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$15 Million wrongful death verdict
awarded to family of 4-year-old killed
in truck crash
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Last month, a er considering tes mony and evidence, Judge
Denis P. Cohen awarded parents Dionte Beauford and
Elizabeth Phillips, and their children $15,000,000 for the 2016
death of their 4‐year‐old daughter and sister, Saniya Brielle
Beauford, in a truck crash. The verdict was awarded against a
number of defendants, while other defendants se led with
the family outside of court.
On March 30, 2016, Dionte Beauford was driving his four
children to school along Grays Avenue in the Kingsessing
sec on of West Philadelphia. As Dionte passed 5200 Grays
Avenue, a semi‐truck suddenly exited the parking lot and
t‐boned the rear driver side of the Beauford family’s Chevy
Tahoe. The impact sent the vehicle crashing into a row of
parked cars. Four‐year‐old Saniya, who was seated on the rear
driver side of the car, sustained a fractured skull and brain
injury that ul mately led to her death. Saniya’s siblings were
all diagnosed with post trauma c stress disorder as a result of
the collision and have undergone counseling to deal with the
tragic, premature death of their sister.
A orneys for the plain ﬀs, Joseph L. Messa, Jr., and Angelo
Theodosopoulos of Messa & Associates, P.C., argued that the
defendants (who owned businesses on Grays Avenue at or
across the street from the 5200 property) breached their duty
to reasonably maintain the proper es in order to prevent
harm to pedestrians and motorists on the roadway. This
failure, the a orneys argued, created the hazardous
condi ons that allowed a semi‐truck driver to pull out onto
the main road without having seen the Beauford family’s SUV.

“In matters of truth and justice, there is no difference between large and small problems, for issues
concerning the treatment of people are all MARTIN
the same.”
-ALBERT
LUTHER
KING, JR.EINSTEIN

Contigo Issues Second Recall of
5.7 Million Water Bottles Due to
Choking Hazards
On February 19, Con go USA issued it’s second recall of
nearly six million Con go Kids Cleanable water bo les, six
months a er the first announcement was made in August
2019. Replacement lids that were distributed to aﬀected
consumers as part of the first recall are also including in the
February 2020 recall.
The Con go water bo les are being recalled for choking
hazards. The company has received 427 reports of the
spouts detaching. In twenty‐seven incidences, spouts were
found in children’s mouths. Fortunately, there have been no
reports of injury or death related to the recalled Con go
water bo les.

Exactly what Con go water bo les are aﬀected?
The recalled water bo les were sold at Costco, Walmart,
Target, and other stores na onwide, and on various web‐
sites from April 2018 through February 7, 2020 for between
$9 and $24. The recalled bo les will only have BLACK col‐
ored bases under the spout. Bo les with diﬀerent colored
bases underneath the spouts are not included in this recall.
The bo les came in three sizes (13oz, 14oz, and 20oz.) and
for color types (solid color, graphics, stainless steel, and
stainless steel solid colors). There were sold individually
and in packs of two or three.
Next Steps for Aﬀected Consumers
Con go is urging consumers to immediately stop using the
recalled water bo les and the replacement lids distributed
last year. Parents or caregivers should take the items away
from children and contact Con go for a free replacement
water bo le.

Next Month is Brain Injury
Awareness Month and the
BIAA Wants You to Change
Your Mind about ABI
Every March, the Brain Injury Associa on of
America (BIAA) leads the na on in recognizing
Brain Injury Awareness Month, a me to
acknowledge and support the millions of
Americans aﬀected by brain injury. The theme for
this year’s awareness campaign is Change Your
Mind.
ABI, or acquired brain injury, is any injury to the
brain that is not hereditary, congenital,
degenera ve, or induced by birth trauma. ABI’s
are a serious public health issue in the US with
someone sustaining a brain injury every nine
seconds.
BIAA’s president and chief execu ve oﬃcer, Susan
H. Conners, recognizes the importance of
dedica ng a month each year to educa ng and
spreading awareness, “Raising awareness of the
impact of brain injury and making sure people
have access to the support they need is essen al –
not only in March, but throughout the year.”
The Change Your Mind campaign provides a
pla orm for changing common misconcep ons
about brain injury and oﬀers tools to help
advocate for access to care a er brain injury.
Individuals in need of informa on, resources, and
support a er brain injury may speak with a brain
injury expert by contac ng BIAA’s Na onal Brain
Injury Informa on Center (NBIIC) at 1‐800‐444‐
6443.

Settlements & Verdicts: Railroad Crash Settlement
A orneys Tom Sweeney and Megan Kwak secured a seven‐figure recovery in a rural county in North Central
Pennsylvania for the family of a teenage girl who was killed a er the car she was riding in was struck by an
oncoming train while the car drove through a railroad crossing that did not crossing gates.
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JUUL borrows a page straight
out of Big Tobacco’s playbook,
State Attorneys General swing
back
By Megan M. Kwak
2020 is here. A brand‐new decade is upon us, and it sure does
seem like an opportune me to make a clean start of things.
A er all, it’s s ll early enough to hit the refresh bu on on
your New Year’s resolu ons without having to admit complete
failure. Yet, even in this era of new beginnings, it’s worth
no ng ‐ some things never change. Whether it’s the cyclical
nature of the fashion industry or the newest remake of a cult
classic film, everything that’s old is eventually new again,
including marke ng tobacco products to teenagers.
Enter JUUL Labs, a corporate giant in the world of electronic
cigare es. Since first being introduced in 2015, JUUL’s
e‐cigare e products have skyrocketed in popularity among
teens across the US. According to the FDA, 27.5% of high
school students and 10.5% of middle school students
na onwide admit to using e‐cigare es, with most teens
repor ng JUUL as their usual brand. Between 2017 and 2019,
e‐cigare e use increased by 135% among high school students
alone! In December of 2018, the Surgeon General declared a
vaping epidemic among young people. In the face of these
astounding numbers, it’s no surprise that JUUL has recently
come under fire, leading to an inves ga on of JUUL’s early
marke ng campaigns and corporate strategy. Cri cs point the
finger squarely at JUUL, blaming the company for star ng the
youth vaping epidemic.
Specifically, government leaders are scru nizing JUUL’s 2015
“Vaporized” campaign. There, JUUL bombarded billboards,
magazines, and social media with brightly colored ads
featuring a rac ve young men and women vaping with JUUL
products. Elsewhere, JUUL targeted teens by manufacturing
and marke ng flavors which would specifically appeal to
youth, such as fruity, sweet, chocolatey, and minty favors like
Peanut Jam, Spicy Watermelon, Cool Mint, and Crème Brulee.
Sound familiar? It should. It’s a marke ng tac c straight out of
Big Tobacco’s playbook.

Megan M. Kwak is a Plain ﬀ’s A orney license to prac ce
law in Pennsylvania and New Jersey. Ms. Kwak represents
clients in a range of personal injury cases including medical
malprac ce, products liability, drug product injuries, nursing
home abuse/negligence, and more.

Following the 1964 Surgeon General’s report that
cigare e smoking causes lung cancer, Big Tobacco
“pledged” not to promote cigare es to those under the
age of 21. Faced with the prospect that nearly half of all
adult smokers would die from smoking, Big Tobacco
quickly reneged and went on to spend decades
promo ng its products by targe ng a new genera on of
users. Even a er the astounding $250 billion se lement
in 1998 and the government’s explicit ban on cigare e
adver sing to children, Big Tobacco did whatever it
could to exploit the ban, including manufacturing
cigare es made with en cing flavors, u lizing color
packaging, and making products that look and taste like
candy.
It took far too long to blow the whistle on Big
Tobacco’s predatory marke ng strategy; however,
armed with the knowledge acquired through decades‐
long research into Big Tobacco’s marke ng
campaigns, it took less than a year for government
leaders to recognize that JUUL was employing a very
similar strategy. In 2019, California, New York, and
Illinois all filed lawsuits against JUUL, seeking to hold
JUUL accountable for its ques onable adver sing
strategy.
On February 10, 2020, A orney General Josh Shapiro
announced that his oﬃce filed a lawsuit against JUUL for
viola ng Pennsylvania’s Unfair Trade Prac ces and
Consumer Protec on law due to JUUL’s targe ng of
young people with its products. A orney General
Shapiro is asking the Court to take JUUL devices out of
produc on altogether in PA. In the alterna ve, the
A orney General requests the Court impose restric ons
on the way JUUL products are designed, marketed, and
sold.
Just two days a er Pennsylvania filed its lawsuit against
JUUL, on February 12, 2020, Massachuse s’ A orney
General Maura Healey announced that her oﬃce has
also sued JUUL for crea ng a youth vaping epidemic by
inten onally marke ng and selling its e‐cigare es to
young people.
Whistleblowers, ac vists and of course, lawyers, have
spent the be er half of the last six decades figh ng Big
Tobacco and taking tobacco companies to task for the
harm they perpetuated in trying to hook a new
genera on of tobacco users. Fortunately, this me,
having recognized tac cs straight out of Big Tobacco’s
playbook, it hasn’t taken quite so long for government
leaders to step in and do something to stop the spread
of this epidemic.

Email: mkwak@messalaw.com
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Around the Office!

Messa & Associates would like to welcome Larissa
A. Rachko to the firm! Larissa is joining our
talented team of paralegals a er transferring
from The Law Oﬃces of John Padova. Larissa
received her juris doctor from Seton Hall
University School of Law and dual Bachelor’s
degrees in English Literature and Russian from
Bryn Mawr College. Welcome, Larissa!

Messa & Associates would like to welcome
Leslie Gi leman to the firm! Leslie is also joining
our talented team of paralegals. Leslie received
her juris doctor from The Widener University
School of Law, and received her Bachelor’s
Degree from the University of Miami.
Welcome , Leslie!

MessaLaw Marke ng Director, Angela Leone
Carrozzino, is currently direc ng a produc on of
Disney’s Mary Poppins at Camden Catholic High
School in Cherry Hill, NJ. The show opens March
6th and runs two weekends, closing March 15th.
Come see the magic of Mary Poppins! Buy your
ckets online at www.cchsperformingarts.com!
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