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smokers of non-menthol cigarettes.”
Last year, the Congressional Black Caucus
(CBC) pushed for legislation to ban menthol
but, interestingly, President Barack Obama –
himselfasmoker–signedanothersmokingre-
latedbill into law lastweek.HouseResolution
1256,entitledTheFamilySmokingPrevention
Act requires that tobacco companies now an-
swer to the Food andDrugAdministration re-
gardingcigarette ingredientsbutalso inseveral
otherways, one ofwhich is that “charity” cig-
arettes will no longer be allowed to be given
outasfreesamples indirectmailpromotions,at
events or other venues.There are also newad-
vertisingrestrictionswhichcompaniesmustad-
here to.Wright said theprice of cigarettesmay
goup as a result ofwhat is in the 80+page bill
and she encourages all to read it.
Based on HR 1256, menthol may be banned
by2011butsomeobserversquestionwhyother
flavorswerebanned in the legislationbutmen-
thol was not. In an editorial published by
Reuters.com, Paul Smalera called out CBC
memberswho,despite their standagainstmen-
thol lastyear,still supportedthenewlaw.“Philip
Morris' parentcompanyhasdonatedmore than
$1.5million to thecaucussince2002and thou-
sandsmore to individualmembers,”hewrote in“Cool,Refreshing
Legislation forPhilipMorris,” goingon to suggest that theCBC is
more concernedwith bigmoney thanwith standing for a
ban againstmenthol. Smalera said 20CBCmem-
bers co-sponsored the bill; 10 did not sponsor but
represent states “that oppose the bill because it puts
their tobacco companies at a disadvantage to Philip
Morris.” PM, he said, was a key part of drafting the
legislation in the first place. The remaining CBC
members did not sign off on the bill.

Urban areas cluttered with cigarette ads
PhilipMorris,Wright explained inher seminar, dom-
inates the Caucasian or “non-focus”markets andmar-
ketingdifferencesbetweenfocusandnon-focusareas is
seen in the excessive number of cigarette ads found on
the exteriors of stores in Black communities, many of
them placed at the eye level of children and teens rather
than adults. It is rare that stores inWhite communities are
clutteredwith signage in the sameway.
Wright said she has confronted store owners in the past
whoplace tobaccoadvertisementsnear toyor candyaisles.
Suchplacement, she said, is against the lawbut still occurs.
Even though the three leading companies all have anti-
smokingoryouthsmokingpreventionprograms,Wright
views them as shams since most marketing by the to-
bacco giants is geared toward capturing the attention of
youth.
Kooldevelopedahiphopthemedvideogameandadis-
play box containing cigarette packswith images of dee-
jays, people dancing,menwith locs or hats turned to the
sideandposinginhip-hopstances.Theadtext read:“DJs
are themastersofHipHop, just likeKOOLis themaster

ofmenthol.KOOLMIXXisourmarkofrespect for theseHipHop
players.”
Wright said the displaywas
mailed out and that compa-
niesusuallysendtheirdirect
mailings during the sum-
mer or around holidays
when children are more
likely tobeathome.There
have been instances, she
continued, where teen
girls have received ciga-
rette advertisements in
the mail after subscrib-
ing to fashion maga-
zines. Kool even
sponsors summer
timejazzfestivalsfea-

turingartistspopular tofansofR&Band
Hip hop.
Certaincompanies includecouponsfor
itemslikeX-boxgamesontheircartons,
coupons which catch the attention of
children and youth.Other items offered
free arewhite tee shirts (popularized by
the hip hop song by Dem Franchize
Boys); shower radios; dominoes; hood-
ies anddesigner purses.Wright recalled
witnessing companies providing smok-
ing rooms for youth at industry events.
Thosetooyoungtoenter themainvenue
were directed to buses set up outside
where those underage could go in, ob-
tain free cigarettes and smoke without
interference.

Nigger hair tobacco
Adisturbing and little known part of
Wright'sworkshopinvolvedhersharing
informationaboutNiggerHairTobacco,
popular in the early 1900s. She passed
around a copy of an ad for the product
which was sold in packs costing from
.05to .50cents.“Ourgrandfathersknew
this tobaccoandgavethebranditsname,
NIGGER HAIR, because it was cut in
those long, curly strands that make it
such a wonderful, satisfactory pipe to-
bacco – slow burning, cool and fra-
grant,” theadread.“Thatdistinctivecut
caused the old-time smokers to call it
“NIGGER HAIR” and so it got its
name.”
Fromthedaysofslavery,whenBlacks
were not only required to pick tobacco
butwerealsoboughtwith tobaccopay-
ments, to today, the industry appears to
need the Black consumer or slave to
survive. Wright even used a quote by

Harriet Tubman to describe how she views hermission. “I freed a
thousand slaves. I could have freed a thousand more if only they
knew theywere slaves.”
What some heard fromWright deeply affected them and almost
moved them to tears. “I don't know whether to cry or get sick to
mystomach,”LeslieMatthewstoldDWN.“It's reallydisgustingto
see this; toknowwhat'sgoingonandnotseeingmoreprogramsout
there tobreakouraddiction to tobacco.”The58-year-oldnoted that
her parents and grandfather smoked and she started in her early
teens,notquittinguntilher late20s.Herfatherandgrandfather later
died of lung cancer, even though her father did not start to smoke
until he joined the military duringWorldWar II. She felt angered
after rememberingWright's lessonthat freecigarettesweregivento
Blacks during the Civil War and other U.S. wars. “I just want to
cry,” Matthews said, adding that young people would never start
smoking if they knew the history. “Apart ofme is angry, not only
at the tobacco companies but ourselves. We're always running
around talking about genocide;well at somepointwehave to take
control of ourown lives.”Sheplans tobepart of anyorganizedef-
forts to promote awareness and theNAATPNmission.
YvetteAndersonwasalsomovedandmotivated tosharewhatshe
learnedwitheveryonesheknew.“Ihadsomeawarenessof tobacco
marketing in the Black community but this really brought home
the kind of deceptive practices that big tobacco [uses] to market,
especially toouryouth,”shesaid.Shehasneversmokedbut issure
some smokers would decide to quit if they knew the true and his-
toric tiesbetween tobaccoandBlacks. “Because it's anaddiction, it
wouldbehard forpeople to suddenlychangebut I thinkapercent-
age of smokers probablywould stop.”
Young said the workshop was just the beginning of local efforts
andplansareunderway toestablishaColoradoNAATPNchapter.
For more information call him at 303-602-3713, or visit
www.naatpn.orgor, forhelptostopsmokingcall theColoradoQuit-
Line, 800-QUIT-NOW,www.coquitline.org.
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(l-r) DHMC reps Johnn Young and Tracey Maruyama hold tobacco products which companies pat-
tern after children's or women's items to make them more appealing to youth. Young holds in one
hand a Skoal Berry Blend Tobacco container looking very similar to Icebreakers Sour Berry Candy.
He also holds a Skoal Apple Blend product which looks like the Hubba Bubba Sour Green Apple
Bubble Gum container. Maruyama holds Virgina Slims Superlines Light Cigarettes which look like
a container which could store the Cover Girl Lip Slicks next to them. She also has a box of Jolly
Rancher Fruit Chews which at first glance could be mistaken for a pack of Camel cigarettes which
make use of similar colors and box shape.

Nigger Hair Tobaccowas popu-
lar in the early 1900s and was
so named because the tobacco
was cut in long, curly strands.
Many Blacks are unaware of
the true historical links between
tobacco and Blacks in America, 
devastating ties which continue
today.
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