virtually guaranteed to be granted a
meeting if you request one and meeting with an MP is a great
way to advance the PSP mandate and raise awareness about
the importance of plain and standardized tobacco products.
In addition to an in-person meeting, you can also contact
them through letters, phone calls, or emails. FTI has provided
advocates with all the tools and templates to start engaging
MP’s.
Don’t know your MP? Find your Member of Parliament online
using your postal code.

Your voice is important. Few people take the time to meet with or contact their MP,
so it doesn’t take very many constituents sending letters or requesting meetings to
convince the MP that an issue is important to Canadians. By letting your MP know
that you care about preventing youth smoking you demonstrate that there is public
support for taking action.
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Tips for MP engagement
Adapted from STAND Canada

PREPARE!
To maximize your impact, be sure to prepare for meeting your MP by reading up on the PSP issue;
there is a wealth of evidence and background information on the FTI website to help you prepare. Jot
down notes with the key points, and think of some “asks” – things that you could realistically ask the
MP to do. You may also wish to prepare a briefing package for the MP, which should include a topsheet that summarizes your main points and lists the information provided in the rest of the briefing
package.
At the event/meeting
We recommend that you approach the conversation positively and with enthusiasm, engaging the
MP as actively and politely as possible. It often also helps to bear in mind your objectives and to state
them at the beginning and end of the meeting. Try to articulate the thrust of what you want to say in
the first minute and then spend the rest of the time giving context and providing rationale. We also
recommend being solution-oriented.
Addressing the MP: if your MP is a Minister, it is typical to call him or her Minister ____, whereas MPs
can usually be called Mr./Mrs./Ms. It is advisable not to call the MP by his or her first name unless
asked to do so.
Follow up
We encourage you to let us know how it went! Did the MP agree to take any concrete steps, such
as writing to the Minister of Health or making a statement in the House of Commons? This is helpful
information for us to know because it means that we can keep track of whether this promise has been
fulfilled.
You should follow up with a thank you email to the MP wherein you attach an electronic copy of any
materials that you provided at the meeting. Further, you could thank the MP and say something about
the meeting on social media – tagging the MP and @frzindustry!
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Participants at Plain Campaign events are asked to:
• Sign a postcard saying Yes to tobacco plain packaging
Mail all postcards to:
Kelly Gorman/Joanne Dinardo, Public Issues
Canadian Cancer Society, Ontario Division
55 St. Clair Ave. Toronto, ON. M6V 2Y7
• Sign an organizational endorsement letter
Mail endorsements to: Canadian Coalition for Action on Tobacco c/o Heart and
Stroke Foundation of Canada 222 Queen Street, Suite 1402 Ottawa, ON. K1P 5V9
Email to: kasi@hsfcanada.onmicrosoft.com

Order from KFL&A Public Health:
• Tradeshow booth
• Vinyl signature banner
• Balloons

• Local MP’s
• City Councils and/or Boards of Health
• Community agencies

Files available on freezetheindustry.com:
•
•
•
•
•
•

MP Templates: (letter, invite, follow up)
Advocacy postcard
Endorsement letter
Promotional poster/flyer
Promotional images for web & Facebook
Signage

• Libraries
• Local media
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•
•
•
•
•
•
•
•
•

Youth (16-24) engaged:
Youth (16-24) time spent (hours worked):
People reached:
Leaders engaged:
Materials distributed:
Postcards signed:
Postcards mailed to Canadian Cancer Society: Y/N
Organizational endorsement letters:
Endorsement letters mailed to CCAT: Y/N

Did you get media (newspaper, TV, radio, website): Y/N
If yes,
• Type/outlet:
• Reach:
Social media: Y/N
• Facebook (impressions, total # of likes, reactions, shares, comments):
• Twitter (impressions, total # of favourites, replies, retweets)
• Instagram (impressions, reach, total # of likes, comments)
• Snapchat (views/reach, completion rate, screenshots)
Enter all into the FTI-PSP output tracking survey
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Youth from the Southwest TCAN came up with a great way to engage their peers
in learning about the Tobacco Industry and PSP. The “Which Door Do You Choose”
activity is high impact, easy to execute and a great way to use some of the base
campaign supplies.

•
•
•
•
•

Door posters
Bristol board
Poster stand or easel
Table, FTI table skirt
FTI roll-up banner

•
•
•

FTI swag or other
giveaways
Draw posters
Draw info cards

•
•
•
•

Plain & current tobacco
packages
Script/key messages
Advocacy postcards
Vinyl signature banner

*This activity can be completed in a variety of ways depending on location, resources and personal preference.

Identify a well trafficked area that is popular with 16-24 year olds and obtain permission
to set up a display at that location (e.g. mall, arena, community centre, trade show, public
event where you expect to have a lot of people).
Once a location is secured, affix the door posters to a wall, pre-existing doors, or other free
standing display. These posters will act as the main speaking point for this activity, so ensure
they are visible and the focal point of the display.
On the Bristol board, write “Which Door Would You Walk Through?” or “Which Door Would
You Choose?” Attach this poster to the poster stand or easel in front of your display to attract
attention.
Close to the door display, set up the table to display the campaign information, the current and
plain packages, any give-aways or other attention grabbing items.
Once the display is set-up, organizers should encourage people to engage in the booth by
using the doors to start this conversation.
If participants support the initiative, encourage them to sign a postcard and share a picture
of themselves showing their support on social media @frzindustry with the hashtags
#cigarette #makeitplain #cdnpoli #FTIPSP
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