
Marlboro Makes a Direct Appeal 

ONE of the most important 
trends in the advertising busi
ness today is the opening up 

of the feminine cigarette market. 
This great market, which has been 
estimated to have a present actual 
value of more than $103,000,000, has 
been withheld from the manufac
turer in the past by the hard-dying 
prejudice against women smokers 
which has automatically commanded 
the advertiser's wholesome fear of 
arousing the wrath of nation-wide 
reform organizations. As a result, 
the invasion by the advertisers has 
been cautious and carefully planned 
at every step. This situation was 
discussed in greater detail by Oscar 
Williamson in his article, "An In
hibition Versus a Market," in the 
January 26 issue of ADVERTISING & 
SFXLING. 

Marlboro was one of the first 
brands to make a deliberate and 
systematic endeavor to win over the 
female smoker. By opportune and 
judicious use of the back cover of 
Bon Ton, strictly a woman's publica
tion, this company was able actually 
to picture a woman in the act of 
smoking, probably being the first 
manufacturer to go that far, at least 
in a wide circulation medium. This, 
however, was a step only incidental 
to the main campaign which took 
the form of a series of single column 
insertions in a wide list of maga
zines and newspapers—a series that 
attracted wide attention, not only 
because of the sensational nature of 
its theme, but as well for the excel
lence of its execution. 

Now Marlboro has taken the next 
logical step. In the new campaign, 
appearing in the April issues of a 
number of the leading general and 
women's magazines, direct appeal is 
made to the ladies, both in illustra
tion and copy. The first insertion 
is reproduced on this page. 

The copy appeal is carefully 
worded in the first paragraph to 
J-'ive a minimum of offense to those 
conscientious objectors who still re
main among us. The fact that some 
women smoke is taken for granted, 
but it is not over-emphasized. 
"Women—when they smoke at all— 
quickly develop discerning taste." 
The second paragraph inserts the 
Quality appeal of Marlboro with a 
smooth delicacy: "That is why Marl-

j ' 'oros now ride in so many limou-

l^dhey xmoke%tft 

t.devclop dis-^ 

sines, attend so many bridge parties, 
repose in so many hand bags." The 
selling copy stops right there. It 
remains only to register the slogan, 
"Mild as May"; admirably calculated 
to tie up with that same appeal. 

A number of interesting reasons 
lie behind this step. The advertis
ing world has watched with keen 
interest the progress of the Marl
boro "hand" series. Many specu
lated upon its outcome and watched 
with anticipation for the expected 

outburst from the reformers. But 
so far as anyone could observe, noth
ing of a very startling nature came 
to pass. The campaign was uninter
rupted and sales continued to mount. 
This much was encouraging so far 
as it went. 

BUT in the advertising offices of 
Philip Morris & Company, Ltd., 

much more encouraging and signifi
cant events were transpiring. The 
advertisements were receiving ' re
sponses, and the responses were 
invariably favorable. Not many 
persons are accustomed to writing 
unsolicited letters to advertisers, but 
in this case a number of people, 
most of them women, took the 
trouble to inform the advertiser 
that they approved of and sympa
thized with what he was doing. A 
further check on public interest was 
provided by a short postscript to 
each advertisement, in small type, 
offering free upon request the new 
Marlboro bridge score. This score 
is attractively got up and eminent
ly practical, designed to have par
ticular appeal to the feminine fol
lower of the game. It was not 
featured in the insertions, the note 
of its existence being merely tacked 
on almost as an afterthought. Yet 
requests for. these scores have been 
pouring in at an average of fifty a 
day. And in all of this response 
there has not been a single note 
that was disparaging or unfavora
ble in any way. 

Another indication of the direc
tion in which the wind of popular 
sentiment seems to be blowing is 
supplied by the recent action of the 
Pictorial Review. This publication, 
in common with most of the other 
mass circulation women's magazines, 
has consistently refused to accept 
the advertising of the tobacco com
panies. At a recent meeting of the 
board, however, this policy was 
thrown into the discard and the an
nouncement was made that, com
mencing with the May, 1927, issue. 
the advertisements of the cigarette 
makers will be welcomed by their 
publication. 

So Marlboro has broken new 
ground. And in so doing it has in
augurated what is probably one of 
the most significant individual ad
vertising developments in severai 
years. 

% 
ii'-i 

w 

!l 


