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The Role of Advertising and Promotion in the
Marketing of Tobacco Products

Introduction

Businesses use advertising and promotion to mflu-
ence the marketplace-to prepare a place for their prod-
uct by signaling how it meets an existing or newly
perceived need of the consumer In the following discus-
sion of such tactics for the tobacco-product marketplace,
"advertising" refers to company-funded advertisements
that appear in paid media (e g, broadcasts, magazines,
newspapers, outdoor advertising, and transit advertis-
ing), whereas "promotion" includes all company-sup-
ported nonmedia activity (e g, direct-mail promotions,
alloy ances, coupons, premiums, po nt-of-purchase dis-
plays, and entertainment sponsorships)

The general role of advertising is to communicate
accurate information and to influence attitudes and be-
liefs (Kotler 1991) The information that advertising com-
municates can be either factual (e g , product ingredients
or features) or suggestn e (e g , images of types of people
who might use a product, or associat'ons of a product
with a certain setting or emotion) Much of the regula-
tory actin ity for advertising is directed at factual commu-
nication, most of the criticism of advertising is directed at
suggestive communication-at the images it creates and
at the potentially misleading implications of user ben-
efits that can be drawn from those images (Kotler and
Armstrong 1991 )

Ads ertising can be used tQ create primary de-
mand-that is, to bring new users of a product category
into the marketplace (Ray 1982) These users are at-
tracted by advertising that demonstrates how a particu
lar product can satisfy a customer need, either physical
or psychological, that is currently either unmet or unsat-
isfied Users also can be brought into a product market-
place by advertising that causes them to feel a previously
unacknowledged need for a particular product Primary
demand can be increased through generic category ad-
vertising (such as trade association advertising for com-
modities like milk or beef) The advertising of a specific
brand can sometimes both promote that brand and in-
crease demand for an overall product category, for ex-
ample, advertising fora particular computer can promote
computers in general for first-time buyers

Advertising also can be used to create selective (or
secondary) demand-that is, to convince consumers to
svv itch from one specific brand of product to another
(McCarthy and Perreault 1984) Creating selective de-
mand calls for advertising that demonstrates a brand's

superior performance, price, or value Alternatively,
advertising can create selective demand by projecting
that a brand has a more desirable image than its competi-
tors (such as Avis Rent A Car's well-known slogan,
"We're number two but we try harder" )

Consumers overestimate the effect of advertising
on os erall market factors, but underestimate its effect on
them personally (Bauer and Greyser 1968) Thus, con-
sumers may criticize advertising as being dishonest and
manipulate e, but they are unlikely to be able to pros ide
examples of purchases they have made because of vv hat
they would consider advertising dishonesty or manipu-
lation in fact they are unlikely to be able to identify any
purchases they have made because of advertising For
most products, the role of advertising is to create in the
consumer a structure of attitudes and beliefs about a
product that will facilitate its purchase when the con-
sumer is stimulated by a behavioral prod (Ray 1982)
That prod can come from the social environment (for

example, from another consumer's recommending the
product), from a retailer, or from a promotional incen-
tive, such as a coupon or a free sampl e

The actual purchase of a product or service in a
ma-ketplace thus is often achieved by marketers use of a
specific promotion (Popper 1986, Da,. is and Jason 19.88)
Such activities are used to build on consumers' attitudi-
nal predispositions and lead consumers to act Promo-
tion, in fact is the fastest-growing category of all product
marketing actin ity (Kotler 1991) This growth is partly a
response to the proliferation of advertising as well as to
the limited direct effect that advertising has been found
to have on people's actions Over the past few decades
the superabundance of ads ertising messages has made ;t
increasingly difficult for a given ad to rise above the
clutter of competing messages both in its own product
category and in the plethora of advertisements in gen-
eral This competition is particularly true for products
ssith well-established images and reputations Thus,
profit return of even a successful advertising expendi-
ture may eventually diminish Accordingly, the best
sales returns for most industries result from effectiv e
advertising and promotion working in concert

Promotional activities can take many forms Pro-
motional expenditures can stimLlate retailers to place
and display products in ways that vv ill maximize the
opportunity for purchase (e g, supplying retailers vv,th
point of-purchase displays to locate products a t
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checkout sta nds) Coupons reduce the price a consumer
pays for products and thereby reduce the consumer's
cost-sensitivity, which may be a substantial barrier to
making a purchase (McCarthy and Perreault 1993). Pre-
miums (e g ., including a cigarette lighter in the purchase
price or even within the actual packaging of a box or
carton of cigarettes) reduce cost-sensitivity by increasing
(or appearing to increase) the value of a purchase. Free
samples do away with cost-sensitivity altogether and
actually give consumers an opportunity to try something
new (Popper 1986, Davis and Jason 1988). Promotional
devices such as these are more likely than advertising
alone to lead consumers to purchase a product more than
once-a pattern sought by all manufacturers

Cigarette Advertising and Promotional
Expenditures

In 1990, cigarette advertising and promotional
expenditures grew to almost $4 billion (see Table 1),
making cigarettes the second most promoted consumer
products (after automobiles) in the United States These
expenditures occurred at a time when domestic sales of
cigarettes and adult per-capita consumption were at rela-
tively low levels although domestic revenues continued
to increase (Table 2) Advertising and promotional ex-
penditures account for 10 to 12 percent of the revenue
generated by the tobacco industry in the United States .
More than three quarters of these expenditures were for
promotional activities, which had steadily increased to
over $3 billion, while advertising expenditures for ciga-
rettes dropped to $887 million (Federal Trade Commis-
sion [FTC] 1992) The decline in cigarette advertising
came principally from reductions in print advertising (a
14 percent drop in magazine advertising and a 7 percent
drop in newspaper advertising) to their lowest level (in
constant 1990 dollars) since the ban on broadcast adver-
tising tame into effect in January 1971 and the tobacco
industry focused advertising attention on print media .

In 1990, expenditures for outdoor advertising and
transit posters for cigarettes were at an all-time high of
$435 million (see Table 3). The largest category of ciga-
rette promotion that year was that of coupon use and
retail value-added promotions, which at $1 2 billion rep-
resented nearly 30 percent of all cigarette advertising and
promotional expenditures. The cigarette companies spent
just over $1 billion on promotional allowances, which
included the money that cigarette companies paid to
retailers for shelf space (slotting allowances), cooperative
advertising allowances, and trade (wholesaler) allow-
ances . Cigarette companies spent over $300 million on
point-of-purchase materials in 1990 . These expenditures
for displays were roughly equivalent (within 10 per-
cent) to cigarette company expenditures on magazine

advertising The substantial increases in retail-oriented
expenditures reflect an aggressive cigarette marketplace
in which companies vie for larger shares of decreasing
numbers of cigarette smokers.

In 1990, the cigarette companies also expended
over $125 million on public entertainment (including
sponsorship of sporting events and concerts) . Total ad-
vertising and promotional expenditures for cigarettes
included over $108 million for sports and sporting events
alone . The cigarette companies reported no expendi-
tures in 1990 for endorsements or testimonials or for
having their brand names or tobacco products appear in
any motion picture or television shows (FTC 1992) In
contrast, movies in the 1980s were sometimes used to
promote specific brands of cigarettes and other products
(Magnus 1985)

Cigarettes continue to be one of the most heavily
advertised products in print media (Centers for Disease
Control [CDC] 1990) In 1988, cigarettes ranked first
among products advertised in outdoor media, second in
magazines, and sixth in newspapers . When advertising
expenditures for these three print media are combined,
cigarettes were the second most heavily advertised prod-
uct after passenger cars (CDC 1990). These expenditures
for cigarette advertising represent a drop, however, from
the total advertising expenditures in these media in 1985
and are consistent with the cigarette industry's shift in
emphasis to promotional activitie s

One of the indirect consequences of advertising
and promotional spending is that the media, reluctant to
jeopardize the income that accompanies cigarette adver-
tising, are inhibited in their coverage of the health risks of
smoking . Warner, Goldenhar, and McLaughlin (1992)
examined 99 magazines published in the United States
from 1959 through 1969 and from 1973 through 1986 to
assess the probability that the number of articles a maga-
zine published on the health consequences of smoking
would reflect whether they carried cigarette advertise-
ments and what proportion of their revenues were de-
rived from cigarette advertisements Magazines that did
not carry cigarette advertisements were more than 40
percent more likely to cover the health consequences of
smoking than were magazines that carried such adver-
tising For women's magazines, the likelihood increased
to 230 percent; a 1 percent increase in the share of adver-
tising revenue derived from cigarette advertisements
was found to decrease by nearly 2 percent the probability
of these magazines' carrying articles on the risks of smok-
ing Numerous other studies and reports on this aspect
of cigarette advertising were discussed in the 1989 Sur-
geon General's report on smoking and health (U S De-
partment of Health and Human Services [USDHHS]
1989) and reinforce the general conclusion that despit e

160 Advertising and Promotion
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Table 1 . Domestic cigarette advertising and promotional expenditures, 1963-199 0

ear

Total
advertising*

dollars
(in millions)

Tota l
promotional '

dollars
(in millions)

Total
advertising and

promotional
dollars

(in millions)

Adve rtising as
percentage

of total dollars

1963 2289 132 2495 91 7

1964 240 9 146 261 .3 92 2

1965 242 3 14 7 2630 92 1

1966 272 .7 179 2975 91 7

1967 2856 203 3119 91 6

1968 2831 216 3107 91 1

1969 2836 134 3059 92 7

1970 2966 644 3610 82 1

1971 2204 270 2516 87 6

1972 2267 229 2576 88 0

1973 2209 152 2475 89 3

1974 2665 311 3068 86 9

1975 3308 1604 4913 67 3

1976 425 9 213 2 639 1 66 6

1977 5058 273 6 779 5 64 9

1978 5431 331 9 875 0 62 1

1979 6828 4006 1,083 4 63 0

1980 7901 4522 1,2423 63 6

1981 8993 6483 1,547 7 58 1

1982 9232 8706 1,7938 51 5

1983 9108 9900 1,900 8 47 9

1984 9302 1,0650 2,0952 44 4

1985 932 0 1,544 4 2,4764 37 6

1986 7963 1,5860 2,3824 33 4

1987 7192 1,8613 2,5805 27 9

1988 824 5 2,450 4 3,274 9 25 2

1989 868 3 2,748.7 3,6170 24 0

1990 8352 3,156 9 3,992 0 20 9

Source Federal Trade Commission (1992)
'Includes prirt advertising in ne%%spapers, magazines, billboards, and public transit and (until ban effective January 1, 1971)
on television and radio

'Includes promotional alloy antes, sampling distributions, specialty item distribution, public entertainment, direct mail,
endorsements, testimonials, coupons, audio-,,rsual, and retail value added point-of sale adi . ertising, except for 1963-1974
and ]977-1974, for 1963-1969 and 1971-1974, only direct mail expenditures are included ("others' category not incluced )
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Table 2 . Domestic cigarette sales and per capita consumption, 1963-199 0

ear

Total number o f
cigarettes sold

(in billions)

Cigarette
consumption
(per capita)

Cigarette sale s
revenue

(in millions)

Total
advertising an d

promotiona l
dollar s

(in millions )

1963 516.5 4,286 NA* 249 . 5

1964 505 .0 4,143 NA 261 . 3

1965 521 .1 4,196 NA 263 .0

1966 5299 4,197 NA 297. 5

1967 525 .8 4,175 NA 311 . 9

1968 540 .3 4,145 NA 310. 7

1969 527 .9 3,986 NA 305 9

1970 534 .2 3,969 NA 361 .0

1971 5472 3,982 NA 251 .6

1972 561 .7 4,018 NA 257 6

1973 584 .7 4,112 NA 247 . 5

1974 594 .5 4,110 NA 306 8

1975 6032 4,095 NA 491 . 3

1976 609 .9 4,068 NA 639 . 1

1977 612 .6 4,015 15,594 779 . 5

1978 615 .3 3,965 16,856 875 . 0

1979 621 8 3,937 17,668 1,083 4

1980 628.2 3,858 19,035 1,242 . 3

1981 636 .5 3,818 20,822 1,547 . 7

1982 632 5 3,733 22,093 1,793 . 8

1983 603 6 3,513 25,724 1,900 . 8

1984 608 4 3,497 27,370 2,095 2

1985 599 .3 3,400 28,918 2,476 . 4

1986 5864 3,288 30,293 2,382 . 4

1987 575.4 3,190 32,145 2,580 . 5

1988 560.7 3,073 33,042 3,274 . 9

1989 525 .6 2,846 37,048 3,617 0

1990 523 .7 2.829 39,616 3,992 1

Sources : Federal Trade Commission (1992), U S Department of Commerce (1992a, b) .
'NA = Not available .
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decades of awareness of the dangers of tobacco use,
media managers are reluctant to turn away the rev-
enue en)oyed from cigarette advertising (Kessler 1989,
Tye 1990 )

Smokeless Tobacco Advertising and
Promotional Expenditures

In 1986, a report of the Advisory Committee to the
Surgeon General concluded that use of smokeless to-
bacco represents a significant health risk, is not a safe
substitute for cigarette smoking, can cause oral cancers,
and can lead to nicotine addiction and dependence
(USDHHS 1986) In the same year, Congress passed the
Comprehensive Smokeless Tobacco Health Education
Act (CSTHEA) of 1986 (Public Law 99 252) The act
required that (1) the public be informed of any health
dangers of smokeless tobacco use, (2) smokeless tobacco
advertising and packaging include three rotated warn-
ing labels (except on outdoor billboards, which could
bear any one of the three warning labels), and (3) smoke-
less tobacco advertising be restricted from radio and
telex ision The CSTHEA also encouraged legislation to
make age 18 the minimum age to purchase smokeless
tobacco, by 1993, all 50 states and the District of Colum-
bia had passed such legislation (CDC, Office on Smoking
and Health unpublished data)

The 1986 Advisory Committee Report to the Sur-
geon General and the 1986 CSTHEA were responses to
increasing e,, idence both that smokeless tobacco use com-
promised health and that increasing numbers of Amen
cans apparently perceived smokeless tobacco as a safe
alternative to cigarette smoking, annual U S consump-
tion of smokeless tobacco had increased substantially
between 1972 and 1985 (USDHHS 1986) Although the
amount (in pounds) of smokeless tobacco sold declined
from 1985 through 1988, amounts increased during the
following three years (Table 4) By 1991, annual con-
sumption of smokeless tobacco products in the United
States had returned to its 1985 level of over 120 million
pounds (FTC 1993 )

The increases in the use of smokeless tobacco from
the 1970s to the mid-1980s can be attributed to more
aggressis e marketing by the smokeless tobacco industry,
new smokeless tobacco products the teaming of smoke-
less tobacco with well-know n sports and entertainment
personalities, the increased accessibility of smokeless to-
bacco products, and a growing market of young males
(Christen 1980, Glos er, Christen, Henderson 1981,
USDHHS 1992a, b, see "Em ironmental Factors in the
Initiation of Smokeless Tobacco Use' in Chapter 4) One
of the primary aims of advertising and promotional ac-
tis sties during the past two decades w as to attract people

to try smokeless tobacco (Gloser, Christen, Henderson
1981, Tye, Warner, Glantz 1987) The strategy was evi-
dently a success . In 1970, men over the age of 55 (pre-
sumably longtime users) were the heaviest users of moist
snuff, by 1985, the usage rate was two times higher
among males aged 16 through 19 than among older men
(USDHHS 1992b)

In 1991, the United States Tobacco Company, one
of five major tobacco companies that produce smokeless
tobacco products in the United States, produced 87 per-
cent of the moist snuff consumed (USDHHS 1992b) The
company's most popular products, Copenhagen and
Skoal, were also the most popular among adolescent
users Advertisements for these products have stressed
that smokeless tobacco is easy to use, that it is convenient
' in places where y ou can't light up," and that "a pinch is
all it takes " By providing explicit instructions for use
(sometimes delivered by well-known professional ath-
letes) and by suggesting that the product could be used
without adult detection, smokeless tobacco advertise-
ments has e appeared to target male adolescents (Chns-
ten 1980, USDHHS 1992b )

Promotional activities for smokeless tobacco have
gained increasing importance since the CSTHEA of 1986,
in part because radio and television advertising were
banned by the act Ads ertismg and promotional expen-
ditures for smokeless tobacco decreased each year from
1985 through 1987, then increased yearly from 1988
through 1991, along with yearly smokeless tobacco sales
figures (Table 4) Of these expenditures, public enter-
tainment sponsorship was the largest single advertising
and promotional spending category from 1986 through
1990, over $21 million was allocated in 1991 (FTC 1993)
In 1991, expenditures to pros ide consumers with cents-
off coupon-, and retail value-added promotions, such as
buy one-get-one-free offers or specialty advertising gifts
given at points of sale, became the largest spending
category (over $23 million allocated) Public entertain-
ment sponsorship and specialty advertising gifts appear
to particularly appeal to male adolescents, even if the
smokeless tobacco industry does not explicitly target
teens (USDHHS 1992b )

Of particular note is the use of product sampling of
smokeless tobacco products . In 1978, the United States
Tobacco Company ran ads ertisements in Sports Illus-
trated for free samples of fruit-flavored, low-nicotine snuff
products for beginners (Tye, Warner, Glantz 1987), the
samples were accompanied by instructions on how to
use smokeless tobacco Currently, the smokeless tobacco
industry's voluntary code on sampling prohibits sam-
pling to those under 18 years old (Davis and Jason 1988),
this restriction nonetheless permits the marketing of
smokeless tobacco on college campuses

Advertising and Piernotron 163
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Table 3 . Domestic cigarette advertising and promotional expenditures,* 1986-1990

1986 1987
Expenditures (in thousands) % of total (in thousands) % of tota l

Newspapers 119,629 50 95,810 3.7

Magazines 340,160 14 .3 317,748 12 3

Outdoor 301,822 12 .7 269,778 10 5

Transit 34,725 15 35,822 1 .4

Point-of-purchase 135,541 5 .7 153,494 5 . 9

Promotional allowances 630,036 26 .4 702,730 27 . 2

Sampling distribution 98,866 4 .1 55,020 2 1

Speciality item
distribution

210,128 88 391,351 15 2

Public entertainment 71,439 30 71,389 2 . 8

Direct mail 187,057 7.9 187,931 7 3

Endorsements an d
testimonials

Coupons and retai l
value-added

384 376

All others' 252,570 10.6 299,355 11 6

Total= 2,382,357 1000 2,580,504 100 0

Source Federal Trade Commission (1992)
"In US dollar s
'Expenditures for audio,. isuals are included in the "all others" category to avoid disclosure of individual company data
;Because of rounding, sums of percentages may not equal 100

A History of Cigarette Advertising to the Young

Ads Targeting Women
In the first quarter of the twentieth century, ciga-

rette firms demonstrated their ability to target and de-
velop specific market segments In the 1920s, cigarette
smokers were predominately males, but the industry
recognized females as a large and potentially lucrative
market segment open to development Encouraging the

growth of smoking among women was an explicit goal
of industry leaders and the focus of both advertising and
major public relations efforts The American Tobacco
Company hired advertising expert A. D Lasker of Lord
& Thomas to work on Lucky Strike advertising Previ-
ously, Lasker had successfully handled the delicate prob-
lem of advertising sanitary products (i e, the Kotex brand )

164 Advertising and Proinotion

http://legacy.library.ucsf.edu/tid/jhn70g00/pdfSource:  http://industrydocuments.library.ucsf.edu/tobacco/docs/lmmx0149



15698

D-145 Chapter 5 . - Tobacco Advertising and Promotional Activitie s

Preventing Tobacco Use Among Young Peopl e

1988 1989 1990
(in thousands) % of total (in thousands) % of total (in thousands) % of tota l

105,783 3.2 76,993 2 .1 71,174 1 .8

355,055 10.8 380,393 105 328,143 8 .2

319,293 97 358,583 9 .9 375,627 9 4

44,379 1 .4 52,294 1 .4 60,249 1 5

222,289 6 .8 241,809 67 303,855 7. 6

879,703 26 .9 999,843 276 1,021,427 25 6

74,511 2 .3 57,771 16 100,893 2.5

190,003 58 262,432 7.3 307,037 7 7

88,072 2 .7 92,120 2 .5 125,094 3. 1

42,545 1 .3 45,498 1 .3 51,875 1 3

78 1

874,127 267 959,965 265 1,183,798 29 6

78,366 2.4- 89,290 2 .5 62,917 1 . 6

3,274,853 1000 3,616,993 1000 3,992,008 100 0

to women His cigarette campaign began in the 1920s
with an advertising budget of $400,000, which grew to
$19 million by 1931 This budget supported a print
advertising campaign that featured women and associ-
ated cigarettes with the attribute of bodily slunness . The
principal selling idea was that smoking was an aid to diet
behavior and weight control-a notion explicitly com-
municated by the slogan, "Reach for a Lucky Instead of a
Sweet" (Gunther 1960)

The American Tobacco Company viewed the
prospect of reaching the potential female market as
"opening a new gold mine right in our front yard"
(Bernays 1965, p 383) Through Edward Bernays,
perhaps the nation's most famous public relations con-
sultant, the American Tobacco Company hired A . A

Brill, a psychoanalyst who advised the company to
promote cigarettes as "symbols of freedom" (Bernays
1965, p 386) Bernays then organized women to smoke
in public in the 1929 New York Easter Parade (Schudson
1984) and to carry placards identifying their cigarettes
as "torches of liberty" (Bernays 1965, p 197) . Photos
and articles were distributed to small-town newspa-
pers across the nation (Schudson 1984) . Bernays called
this public relations activity "the engineering of con-
sent" (Bernays 1965, p . 390 )

Advertising for other firms and brands also in-
creasingly featured women and aimed advertising at
women In 1926, the Chesterfield brand of Liggett &
Myers displayed a young woman saving, "Blow Some
My Way" (Howe 1984) . This ad precipitated public

Advertising and Promotion 165
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Table 4 . Smokeless tobacco sales and advertising expenditures, 1985 -199 1

Sale s

Year Total pounds sold
Revenues

(U.S . $)

Advertising and
promotion expenditure s

(U .S . $)

1985 121,449,115 730,618,970 80,068,22 9
1986 118,778,334 797,777,885 76,676,70 6
1987 116,540,281 852,717,347 67,777,04 4
1988 114,435,233 901,654,382 68,223,671
1989 116,437,890 981,637,304 81,200,61 1
1990 117,415,326 1,091,170,201 90,101,35 5
1991 120,110,686 1,237,961,670 104,004,04 2

Source Federal Trade Commission (1993 )

outrage at the attempt to encourage women to smoke,
yet prompted the envy and emulation of many other
cigarette marketers (Wood 1958) Later, various cigarette
campaigns targeted and featured women, including
Hollywood movie stars, winners of the Miss America
beauty pageant, women in heroic World War II roles,
mothers (for Mother's Day), and brides (Howe 1984,
Ernster 1985) Some of these campaigns explicitly por-
trayed cigarette smoking as appropriate for the young
For example, a Lorillard campaign that showed a woman
running on the beach encouraged viewers to "Light an
Old Gold for young ideas "

Ads Targeting Young Peopl e
From the time of the earliest marketing campaigns,

parents, educators, and policy makers iN omed about the
exposure-intentional or not, it was inevitable-of young
people to cigarette advertising These concerns were not
misplaced For example, one variant of the American
Tobacco Company's campaign for Lucky Strike in the
1920s depicted a young woman and a very young man
"breaking the chains of the past" to reach for opportunity
and an open pack of cigarettes (Anderson 1929) In 1929,
a Senate proponent of amendments to the Pure Food and
Drug Act declared, "Not since the days when the vendor
of harmful nostrums x% as swept from our streets, has this
country witnessed such an orgy of buncombe, quackery
and downright falsehood and fraud as now marks the
current campaign promoted by certain cigarette manu-
facturers to create a vast woman and child market"
(Schudson 1984, pp 194-5)

Such protests had little effect on the tobacco
industry's marketing plans Despite the increased over-
all number of smokers in the 1920s 1930s, and 1940s,
the industry considered it strategically important to

continue efforts to recruit more young consumers In
1950, for example, a tobacco industry trade journal re-
ported the following industry perception "A massive
potential market still exists among women and young
adults, cigarette industry leaders agreed, acknowledging
that recruitment of these millions of prospective smokers
comprises the major objective for the immediate future
and on a long term basis as well" (United States Tobacco
Journal [ USTJ] 1950b, p 1) And at a 1955 press conference
announcing redesigned brand packaging, the president
of the Philip Moms Companies made it clear that appeal-
ing to the young was a deliberate, strategic focus for the
company "We wanted a new, bright package that would
appeal to a younger market" (Tide 1955, p 31) The
company's ad director was even more explicit 'Our ads
are now aimed at young people and emphasize gentle-
ness" (i e, ease of smoking) (Tide 1955, p 31) A few years
later, Philip Moms launched a comic strip campaign
featuring a "handsome, rough and ready" adventure
hero, "Duke Handy " The comic strip was placed in the
Sunday color comic sections of 40 newspapers in a na-
tional network. Behind this comic strip was a "heavy
promotional campaign ' that included "stones and ads in
major newspapers on the schedule, Duke Handy cam-
paign buttons, truck posters, newspaper display cards,
newsboy competitions and supporting publicity and pro-
motional activities" (USTJ 1958a, p 7)

These youth-oriented marketing strategies pre-
vailed even in the face of increasing reports from scien-
tists warning of the health risks of smoking In 1963,
Fortune magazine observed that "several recent studies
show that teenagers have not been much impressed by
any anti-smoking campaigns" (Fortune 1963, p 101) In
one of the studies discussed in this Fortune article,
Gilbert Research, a firm specializing in research on th e
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habits and interests of young people, reported that
estimates of smoking rates among adolescents aged 13
through 19 had increased from 25 percent in 1961 to 35
percent in 1963 That study also found that 44 percent
of graduating seniors smoked The Fortune article
linked this reported increase to advertising "Cigarette
ads often portray and seem to be pitched directly at
young people' (p 120)

Promotion Through Radio and Television

Cigarette sellers were among the most enthusiasti c
pioneers in the use of radio network broadcasting for
coast-to-coast advertising By 1930, the American To-
bacco Company, Brown & Williamson, Lorillard, and
R J Reynolds were all buying network radio time (Dunlap
1931) The American Tobacco Company's Lucky Strike
brand sponsored many radio comedies and musical
shows, such as The Jack Benny Show, The Kay Kayser
Kollege of Musical Knowledge, and the best-known and
longest running of the popular music shows, The Lucky
Strike Hit Parade This radio show, which started in 1928
and ran into the 1950s on television, appealed to a young
audience, it featured, for example, teen idol Frank Sinatra
when he was launching his career (Cone 1969) So popu-
laar was this show in 1938 that when its producers intro-
duced a sweepstakes promotion offering free cartons of
"Luckies" for correctly guessing each week's three most
popular tunes, the promotion drew nearly seven million
entries per week (Hettinger and Neff 1938)

By the early 1930s, R J Reynolds was sponsoring
radio programs that were popular with youth, such as
the Camel Pleasure Hour, The All Star Radio Revue, and the
enduring Came! Caravan, which featured the swing mu-
sic of Benny Goodman (Tilley 1985) In 1938, the Chester
field brand of Liggett & Myers signed Glenn Miller and
the Andrew Sisters to replace Paul Whiteman (Mann
1980) Artie Shaw appeared for Lorillard's Old Gold
cigarettes, and Tommy Dorsey appeared for Brown &
Williamson's Kool and Raleigh brands (Lewme 1970)
The heavily commercial nature of these shows is hard to
imagine by today's standard A single hour of the Raleigh
Review, for example, contained 70 promotional refer-
ences to Raleigh cigarettes (Fox 1984 )

Market research studies guided the selection of
musical shows and styles that appealed to young people
of various ages For example, the market research files of
the J Walter Thompson Company, then advertising Old
Golds for Lonllard, included the following market re-
search studies for 1941 and 1942 Survey of Sales at
Colleges, Survey of Dealers in 32 Colleges, Remembrance
Check on "Apple" Campaign Among College Students,
Report by Crossley on New York City Youth Interests in
Radio Programs, and Radio Preferences Among Teenage
Boys and Girls (Pollay 1988)

The successful use of radio led the cigarette indus-
try to pioneer in television advertising By 1950, more
than seven hours per week were being sponsored by
cigarette sellers An editorial in that year's United States
Tobacco Journal pronounced cigarette companies "the
dominant factor in television advertising sponsorship"-
evidence of the companies' faith that "it is an historically
demonstrated certainty that the more people subjected to
intelligent advertising, the more people will buy the
product advertised" (USTI 1950a, p. 4) By the early
1960s, tobacco companies were spending the majority of
their total promotional budget on television advertising
(Ad1iertising Age (AA) 1963m, n) Their trust in the
efficacy of advertising in this medium led to record-
setting promotional spending (AA 1963b, 19641), corre-
sponding sales growth (AA 1963k), and increased profits
(AA 1963p, USTJ 1963c)

Promotion Through School s
Promotional activities sometimes advanced into

the nation's schools In 1948, Liggett & Myers Tobacco
Company provided high schools with free football pro-
grams, a scorecard at the center of the program was in
effect a two-page advertisement for Chesterfield ciga-
rettes Public complaints apparently led to the cancella-
tion of this particular campaign, despite the fact that
cigarette ad-, ertisers had previously supplied such pro-
grams for football and other high school sports (Tide
1948) In 1953, plastic-coated book co% ers featuring school
logos on the front and cigarette ads on the back were
being used to promote Old Gold cigarettes to students in
most of the country's 1,800 colleges and in more than a
third of its 25,000 high schools (AA 1953b)

College students in particular held great marketing
potential for the tobacco industry in the 1950s As Philip
Morris Public Relations Director James Bowling ex-
plained "Research and experience proved that the con
sumer, at this age and experience level, is more susceptible
to change, has far-reaching influence value, and is apt to
retain brand habits for a longer period of time than the
average consumer reached in the general market There-
fore, though the advertising cost per thousand in the
college market is relatively high, the actual expenditure
can be a great deal more efficient' (Gilbert 1957, p 184 )

In the 1950s, the American Tobacco Company tar-
geted college students with its largest ex er Lucky Strike
campaign, which used college newspapers campus ra-
dio stations, football programs, and extensive campus
sampling and tie-in promotions (AA 1953a) A research
firm specializing in young people reported that cigarette
firms were spending about $5 million per year on college
promotions in the 1950s It noted that most of these
college students had started smoking at earlier ages, and
that' continual exposure to adv ertising to adults throug h
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the different media has its effects on young people"
(Gilbert 1957, p . 183) .

Promotional efforts targeting college students were
estimated by the President of the Student Marketing
Institute to have doubled in the five years leading up to
1962. During those years, promotional tactics for the 20
brands active on college campuses included free samples
distributed by student "representatives" paid by specific
tobacco companies. Brown & Williamson, for example,
employed 17 salesmen on college campuses (Neuberger
1964) . Philip Morris paid 166 campus representatives
$50 a month to distribute free cigarettes . Philip Morris
also ran a college contest offering record players in ex-
change for collected empty packages . In New York's
Cortland State College, Alpha Delta Delta (a sorority for
physical education teachers in training) won several prizes
by collecting packages accounting for 1,520,000 ciga-
rettes (Neuberger 1964) . College students were awarded
cars as prizes in contests run by the Liggett & Myers
Tobacco Company (USTJ 1963a). Cigarettes ads ac-
counted for an estimated 40 percent of the national ad-
vertising incomes of the 850 college newspapers in the
National Advertising Service (Brecher et al . 1963) .

Sponsorship of Sports
Sports sponsorships were another common means

to promote specific brands. Professional sports teams
were given financial support by tobacco companies.
Liggett & Myers had long been associated with baseball,
regularly sponsoring games and using athletes' testimo-
nials (AA 1963s) . In 1963, R.J . Reynolds sponsored eight
different baseball teams, and the American Tobacco Com-
pany sponsored six more. Football was also used to
reach large audiences and to associate cigarettes with
athleticism. Phillip Morris, which used athletes' en-
dorsements of its Marlboro brand primarily to appeal to
blacks . (Pollay, Lee, Carter-Whitney 1992), sponsored
National Football League games on CBS (AA 19631) and
the league championship games on NBC (AA 1963s) .
Also in 1963, the American Tobacco Company used New
York Giants star Frank Gifford in advertisements for
Lucky Strikes (AA 1963g), Brown & Williamson spon-
sored football bowl games (AA 1963d), and Lorillard had
signed to sponsor the Olympic Games of 1964 and was
already broadcasting previews (AA 1963u) .

Criticism of Advertising and Promotional
Activities

During these early years of the 1960s, there were
criticisms of these successful selling efforts of the
cigarette advertisers, just as there are currently. The
criticisms were a reaction to the continued increase in
cigarette sales among teens despite the growing and still

newsworthy concern among scientists that smoking
caused cancer. Much of this criticism and concern, how-
ever, was muted in the public forum by the reluctance of
the media to jeopardize its lucrative cigarette sponsor-
ships (AA 1963a). On the other hand, some noncommer-
cial media, like Reader's Digest, which does not accept
income for advertising, questioned the propriety of me-
dia industry behavior . Such questions were also raised
in the publication, The Consumers Union Report on Smok-
ing and the Public Interest (AA 1963r; Brecher et at . 1%3) .
The Surgeon General's first report on smoking and health
was imminent at this time and was anticipated with
widespread discussion of the legislative responses it might
precipitate (AA 1963i; Cohen 1963) . Much of this talk
focused on the industry's sponsorship of sports, on its
use of athletes' endorsements, and on advertising copy
appealing to the young .

Tobacco companies' targeting of youth was de-
bated both inside and outside the advertising commu-
nity. From within, a leading trade magazine for the
advertising industry, Advertising Age (AA 1963b), and a
leading advertising industry executive, John Orr Young
of Young & Rubicam (AA 1964a), saw effective market-
ing to the young as strategically important to maintain-
ing the industry's size and fostering further growth.
Other industry spokespersons judged that the use of
athletes was problematic, not only because it implied a
healthfulness that was unwarranted, but also because it
was a means of focusing on the teenage market . One
critic asserted that television commercials focused on
teens "by means of allusions to athletic prowess, popu-
larity, datability and sexual allure. . . . It is basically a
narcotic dream with an inexcusable dosage of dishon-
esty" (AA 1%3e, p. 12).

An editorial in Advertising Age counseled the in-
dustry to put less emphasis on youth and athletes in their
ads (AA 1963h). The National Association of Broadcast-
ers, working on the development of a self-regulatory
process, declared that "tobacco advertising having an
especial appeal to minors, expressed or implied, should
be avoided" (AA 1963o, p . 85) . At the same time, Reader's
Digest (1963) condensed an article from Changing Times
magazine that cited the American Tobacco Company,
R.J. Reynolds, and Lorillard as companies whose adver-
tising and promotional activities were aimed explicitly at
young people. The article noted the on-campus efforts
targeted at college students, the hiring of students to
distribute cigarette samples, and the dominant presence
of cigarette advertising in campus publications. "No-
where in that bright wonderful world depicted in the
ads," the article observed, "is there any hint to young-
sters that cigaret[te]s might be harmful" (Changing Times
1962, p. 35) . The National Congress of Parents and
Teachers (also known as the National Parent Teacher
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Association) coined the expression "smokewashing" to
imply that children were being brainwashed by cigarette
advertising (AA 1963q) .

The campaign that drew the most specific criti-
cism for its advertising copy was the American Tobacco
Company's 1963 Lucky Strike slogan: "Luckies sepa-
rate the men from the boys, but not from the girls" (AA

1963c). The television schedule stipulated use of all
three networks and spot commercials on 500 stations in
90 markets (USTJ 1963b) . A typical print ad showed a
young man looking longingly at an accomplished, ma-
ture man (such as a race car driver) who was enjoying a
cigarette while receiving recognition for a feat (such as a
trophy for winning a race) and being admired by an
attractive woman . The President of the National Asso-
ciation of Broadcasters called the campaign a "brazen,
cynical flouting of the concern of millions of American
parents about their children starting the smoking
habit . . . . They well know that every boy wants to be
regarded as a man" (AA 1963g, p . 1) . Advertising Age
joined in editorial condemnation of the campaign by
stating : "It is a too-clever, too-cynical attempt . . . . This
is advertising we can do without" (AA 1963t, p. 20).

In the face of this criticism, the six major firms in the
industry dropped virtually all advertising in college me-
dia, football programs, magazines, and newspapers, all
of which they had been supporting with up to $1 million
annually (AA 1963b) . This action left in place, however,
other teen-targeting practices, such as R .J . Reynolds's
expenditure of nearly $2 .5 million (about half of its spot
radio commitment) on teen radio stations during after-
school hours, a practice the company claimed it discon-
tinued in 1964 (AA 1964b). Advertising Age noted the
political and public relations dilemma that cigarette firms
faced, since the companies were interested "in picking
up new business from new, young smokers" yet did not
want "to be seen reaching to the young market" (AA
1963f, p . 108) .

Industry executives met in the summer of 1963 to
discuss restrictions on television advertising, using the
Tobacco Institute as a framework to avoid collusion
charges (AA 1963v) . One of the Tobacco Institute's sug-
gestions was that programs "whose content is directed
particularly at youthful audiences should not be spon-
sored or used . Thus, good judgment in program con-
tent, rather than arbitrary restriction of sponsorship to
certain hours of the listening or viewing day, should be
the determining factor" (AA 1963j, p . 1) . Although the
Tobacco Institute took pains to note that it did not monitor
or regulate the advertising of its members, the chief execu-
tives of all of the major firms, save Brown & Williamson,
instantly endorsed the suggestions, indicating that they
would display the necessary judgment and self-regula-
tory restraint .

The suggestions of the Tobacco Institute drew scorn
from Senator Maureen Neuberger, a leading Congres-
sional critic of tobacco-marketing practices . The Senator
felt that the suggestions and the entire self-regulatory
process would prove to be an "exercise in futility" that
was "motivated by a desire to head off government
regulation" (AA 1963j, p. 8). Senator Warren Magnuson
complained about sponsorship (for the Kent brand of
cigarettes) of The Ed Sullivan Show for the Beatles' Ameri-
can debut, which exposed millions of teens to cigarette
advertising (AA 1965) .

In 1964, the Federal Trade Commission (FTC) noted
that both the messages and the media placement seemed
destined to attract the young:

Whether through design or otherwise, cigarette
advertising is so placed that its audience is substan-
tially and not merely incidentally or insignificantly,
composed of nonadults . . . . Whether or not the ciga-
rette industry has deliberately attempted to exploit
the large and vulnerable youth market, its advertis-
ing, in emphatically reiterating the pleasures and
attractions of smoking without disclosing the dan-
gers to health, has exercised an undue influence
over the large class of youthful, immature consum-
ers or potential consumers of cigarettes (FTC 1964,
pp. 110-2) .

An analysis of the television schedule sponsored
by cigarette firms in 1963 indicated that almost all firms
bought air time during a large number of shows that had
audiences consisting of 30 percent or more youth (i .e .,
persons under 21 years old) . The sponsors, the shows
sponsored, and the percentages of youthful audiences
for the shows included the American Tobacco Com-
pany--Combat (45 percent), The Jimmy Dean Show (32
percent), Monday Night Movie (30 percent), Saturday Night
Movie (30 percent), and The Twilight Zone (30 percent);
Liggett & Myers -The Outer Limits (46 percent), The Price
Is Right (32 percent); Lorillard-Die Joey Bishop Show (44
percent), Wide World of Sports (38 percent), Winter Olym-
pics Preview (35 percent), The Dick Van Dyke Show (33
percent) ; Philip Morris-The Jackie Gleason Show (38 per-
cent), The Red Skelton Show (37 percent), Route 66 (31
percent) ; and R .J. Reynolds-Glynis (44 percent),McHale's
Navy (40 percent), The Beverly Hillbillies (38 percent), 77
Sunset Strip (32 percent), and Saturday Night at the Movies
(32 percent) (Pollay and Compton 1992) .

Altogether, cigarette companies sponsored 55 shows
for a total of 125 hours a week . On the assumption that
the average half-hour television show involved two
commercials, teenagers were exposed to more than
1,350 cigarette commercials during 1963, and younger
children were exposed to over 845 commercials during
that year. Analysis of the time slots most frequently
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bought found that they were significantly correlated with
the proportion of teenagers each time slot afforded (Pollay
and Compton 1992) .

A similar analysis in the FTC's annual report to
Congress about cigarette advertising counted 73 televi-
sion programs sponsored by cigarette companies; these
programs appeared collectively 296 times during Janu-
ary 1968 and contained 501 advertisements . Not count-
ing other sponsor identifications, this schedule likely
exposed the average teenage viewer to over 60 full-
length cigarette commercials per month (FTC 1968) .

Self-Regulatory Cigarette Advertising Codes
In 1965, the tobacco industry began creating self-

-regulatory cigarette advertising and promotional codes
(U.S . Congress 1965) . The standards related primarily to
four areas : advertising appealing to the young, advertis-
ing containing health representations, the provision of
samples, and the distribution of promotional items to the
young . The code prohibited cigarette advertising in
school and college publications, testimonials from ath-
letes or other celebrities perceived to appeal to the young,
the use of advertising through comic books or newspa-
per comics, and the distribution of samples at schools .
Also prohibited were representations that smoking was
essential to social success, representations that the healthi-
ness of models was due to cigarette smoking, the use of
models who were participating in physical activity, or
the use of models who were younger (or appeared
younger) than 25 years of age .

As one observer (Baker 1968) noted, the tobacco
industry did not seem to find its code particularly restric-
tive:

Four months after the code was formulated, Vice-
roy ads featured young tennis players lighting up
after a hot game . Salem showed a young couple
playing giggly games alongside a waterfall. . . . A
TV commercial producer admitted that it didn't
matter how young the models looked, or how youth-
ful were their actions, as long as they possessed
,over twenty-five' birth certificates . In fact, his
quest was for older models who 'looked young'
(p . 116; italics in original) .

The code also prohibited cigarette advertising on
shows whose audience was "primarily" underage-that
is, 45 percent or more of a show's viewers were under 21
years old (AA 1966) . This decision rule allowed consider-
able room for interpretation . For example, R.J. Reynolds
continued to sponsor The Beverly Hillbillies even though
the audiences for two selected individual shows exceeded
the code requirement; a later interpretation by the to-
bacco industry held that the code would be applied to
two successive months of audience analyses, rather than

to selected specific shows (AA 1%7b) . Later that year,
after monthly data showed high levels of minors, R .J .
Reynolds ceased sponsoring the show (AA 1967c) .

The National Association of Broadcasters Code
Authority, which reviewed all advertisements under the
self-regulatory process, noted that the volume and char-
acter of cigarette advertising were likely to influence the
young and were therefore still problematic. In a confi-
dential report, the association expressed its concern :

Despite changes which have been brought about in
cigarette advertising on radio and television, the
cumulative impression created by virtually all of
the individual campaigns supports a finding that
smoking is made to appear universally acceptable,
attractive and desirable . . . . The difficulty in ciga-
rette advertising is that commercials which have an
impact upon an adult cannot be assumed to leave
unaffected a young viewer, smoker or otherwise .
The adult world depicted in cigarette advertising
very often is a world to which the adolescent as-
pires . The cowboy and the steelworker are symbols
of a mature masculinity toward which he strives .
Popularity, romantic attachment and success are
also particularly desirable achievements for the
young. To the young, smoking indeed may seem to
be an important step towards, and a help in growth
from adolescence to, maturity (National Associa-
tion of Broadcasters 1966, pp. 30-1) .

Candy Cigarettes
In 1967, the FTC complained to the tobacco indus-

try that the industry's self-regulatory code permitting
the sale of candy and bubble gum in packages that re-
sembled those of actual cigarette brands amounted to
"an indirect form of advertising aimed at children" (AA
1967a, p . 191). At least five U.S . candy manufacturers
distributed candy cigarettes that imitated existing ciga-
rette brands . The brands imitated (some by more than
one candy company) were Camel, Lucky Strike, L&M,
Marlboro, Pall Mall, Salem, Winston, Chesterfield, Oa-
sis, Lark, and Viceroy. One type of candy cigarette came
from a European source and appeared in packages stat-
ing, "Made under license of Philip Morris Inc ., New
York, NY, USA ." The domestic candy cigarettes bore no
such overt evidence of links to the tobacco industry, but
one U.S. candy maker interviewed in Advertising Age
stated that "no [tobacco] company had ever suggested
that it might take action" for unauthorized use of trade-
marks (AA 1967d, p. 97) . Another said, "The companies
don't object . That's the point . We've been doing it for
many years. They don't care" (p. 97) .

The tobacco companies disclaimed any intent to
lure children with candy cigarettes, but would not sa y
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what action, if any, would be taken. Candy cigarettes
imitating Camel, Lucky Strike, L&M, Marlboro, Pall Mall,
Salem, Winston, and Viceroy were still available in the
United States into the late 1970s (Blum 1980) . Such candy
has since become less widely available, but it has not
been banned by law.

A recent study of the role candy cigarettes play in
the development of smokingbehaviors used focus groups,
student surveys, and a distributional analysis to find that
most children knew where to obtain candy cigarettes,
even though they were available at only some conve-
nience stores . The study also observed that repeated
candy cigarette purchases were significantly correlated
with experimental tobacco use, even when the analysis
controlled for parents' smoking status (Klein et al . 1992) .

Changes in the Style of Cigarette
Advertising

Before reports in the early 1950s began linking
cancer and smoking, cigarette advertising characteristi-
cally had used explicit health claims, assertions, and
reassurances, such as "Not a Cough in a Carload," "No
Throat Irritation," "More Doctors Smoke Camels Than
Any Other Cigarette," -Smoking's More Fun When
You're Not Worried by Throat Irritation or 'Smoker's
Cough"' (Calfee 1985) . With greater public concern about
cancer, however, these continuing health claims, although
intended to reassure consumers, were likely increasing
consumer awareness of the suspected health risks of
smoking. Ad slogans like Philip Morris's "The cigarette
that takes the fear out of smoking" were thus judged by
a Business Week article (1953b) to be "strange somer-
saults . . . . The company comes as close as is possible to
the word 'cancer' without actually using it" (p . 54) .

Similarly, an article in Fortune called industry atten-
tion to the fact that many campaigns were so "riddled with
warnings and appeals to fear" that "the present cigarette
turmoil could be considered an inside job . . . . [The] indus-
try may be promoting itself toward a dead end" (Fortune
1953, p. 164) . A Business Week article pointed out that the
manufacturers' explicit health claims were exacerbating
consumer concern. Although the industry could attribute
its impressive growth to advertising, "the cigarette compa-
nies achieved much of this remarkable result by screaming
at the top of their lungs about nicotine, cigarette hangovers,
smoker's cough, mildness and kindred subjects. . . . From
the early 1930s on, this meant almost solely one thing-sell
health" (Business Week 1953a, pp . 66,68). The leading trade
journal for the tobacco industry, the United States Tobacco
Journal, pointed out that the industry had been "warned
editorially on many occasions that the 'health' theme was a
risky one" and counseled selling "pleasure" instead of health
(USTJ 1958b, p . 4).

Motivation Research and the Image Era

Market motivation researchers were likewise ad-
vising the industry to create positive images of cigarettes .
The researchers pointed out that "the differences be-
tween the taste of different cigarette brands are much
more imagined than real" (Dichter 1964, p . 345) and that
"logic does not play a major role in marketing cigarettes"
(Cheskin 1967, p . 135) . Leo Burnett, the advertising
expert who led the agency that repositioned the Marlboro
campaign from a distinctly feminine to a distinctly
masculine image, noted that "those who do smoke do so
for various conscious or unconscious reasons" (Burnett
1958, p. 43) .

Social Research Inc. did motivation research on the
psychology of smokers (Day 1955) and concluded that
"advertising makes cigarettes respectable, and is thus
reassuring" (Neuberger 1964, p . 38). Young & Rubicam
also did a series of deep motivational interviews of smok-
ers to extract social meanings, conflicted feelings, atti-
tudes, perceptions, and beliefs about health aspects (Smith
1954) . The results showed the importance of the themes
of freedom and escape to smokers. Motivation research-
ers concluded that people were "really interested in the
properties from a psychological point of view. . . . Is it an
exotic cigarette? . . . [Is it] masculine? . . . [Does it] allevi-
ate my health worries?" (Martineau 1957, p . 61). They
pointed out that health appeals may capture momentary
competitive advantages, and they may offer some reas-
surance to the inveterate smoker . But they do nothing to
widen the market, to tap the driving force of the real
psychological satisfactions of smoking .

According to these researchers, "the psychological
satisfactions are . . . the best material for advertising themes
and appeals, because they carry their own reassurance .
They are emotional supports which have developed in
American society to make smoking seem reasonable,
justifiable, and highly desirable . They obviously cannot
be thrown in people's faces in their bare essence ; but
when they are implied, when they are communicated,
they are understandable and satisfying" (Martineau 1957,
p . 65).

Put simply, the recommendations were to use reas-
suring pictures, not words; images, not information . This
tactic of employing visual imagery, lifestyle portrayals,
and drama to create mood and attitude, rather than
words, facts, and data to create knowledge and compre-
hension, is now known as "transformational" or "im-
age" advertising, which stands in contrast with
"informational" advertising (Puto and Wells 1983) .

A leading text on advertising (Wells, Burnett,
Moriarty 1989) uses the Marlboro repositioning cam-
paign (discussed in detail later in this chapter) as the
prototype example of this strategy . Martineau (1957)
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described a typical Marlboro ad and noted that "the
significant meanings are coming from the illustration.
The copy logic is strictly after-the-fact" (p. 19). He
disputed the conventional wisdom that the illustrations
are merely attention-getting devices: 'This is nonsense.
The other meanings [from the visuals] can be totally
unrelated to copy logic-and far more important" (p.19).

Consequences of Image Advertising

As an article in the trade journal Printers' Ink ob-
served, the "grim messages . . . from the health-scare days
[of the early 1950s] gave way to pleasant, almost
'Pollyanna' prose. . . . The 1955 comeback . . . [taught ad-
vertising to] stick to cajoling the smoker with soft,'gentle'
phrases and oh-so-gay jingles" (Day 1955, p .15). A few
years later, the same journal noted that "once more the
industry is back to its traditional and usually successful
course -advertising flavor, taste and pleasure against a
backdrop of beaches, ski slopes and languid lakes . It is a
formula that works, as all-time high sales show" (Print-
ers' Ink 1960, p. 37) . As Fortune (1963) summarized,
"Nowadays, all allusions to the health question are mod-
els of indirection" (p. 125) .

In 1981, the FTC reviewed the changes that had
occurred in cigarette advertising since the 1964 Surgeon
General's report and noted the continuing glamorization
of cigarette smoking. The FTC noted that in the last
sixteen years:

There has been little change. . . . Ads have contin-
ued to attempt to allay anxieties about the hazards
of smoking and to associate smoking with good
health, youthful vigor, social and professional suc-
cess . . . Thus, the cigarette is portrayed as an inte-
gral part of youth, happiness, attractiveness,
personal success and an active, vigorous, strenu-
ous lifestyle . . . . [The ads are] rich in thematic
imagery associating smoking with, among other
things, outdoor activities, athletics, individualism
and achievement . They are frequently filled with
rugged, vigorous, attractive, healthy-looking
people living energetic lives full of success and
athletic achievement, free from any health haz-
ards" (FTC 1981, pp . 2-2, 2-8) .

Conveying Male and Female Images
One of the early consequences of motivation re-

search was to help the industry give brands of cigarettes
distinctly male or female identities (Burnett 1958 ; Cheskin
1967) . Probably no brand more dramatically demon-
strated this strategy than Marlboro, which in 1956 was
converted, through an enormously successful advertis-
ing campaign, from a previous, stereotypically "female"
advertising image to a stereotypically "male" image that

culminated in the Marlboro cowboy . (The particulars of
this marketing transformation are discussed later in this
chapter.) Leo Burnett (1961), the man who created the
Marlboro cowboy, described how the campaign touched
a motivational chord in consumers : "We have been able
to get under (the consumers'] skins a bit and find out
what they really think about a product or the presenta-
tion of it and can't or won't express in words" (p . 63) .
Research for the campaign was done, in part, by the
Home Testing Institute and the Color Research Institute
for association testing (Cheskin 1967) . Intensive field
interviews were used to pretest the selling promotion
and advertising techniques (Weissman 1955) .

Large advertising spending in all media brought
the campaign to a vast audience. Leo Burnett (1961)
described outdoor advertising as a vital factor in the
success of Marlboro; the medium's low cost per expo-
sure allowed for the use of enough signs to achieve what
Burnett called "the No . 1 factor in building
confidence . . . the plain old fashioned matter of friendly
familiarity" (p. 217; italics in original) . This success with
advertising the Marlboro brand led Philip Morris to
launch another brand, Virginia Slims, with stereotyped
female characteristics (Weinstein 1970) . The success and
durability of both these campaigns evidence the power
of nonverbal imagery to communicate subjective values
such as independence, masculinity, and femininity and
to attract and retain consumers .

Historical Perspectives on the Effectiveness
of Cigarette Advertising

The role of cigarette advertising in attracting new
smokers was easier to recognize in the days when the
rate of recruitment exceeded the rate of death and quit-
ting so that total cigarette sales grew . Comments from
diverse sources credited cigarette advertising for expand-
ing sales and accelerating market-broadening social
trends, such as smoking among women . This acknowl-
edgment of cigarette advertising's effects on demand
and onset was commented on in articles by academic
analysts, advertising agents and journals, the tobacco

trade press, and tobacco executives themselves.

Academic and Industry Analyses

"In the 1920s," a recent analyst noted, "advertising
sold the cigarette habit to the American Public-surely
the industry's most regrettable achievement of the de-
cade" (Fox 1984, p . 114) . Commenting during the 1940s
on the diminution of the medical, moral, and religious
reservations about smoking previously held by consum-
ers, a Harvard Business School professor wrote, "The
campaigns of testimonials featuring well-known person-
ages and the picturing of the 'right' kind of peopl e
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smoking have undoubtedly had an influence inbreaking
down such prejudices. . Advertising undoubtedly has
played a part in speeding up social acceptance of women's
smoking" (Borden 1942, pp 223, 227)

One analyst who annually evaluated the cigarette
industry noted that the industry is a "glowing testuno-
rual to the power of advertising These particular com-
panies have not only out-spent but also have out-earned
any other[s] . [T]he tobacco tycoons . . are loudest in
their praise for the part that advertising has played "
(Wootten 1941, p 5). Business Week (1953a) commented
that 'cigarettes offer the classic case of how a mass-
production industry is built on advertising" (p 66 )

Advertising Professionals

Printers' Ink, the leading advertising trade journal
of its day, noted in 1930 that sales success already dem-
onstrated "the one feature w hich has contributed more
than any other single factor to the enormous growth of
the cigarette industry-advertising" (Tennant 1971, p
137) This opinion was upheld by the sales performance
of cigarettes during the Great Depression 'The growth
of cigarette consumption has, itself, been due largely to
heavy advertising expenditure It would be hard to
find an industry that better illustrates the economic value
of advertising in increasing consumption of a commod-
ity There can be no doubt but that steady advertising
pressure has been a dominating force in increasing ciga-
rette consumption among both men and women" (Weld
1937, pp 70-2)

John Orr Young's agency, Young & Rubicam, who
had previously done work for the tobacco industry, ob-
served in 1964 that cigarette makers had continued to use
"attractive boys and girls" to serve as "decoys in cigarette
advertisements Advertising agencies are retained by
cigarette manufacturers to create demand for cigarettes
among both adults and eager youngsters. The earlier the
teenage boy or girl gets the habit, the bigger the national
sales volume" (AA 1964c, p 3) Another leading adver-
tising executive, the President of McManus, Johns &
Adams, stated, "There is no doubt that all forms of
advertising played a part in popularizing the cigarette"
(AA 1964e, p 107)

One of the agency executives who had worked on
the Marlboro account with Leo Burnett later wrote . "I
don't think cigarettes ought to be advertised When
all the garbage is stripped away, successful cigarette
advertising involves showing the kind of people most
people would like to be, doing the things most people
would like to do, and smoking up a storm I don't know
any way of doing this that doesn't tempt young people to
smoke, and, in view of my present knowledge, this is
something I prefer not to do" (Daniels 1974 p 245)

More recently, the late Emerson Foote, a founder of
Foote, Cone and Belding and more recently a member of
McCann-Erikson, ridiculed the industry dawns that its
advertising only affects brand switching and has no ef-
fect whatsoever on recruitment "I don't think anyone
really believes this I suspect that creating a positive
climate of social acceptability for smoking, which en-
courages new smokers to join the market, is of greater
importance to the industry . In recent years, the ciga-
rette industry has been artfully maintaining that ciga-
rette advertising has nothing to do with total sales Take
my word for it, this is complete and utter nonsense"
(Foote 1981, pp 1667-8) .

Because of their conviction that cigarette advertis-
ing played a role in recruiting the young, man} advertis-
ing professionals refused to work with the cigarette
companies Just before the first Surgeon General's report
was published in 1964, Advertising Age (1963i) stated
emphatically, "It seems safe enough to say that no adver-
tiser, no agency man, and no media man would want to
continue advertising cigaret[tels if it were clear that they
pose a serious and positive danger to the health of the
ordinary smoker . [L]et's not have any more sidestep-
ping" (p 22) When the Surgeon General's report was
issued, several advertising industry leaders publicly
avowed that their ad agencies would cease or refuse
cigarette advertising accounts on moral grounds-a po-
sition that clearly acknowledged advertising's role in
building and sustaining demand Those who refused
included several who were highly visible and promi-
nent-Bill Bembach of Doyle, Dane, Bernbach (AA 1964b),
David Ogilvv of Ogilvy and Mather (AA 1()64d), Nelson
Foote of Foote, Cone and Belding (O'Gara 1964), and
John Orr Young of Young & Rubicam (AA 1964a)

The United States Tobacco Journal

The United States Tobacco Journal s frequent and
unabashed comments on the power of advertising be-
came something of an editorial litany during the 1950s
and early 1960s In 1953 the journal observed that "ad-
vertising, in the hands of manufacturers of tobacco prod-
ucts, has become a powerful tool for the construction of
the massive edifice of this industry" (USTJ 1953, p 4)
After the industry rebounded from the reports during
the early 1950s of a tobacco-cancer link, the journal stated,
'There is no obstacle to large-scale sales of tobacco prod-
ucts that cannot be surmounted by aggressive selling'
(USTJ 1955a, p 4) and elsewhere noted "the pivotal
importance of advertising" (USTJ 1955b, p 4) A year
later, the journal could claim that "the effectiveness of
current advertising by tobacco products manufacturer ;
has been demonstrated repeatedly by the up%.% and trend
in sales '. olume that results therefrom' (USTJ 1956, p 4)
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In 1959, the journal anticipated the launch of multiple
new brands and the associated intense advertising drives
to "increase sharply the trend toward greater volume in
the whole tobacco industry" (USTJ 1959, p 3) "The
purpose of advertising has a simple answer to sell
goods," the journal declared in 1960 (USTJ 1960a, p 4),
later pointing out that "steady increases in sales of
cigarettes offer the classic example of what advertising
can do advertising pays off" (USTJ 1960b, p . 4) By
1963, the ever increasing spending on cigarette adver-
tising and promotion led the journal to declare "The
money invested by the tobacco industry in various
forms of advertising and promotion essentially reflects
the industry's faith in the effectiveness of advertising as
a vital sales-building tool This faith appears justified
by the continued annual rise in sales of cigarettes in this
country" (USTJ 1963c, p 4) These observations from
the tobacco industry's chief trade journal testify to the
industry's view of ad% ertising as an increasingly neces-
sary and pro-, en means of selling cigarettes From a
perspective two decades after the 1964 Surgeon General s
report, the official history of the R J Reynolds Com-
pany comments that "the company's advertising ex-
penditures and those of its major rivals were
extraordinary, reflecting the apparent agreement on the
necessity of large-scale advertising to fuel expansion"
(Tilley 1985, p 330) The view was shared throughout
the industry, which embraced increasingly sophisti-
cated advertising strategies in an almost concerted ef-
fort George Washington Hill proud of his role in
building the modem tobacco industry said, "The impe-
tus of those great advertising campaigns not only built
this for ourselves, but built the cigarette business as
well, because you help the whole industry if you do
a good job" (Tennant 1971, p 137)

The "Maturity" of the Cigarette Marke t

As a spokesperson for the cigarette industry has
argued in a congressional hearing (Ward 1989), the in-
dustry considers itself to be operating in a "mature"
market-mature because the growth in this market has
slowed over the past two decades and because the prod-
uct being marketed is well known to consumers This
theoretical concept of a mature market is drawn from the
"product life cycle," an analogy to the stages of biological
development from birth to death The application of this
theory to the cigarette industry hinges on the belief that
markets de%elop in predictable stages and that these
stages govern the intent of corporate behaviors, such as
advertising and promotion It has been asserted before
congressional hearings, for example, that in 'mature'
markets such as the one for tobacco products, awareness
of the product is universal The function of ad,.ertising in

a 'mature' market is to promote brand loyalty or brand
switching' (Ward 1989, p 304) . The argument contin-
ues that the tobacco industry has no strategic interest in
youthful nonsmokers because "advertising cannot in-
fluence a nonuser to begin using the product category"
(Ward 1989, p. 306 )

Few studies have specifically examined how the
product life cycle applies to the cigarette industry One
early study written in support of the concept defined
three substages of market maturity Of 33 cigarette brands
examined, only 36 percent of them were classified into
any of the three mature stages, in contrast with 56 per-
cent of health care and personal care products and 60
percent of food products (Polls and Cook 1969) A few
years later, two research directors from the J Walter
Thompson advertising agency reviewed this study and
others and counseled readers of the Harvard Business
Review "Most writers present the [product life cycle]
concept in qualitative terms, in the form of idealization
without empirical backing Also, they fail to draw a clear
distinction between product class (e g , cigarettes), prod-
uct form (e g, filter cigarettes), and brand (e g, Winston)
But, for our purposes, this does not matter We shall see
that it is not possible to validate the model at any of these
le%els of aggregation" (Dhalla and Yuspeh 1976, p 103 )

Advertising textbooks counsel that even when faced
with so-called mature markets, advertising firms can and
often should attempt both to increase usage among exist-
mg customers and to address potential new users For
example, one leading textbook makes it clear that prod-
uct maturity by no means rules out the capacity-or the
need-to attract new users

Product class maturity is typified by a slowdown of
growth and a fairly constant level of sales This
means that competition may become very intense
because any brand can only increase its sales by
taking them from a competitor or by developing
new uses, users, or changing the product The
brand's objectives during maturity are to defend its
position, take share from the competition, promote
new uses and users, and support the retailer In
addition, the advertising should stress new uses,
new users, and new usage occasions in an attempt
to increase overall sales of the product class
(Rothschild 1987, p 105 )

It appears that no matter what the appropriate
classification of the product, different classes of potential
consumers will still exist as market segments with differ-
ent and particular circumstances Marketing will thus
have to address these individual segments-including
that of young people for whom the product and brands
are less well known, and for whom appeal must be
created, since cigarettes are not a necessity of life
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Perhaps the strongest indicator that cigarette manu-
facturers, despite their assertions about encouraging
brand switching and fostering brand loyalty, must seek
out large numbers of new consumers stems from a strik-
ing feature of this mature market. The noted "slow-
down" over the past two decades reflects the substantial
attrition that has occurred among the industry's consum-
ers since 1964, about 44 million Americans have quit
smoking (CDC 1993), and approximately 9 million more
have died of tobacco-related disease (Tye, Warner, Glantz
1987). For the cigarette industry to preserve its mature-
that is, slowing in growth but not yet declining-US .
market status, it must attract some two million new
smokers each year to replace these lost consumers To
reach this market of potential new smokers, the industry
must earmark a large proportion of the $4 billion annu-
ally spent on advertising and promotional activities . As
is shown through epidemiologic data in Chapters 3 (see
"Age or Grade When Smoking Begins") and 4 (see
"Sociodemographic Factors in the Initiation of Smok-
ing") of this report, these new smokers will primarily be
adolescents These potential young consumers have been
shown to become aware of cigarettes, in part, through
cigarette advertising (Chapman and Fitzgerald 1982;
Aitken, Leathar, O'Hagan 1985); moreover, young people
appear to develop brand loyalty early on (O'Connell et
al 1981), and because of the addictive properties of mco-
tine (discussed in Chapter 2), these young smokers are
likely to continue into adulthood as cigarette consumers

Contemporary Strategies of the Tobacco
Industry

Tobacco companies have used multiple research
resources and perspectives even for a single brand . Most
of this research is not accessible However, recent disclo-
sures of corporate documents examined during a trial
contesting Canada's cigarette advertising ban, which be-
came effective on January 1, 1989, provide evidence that
at least some tobacco companies (in this instance, both
plaintiffs) have explicitly targeted youth as recently as
the 1980s These documents, which have been cited and
discussed in Pollay and Lavack (1992), were disclosed in
proceedings assessing the constitutionality of Canada's
Tobacco Products Control Act (Imperial Tobacco Lim-
ited & R J Reynolds-MacDonald Inc . v . LeProcurer Gen-
eral du Canada, Quebec Superior Court, 1990) . This
litigation provided a unique opportunity to examine
contemporary internal industry documents regarding
the industry's strategic interest in youth

Researching the Youn g

Documents produced during the Canadian trial
revealed information about projects that support the

interest of the tobacco industry in the youth market.
Imperial Tobacco Limited's Project Huron, for example,
evaluated the feasibility of a flavored cigarette targeted
primarily at males aged 15 through 25 years old . The
project was the subject of at least 33 different market
research reports supplied by at least six external research
sources over the space of just four years . Research docu-
ments discussed the behavior of 11-, 12-, and 13-year-
olds and the nature of the process of beginning to smoke
(Pollay and Lavack 1992). Both Imperial Tobacco Lim-
ited and R.J . Reynolds-MacDonald generated several
research studies focused on beginning smokers; some of
these studies identified the perceived risks and rational-
izations of preteens and teens at smoking onset -

Imperial Tobacco Limited's Project 16 (AG-216)'
revealed that "the adolescent seeks to display his new
urge for independence with a symbol, and cigarettes are
such a symbol . . . Serious efforts to learn to smoke occur
between ages 12 and 13 in most cases . However in-
tngu ing smoking was at 11,12 or 13, by the age of 16 or 17
many regretted their use of cigarettes for health reasons
and because they feel unable to stop smoking when they
want to" (p i-vi) The follow-up Project Plus/Minus
(AG-217) revealed to Imperial Tobacco Limited that
"starters no longer disbelieve the dangers of smoking,
but they almost universally assume these risks will not
apply to themselves because they will not become ad-
dicted . Once addiction does take place, it becomes neces-
sary for the smoker to make peace with the accepted
hazards This is done by a wide range of rationaliza-
tions The desire to quit seems to come earlier now
than before, even prior to the end of high school" (p vi) .

The other plaintiff in the trial, R J Reynolds-
MacDonald, had also researched the young, studying in
great depth 1,022 subjects from ages 15 through 24 in
You th Target Stud v'87 (RJR-M-6) . To determine whether
young people who had never smoked came from particu-
lar family and social environments, the study considered
the possible factors of adult smoLing, family pressures
about starting, and smoking by teenage peers Personal-
ity and attitude were assessed through 15 character di-
mensions, such as "laissez-faire," "workaholic,"
"wimpishness," or "dropout " Attitudes and knowledge
about the association between smoking and health nsk
were closely studied . The images of smokers, ex-smokers,
and never smokers were measured along 17 dimensions
Data on the image of tobacco products were gathered on
25 scales Advocacy issues were inferred by measuring

'To cite documents entered into evidence, this discussion

uses the trial numbers indicating who entered the
documents e g, Attorney General (AG-###) R J
Reynolds, Inc (RJR-M--###), or Imperial Tobacco Ltd

(lTL-###)
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awareness of antismoking campaigns and the relative
credibility of various sources of information, such as
doctors, teachers, government employees, and manufac-
turers Perhaps the most striking component of this
massive research effort, however, was the measurement
of personality traits using a clinical psychometric instru-
ment, Cattell's 16 Personality Factors . Scales of this
instrument measure elements of personality defined as
ranging from tough-minded to tender-minded, trusting
to suspicious, or shy to adventuresome, among others .

Youth Target Study '87 used cluster analysis to
divide the youth market into seven psychographic groups
"Big City Independents," "Tomorrow's Leaders," "Tran-
sitional Adults," "Quiet Conformers," 'T .G .I .F's, . "In-
secure Moralists," and "Small Town Traditionalists,"
(RJR-M-6, pp 8-10) The T G I F (Thank God It's Fri-
day) segment was the largest, containing about 30 per-
cent of this population of 15- through 24-year-olds . Since
62 percent of the T G IF group were reported to be
smokers, they were considered an important segment .
The T.G I.F. group primarily comprised underachievers
who were "rooted in the present . They live for the
moment and tend to be self-indulgent Achievement
and leadership is not a goal for this group compared to
others. Societal issues are relative nonissues They are
the most prominent supporters of smoking . . . They do
read newspapers and some magazines, including Play-
boy and Pentliouce Heavy metal and hard rock are com-
mon music choices" (RJR-M-6, pp 8, 21 )

Portraying Youthful Behavio r

As a matter of policy, "positive lifestyle images"
were used by Imperial Tobacco Limited to suggest the
continued social acceptability of smoking . The company
chose models and activities to facilitate young people's
identification with the company's products Creative
guidelines for the Player's brand, for example, specified
that the target market would "emphasize the under-20-
year-old group in its imagery reflection of lifestyle
(activity) tastes" (AG-35, p 42) . The models used in
Player's advertising were to be "25 years or older, but
should appear to be between 18 and 25 years of age"
(AG-35, p 52) .

R J Reynolds-MacDonald, however, learned that
models can be too young appearing for the young
consumer's taste When the Tempo brand cigarette was
test-marketed in selected cities, most of its media budget
was allotted to out-of-home media, targeting key youth
locations and meeting places close to youth-frequented
sites, such as theaters, record stores, and video arcades To
target the young, who were perceived to be "extremely
influenced by their peer group," the J Walter Thompson
advertising recommendations called for "imagery which

portrays the social appeal of peer group acceptance-
where acceptance by the group provides a sense of be-
longing and security" (AG-16, p. 4) . The media featured
young-looking models arm-in-arm, wearing casual clothes
perceived as trendy by the young. The brand met with
mixed results in the test market, however, in part because
it was too explicitly young in character. Few teenagers, it
seems, wanted an explicitly teen product, instead prefer-
ring to use products associated with adulthood .

Conveying Pictures of Health

The images used in many of Canada's cigarette
ads were carefully crafted to feature attainable activities
that appealed to youth but were not so intense as to be
unbelievable in the context of smoking . The Player's
Filter'81, Creative Guideline (AG-222) required that ads
feature activities that "should not require undue physical
exertion They should not be representative of an elitist's
sport nor should they be seen as a physical conditioner
The activity shown should be one which is practiced
by young people 16 to 20 years old or one that these
people can reasonably aspire to in the near future"
(AG-222, pp 1-2) .

These images were tested to ensure that they elic-
ited minimal counterargument from viewers For ex-
ample, in the Project Stereo Advertising Evaluation
(AG-220), a windsurfing ad for the Player's brand re-
ceived the following evaluation :

The reaction to windsurfing as an activity is neutral
with regard to whether or not the people who
engage in it are likely to be smokers or not How-
ever, the more physically fit and healthy-looking
the protagonists, the stronger the no-smoking clas-
sification elicited . The same person sitting on the
beach-perceived by most as resting after surfing-
or shown carrying a surfboard-whether getting
out of the water or walking toward the ocean-
evokes different reactions regarding smoking Re-
spondents are willing to accept the man smoking
while resting but are reluctant to think of him as a
smoker while his well-built body is in full view

(AG-220, p 6) .

Projecting Images of Independenc e

The brands most successful with teenagers seem
to be those that offer adult imagery rich with connota-
tions of independence, freedom from authority, and/or
self-reliance . Imperial Tobacco Limited's Project Sting
tested "overtly masculine imagery, targeted at young
males" (Pollay 1989b, p 24) . Young males were seen as
"going through a stage where they are seeking to express
their independence and individuality under constan t
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pressure of being accepted by their peers" (Pollay 1989b,
p. 24) . R.J . Reynolds' Export A brand had a special
appeal for young Canadian teens and preteens, as the
company recognized in its Export Family Strategy Docu-
ment of 1982 (AG-222): "Very young starter smokers
choose Export A because it provides them with an in-
stant badge of masculinity, appeals to their rebellious
nature and establishes their position amongst their peers"
(AG-222, p. 7299).

Imperial Tobacco Limited's Project Stereo (1985)
provided creative guidelines for the effective display of
freedom and independence in advertising imagery de-
signed to appeal to a young market . Its Final Report
(AG-27) made recommendations for designing adver-
tisements for the Player's brand that showed someone
"free to choose friends, music, clothes, own activities, to
be alone if he wishes" ; who "can manage alone" and be
"close to nature" with "nobody to interfere, no
boss/parents", someone self-reliant enough to experi-
ence solitude without loneliness (AG-27, p . 60) .

Project Stereo also described how Player's and its
closest rival for young males, Export A, both used im-
ages, not words, to convey the critical concepts of inde-
pendence, self-reliance, autonomy, and freedom from
authority Both brands used advertisements that fea-
tured strong, masculine, hardy men who were typically
alone in the fresh air of the outdoors. But as is shown in
the chart below, the two competitors conveyed their
respective images with relatively small yet important
differences

Player's Smoker's Image Export A Smoker's Image

Chooses to be alone. Is a loner.

Conveys masculinity Conveys machismo
but also gentleness ruggedness

Can show feelings . Does not show feelings.

Can include women Excludes wome n

Has a good job, is a Is working-class .
good worker

Is adventurous Is a daredevil

Is independent and Isn't concerned about
strong willed. society.

(AG-27, p 18)

The more subtle, less excluding Player's image
proved far more successful than the uncompromising
Export A image

Images of the American Ideal
United States advertisers, too, have long thought that

individualism and the stimulating notions of indepen-
dence, self reliance, and autonomy are important strategic

concepts in ad development The Marlboro cowboy (also
known as the Marlboro man) epitomizes this stereotype
of American independence . Usually depicted alone, he
interacts with no one; he is strikingly free of interference
from authority figures such as parents, older brothers,
bosses, and bullies. Indeed, the Marlboro man is bur-
dened by no one whose authority he must respect or
even consider (see Figure 1 )

One account (Meyers 1984) describes the success of
Philip Morris's George Weissman and Jack Landry, who
were instrumental in making Marlboro the best-selling
cigarette brand in the United States Marlboro had long
been sold as a woman's cigarette, with lipstick-colored
filters and a "Mild as May" slogan (see Figure 1) The
first attempt to reposition the brand as "male" featured
the breathy, sensual singing of Julie London and male
models with tattooed hands . But when Weissman, then
head of marketing for Philip Morris, assumed responsi-
bihty for the campaign in the late 1950s, his research
informed him that postadolescents in search of an iden-
tity were beginning to smoke as a way of declaring
independence from their parents. Jack Landry, the ad-
vertising executive for Philip Morris, coordinated with
the Leo Burnett agency and came up with "commercials
that would turn rookie smokers on to Marlboro . . [that
would convey] the right image to capture the youth
market's fancy [and project] a perfect symbol of inde-
pendence and individualistic rebelhon"-m other words,
the Marlboro cowboy (Meyers 1984, p 70) The power of
the associative psychological style of advertising was
demonstrated by the Marlboro brand's capture of a sig-
nificant market share of starters every year, until it soon
became the best-selling brand

This success has proved long-lived In 1993,
Marlboro commanded 21 percent of the domestic market
share-by far the largest share (Maxwell 1993) As Philip
Moms's president and CEO, R . W. Murray observed, the
Marlboro man still has a powerful attraction "The cow-
boy has appeal to people as a personality There are
elements of ad,, enture, freedom, being in charge of your
destiny" (Trachtenberg 1987, p 109)

Marlboro's success led to much imitation and com-
petition in the industry The FTC reported that one of the
popular advertising strategies of the late 1960s was the
use of associative themes, where an image portrayed
"one or more personality characteristics which the ad-
vertiser hopes will appeal to the audience of existing and
potential cigarette smokers . . The classic example of
this approach is the Marlboro cowboy-ruggedly mas-
culine, self sufficient . . .The theme of masculine inde-
pendence has been used by several other advertisers"
(FTC 1970, p 8) Advertisements for Camel, Ne-,% port,

and Old Gold were named as examples
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Figure 1 . Selected Marlboro cigarette advertisements, 1937-199 2

SURGEON GENERAL S WARNING Smoking
By Pregnant Women May Result in Fetal
Injury Premature Birth And Low Birth Wrigh t

Surgeon General's Report
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Sources Clockwise from top left- New Yorker 1937 ; Road &
Track 1990; Road & Track 1992 .

In a parallel manner, advertisements for brands
such as Virginia Slims appealed to feminine indepen-
dence. An ad executive who headed the account for a
leading female brand, and who requested anonymity,
was quoted by the WallStreet Journal as stating, "We try
to tap the emerging independence and self-fulfillment of
women, to make smoking a badge to express that"
(Waldman 1989, p . BI) .

Over the past few decades, many advertising cam-
paigns have featured race car drivers, and many brands
(such as Camel, Marlboro, and Winston) continue to
sponsor racing events and teams . A commercial study
of three different executions of a 1976 Viceroy adver-
tisement with close-ups of "a young man in auto racing
garb" found that subtle visual differences caused by
the model's appearance, positioning, or other visual
staging devices could greatly affect consumer reactions .
Despite identical verbal copy and layout in all three
advertisements, one of them more strongly suggested
that smokers of Viceroy had the desirable "positive
personality characteristics including courageousness,
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independence, adventurousness and aggressiveness" Formula One and Indy car racing as adding, if you will, a
(Schwartz 1976, p 75) modem-day dimension to the Marlboro Man The imag e

The sponsorship of racing car events by Marlboro of Marlboro is,. ery rugged, individualistic, heroic And so
(see Figure 1) may seem inconsistent with the cowboy is this style of auto racing From an image standpoint, the
character, but it is not The company's Vice President of fit is good" (Business of Racing 1989, p 5A )
Marketing Services, Ellen Merlo, explained "We perceiv e

Historical Content Analyses of Cigarette Advertisin g

Introduction

The social sciences afford a variety of approache s
for describing and analyzing the content of communica-
tions of all kinds, whether in the form of speeches, con-
versa tions, newspaper articles, signs, or advertisements
Specific communications, such as a single ad or the co-
herent set of ads that constitutes a campaign, can be
examined in detail Typically, in-depth approaches, such
as semiotics, are discursive descriptions that deconstruct
the message and its meaning through detailed consider-
ation of the elements of the ad (e g, words, symbols
images), their structure (e g, layout and prominence of
visuals rhetorical devices, and emphasis), and the cul-
tural context in which these appear (e g, the meanings
trad.tionally attached to the ad elements, alone or in
combination) These methods describe in sophisticated,
analytical terms the probable meaning of the message to
the average audience member

The term "content analysis' is also used to describe
a formal set of sampling and coding techniques, whose
intent is to produce objective numerical data descriptive
of a set of communications, such as a collection of ads
These systematic methods code and count both the o-,ert
and latent content of ads by observing the verbal and
visual elements within a set of predetermined defini-
tions The definitions can be coded for events at various
levels of observation, from broad themes to specific mi
nutiae These definitions are employed by trained cod-
ers, who apply them to a systematically drawn sample
of ads The reliability of this coding task is usually
measured and reported and depends upon how clear are
the communications understudy, how complex the defi-
nitions of interest, how difficult the coding task, how
attentive the coders, and other factors The sample can
be either cross-sectional (representing many brands'
advertising), longitudinal (tracing evolution of advertis-
ing over time), or both Like other sampling, the repre-
sentatneness of the sample studied and the resulting
potential to generalize from the results are a function of
the sampling strategy (e g, drawn from certain sources,
seasonally or randomly determined, a complete census)

The simultaneous pursuit of objectivity in content-
analysis coding and meaningful observation often in-
volves methodological judgment to weigh the various
trade-offs and compromises Some analysts (e g Rmgold
and Calfee 1989) deliberately limit their efforts primarily
to the %erbal content of the ads, analyzing the words in
painstaking detail The limitations of this careful but
restricted focus and the inferences that can be appropri-
ately drawn from it have been the sLbject of a sustained
debate (Cohen 1989, 1992, Pollav 1989a, Rmgold and
Calfee 1990)

The next sections of this chapter discuss the more
formal content analyses of historical samples of cigarette
ads and focus on the more fundamental results, general
tendencies, and broader conclusions Within the limits of
the noted sampling for each study, these analyses de-
scribe the universe of cigarette advertising for multiple
brands, or of cigarette advertising in general, rather than
for specific b-ands and their campaigns In some studies,
the content analysis data descriptive of cigarette ad-, er
tising are related to other information, such as product
features market shares, audience characteristics, or his-
torical event s

Increase in Visual and Vivid Advertising
The first published report analyzing the content

of cigarette advertising (Weinberger, Campbell,
DuGrenier 1981) studied 251 cigarette ads found in
the issues of NewsLoeek, Sports 111ustrated, and the La
diet Hoiirc Journal during the years 1957, 1967, and
1977 The report noted an eightfold increase in the
'Volume of cigarette magazine ads between 1957 and
1977, as the industry left broadcast media The im es
tigators found significant increases, as well, in the
proportion of ads in color, at premium locations (e g
on the back or inside covers of magazines), and with
multiple pages Both explicit and implied health
claims were also found to ha-e increased signifi-
cantly almost all ads for lower tar products ad% er
tised in 1977 were "tombstone" ads (i e, consisting of
text and package display only-no models, nature
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scenes, sports paraphernalia, etc .) . Using market data
from leading national advertisers and the index of ad-
vertising listed by manufacturer, the analysis revealed
that a firm's "share of voice" was almost perfectly corre-
lated with its market shares; that is, all tobacco compa-
nies included in this study sample of print media were
advertising their products in near-exact proportion to
their market share.

Becoming Pictures of Health

Verbally explicit health claims, a prominent feature
of early cigarette advertising, have been replaced by
claims about filter effectiveness, mildness, and the
mandatory warnings and disclosures. As scientific evi-
dence of the health risks of smoking became increasingly
known to the general public in the 1950s and 1960s, the
pseudoscientific claims made by cigarette advertising in
earlier decades (claims that using a given brand, for
instance, would protect against "smoker's cough") were
replaced by unadorned statements of filter effectiveness
against tar and nicotine. These later health claims tacitly
allowed that smoking was harmful, but they also strongly
suggested that smoking a particular brand was signifi-
cantly less harmful. Such health claims thus have the
primary purpose of promoting sales for a separate prod-
uct category : that of "low-tar, low-nicotine" cigarettes.

Verbal health claims in advertising have otherwise been
replaced by visual, connotative imagery-what can be
,called pictures of health .

Ringold (1987) reported on the verbal content of
211 cigarette ads drawn primarily from Time magazine
from 1926 to 1985, partially supplementing the sample,
as needed, with ads drawn from the New Yorker, the
Saturday Evening Post, and Life, in that order . Although
inexplicably omitting any Philip Morris brands, this
sample sought one ad each for six brands: Camel, Ches-
terfield, Kent, Lucky Strike, Old Gold, and Viceroy. De-
tailed coding was done on the verbal content in headlines,
subheads, and body copy . Even though all "mildness"
assertions were treated as taste claims only, health claims
were the most frequently made type of claim for the
period before 1954 . For the overall 1926-1985 study
period, health claims were the third most frequent type
of claim, representing 18 percent of all claims. This
finding was true for five out of the six brands studied,
and there was "little to distinguish the various brands in
terms of the health claims frequently used" (Ringold
1987) .

A study of the words and images of all 567 ads
from 108 issues of Life (1938-1983) and Look (1962-1971)
included the ads for 57 brands (Pollay 1991); 14 major
brands accounted for 75 percent of the total sample .
Multiple judges coded these ads for 12 major and

independent thematic dimensions . Three of these di-
mensions were postulated to communicate healthiness :
(1) "health/safety" made verbal claims about positive
physical effects, medical use or endorsements, or re-
duced symptoms and risks, including filter-effectiveness
claims (unless the text linked effectiveness to product
taste) ; (2) "bold/lively behavior" provided images of
active, athletic, or risk-taking behavior ; and (3) "pure
scenes" provided images of nature associated with whole-
someness, cleanliness, and purity, such as glaciers, moun-
tain streams, or new-fallen snow. Other themes measured
included "well made" (product quality), "good deal"
(value for money), "enjoy" (pleasure and satisfaction),
"female, male, glamour/luxury" (celebrities, status,
wealth), "relax" (peace of mind), and "official" (tested or
endorsed by authorities) .

Judges found one or more of the healthiness themes
in 60 percent of the studied ads, images of bold and lively
behavior in 20 percent, and pure scenes in 30 percent .
Some stereotypical differentiation of men and women
was evident: ads featuring men were significantly more
likely to use images of bold and lively behavior, whereas
the ads featuring women were significantly more likely
to use images of glamour and luxury .

Warner (1985b) studied 716 cigarette ads from Time
forselected years from 1929 through 1984 . Various visual,
verbal, and thematic elements of the ads were coded : the
presence or absence of smoke, the manner in which
cigarettes were held, the nature of models employed, the
degree of prominence given to health messages, and the
types of themes not focused on health, such as humor,
rugged individualism, and romance. Data were not
reported for individualism, emancipation, orother themes
of independence. Data were grouped according to their
proximity to periods of intense public consideration of the
health consequences of smoking-such as the health
concerns raised in the early 1950s (particularly since
increased promotion and supply of cigarettes during
World War II had contributed to a larger population of
young adult smokers [Blake 19851), the first (1964) Sur-
geon General's report on smoking and health, and the
Fairness Doctrine that required broadcast cigarette ads
to carry health-risk messages during the period
1967-1970. Resultsshowevidenceofthedramaticgrowth
in magazine advertising over the 56-year study period :
the average number of cigarette ads per issue rose steadily
from less than one per issue for the 1929-1952 period to
over eight per issue for 1974-1981 (after the ban on radio
and television had gone into effect) . During the last two
decades studied, the images in these ads had the notable
characteristic of showing virtually no smoke. Although
visible smoke appeared in half of the ads before 1964, after
1964 only 5 percent of lit cigarettes appeared to emi t
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visible smoke, and after 1976 not a single instance of
smoke was found in this sample. The imagery mthose ads
was increasingly, and apparently deliberately, becoming
more pristine by eliminating smoke from ads .

The balance between the verbal and visual
elements of the ads was measured in this study, as was the
degree of health focus. Ads that relied more heavily on
words than on pictorial images were judged as trying to
convey a health message Both the health focus and the
balance between verbal and visual elements were found
to be episodic; ads tended to verbally emphasize health
themes during the years of major smoking and health
events . Such ads often emphasized a health-related prod-
uct innovation, such as scientifically designed filters . This
general pattern seemed to end m 1964, the year of the first
Surgeon General's report, during and after which ads
became more visual Warner (1985b) notes, "Industry
advertising directors may have concluded that the most
effective contemporary response to health concerns is an
indirect one conveying visual images of vibrant, physi-
cally fit, successful, sociable, and sexy people in physically
active or glamorous settings, in other words, associating
smoking with people who are the proverbial 'picture of
health"' (p 125) Sinular observations were made by
Rogers and Gopal (1987), who studied an unspecified
number of ads from three issues of Time and Life maga-
zines each year, at five-year intervals from 1938 to 1986.
They noted that over time, positive health appeals were
displaced by claims of having "less harmful" products,
and that these in turn were displaced by "more and more
lifestyle advertising . brand imaging . using more
poster style layouts and color spreads . . . with very little
body copy" (pp 262, 266) .

Other researchers have noted the episodic nature
of cigarette advertising history but attribute the changes
not to industry strategy or sophistication, but to the
effects of regulation and self-regulation, such as FTC
activity or industry self-regulatory codes . Ringold and
Calfee (1989) report on the verbal content of 568 ads
drawn primarily from Time magazine from 1926 through
1986. This sample is both longitudinal (N = 348), expand-
ing on the sample of one ad per year for various brands
reported earlier (Ringold 1987), and cross-sectional, us-
ing a sample of 25 ads each for the seven mid-decade
years 1926, 1936, 1946, 1956, 1966, 1976, and 1986 . The
ads were coded along 27 general ad characteristics and
51 claim categories . The coding, described by the authors
as conservative, treated all mildness claims as claims
about taste that were irrelevant to health and treated all
claims about filter innovations as claims about product
quality, not about health. Nonetheless, results of the
longitudinal sample show that 27 percent of all claims
were health claims, making it the most common category,

primarily because ads since 1965 were required to carry
tar and nicotine disclosures (See "Warning Labels on
Tobacco Products" in Chapter 6) . Voluntary health clauns
were anywhere from 17 percent to 29 percent of total
claims before 1954 but had nearly disappeared after that
year

In the longitudinal analysis, action-oriented ads-
those depicting competitive sports, adventurous pur-
suits, or leisure behaviors-were more than twice as
common (42 percent of all ads) as those showing all other
types of activity, such as working, eating, or shopping
(17 percent of all ads). Almost identical results were
found for the cross-sectional sample of 220 ads. No data
were reported for how the frequencies of these images of
activities changed over tim e

Advertising That Targets Youthful
Audiences

Albright et al (1988) studied cigarette ads in maga-
zines that reach young readers (Rolling Stone, Cycle
World), female readers (Ladies Home Journal, Mademoi-
selle), or general adult readers (Time, TV Guide, Ebony,
Popular Science) All cigarette ads in one issue for every
year from the 1960s through 1985 were coded, yielding
778 ads for analysis Like other analysts, Albright et al.
found that the volume of magazine advertising increased
dramatically during this period, stabilizing after 1977 at
six to seven ads per issue . Within this study sample, the
proportion of total ads appearing in the magazines
reaching younger audiences grew significantly over
time to become 36 percent of the total The analysts
concluded that although these data may not fully repre-
sent the overall market trends, "women and adolescent
magazine readers are exposed to a large quantity of
cigarette ads, regardless of the advertisers' intent"
(Albright et al 1988, p. 232) .

Altman et al. (1987) analyzed the themes and im-
ages employed in this same sample of magazines The
study focused on the ads (78 percent of the total sample)
that showed a setting or had a model present These
were coded for elements of the act of smoking, the pres-
ence of a low-tar or low-nicotine theme, and suggestions
of the "vitality of smoking " The latter concept was
measured with subcategories of adventure/risk (e g,
rock climbing, sailing, racing cars), recreation (e .g ., play-
ing tennis, surfing), and romantic/erotic appeal (e g .,
scantily dressed models, moonlit settings) .

Images of risk and adventure, recreation, and erotic
or romantic display in youth magazines increased sig-
nificantly over this period (1960s to 1985) . Ads in youth
magazines were significantly more likely than ads in
other magazines to depict images of adventure or risk ,
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were more likely to display recreation, and were some-
what less likely to depict erotic imagery. Tombstone ads
were less likely to appear in youth magazines, or con-
versely, youth magazines were more likely to feature
image-based ads.' Like Warner (1985a), Altman et al .
found a decline in the evidence of visible smoke and the
act of smoking .

The database of Altman et al . (1987) was extended
by Basil et al . (1991), who examined differential target-
ing, or how cigarette advertising strategies varied de-
pending on the characteristics of the primary readership
These researchers added two magazines with a prima-
rily black readership (Jet and Essence) and updated the
sample to include magazines from the 1960s through
July 1989 for an enlarged sample of 1,171 ads These
investigators also delineated three subcategories of ro-
mantic/erotic themes- (1) horseplay-males and females
cavorting, (2) erotic content-romantic or sexy situa-
tions, innuendo, and (3) seductive poses-wanton looks
or suggestive glances or poses

From 1984 through July 1989, the number of ads
per magazine issue declined in general in men's and
women's magazines but was relatively stable in those
magazines reaching black and youth audiences . The
most common type of ads in men's and youth maga-
zines showed models engaged in lower-intensity sports,
such as water skiing or volleyball Analysis of variance
between magazine types found that ads depicting inci-
dents of horseplay and romantic contact were most preva-
lent in black- and youth-onented publications A separate
analysis found that incidents of horseplay had grown
significantly more frequent over time and were signifi-
cantly related to the average age of a magazine's readers ;
magazines with a younger readership were more likely
to run ads featuring horseplay Comparing results for all
consumer segments, the researchers concluded that these
ad strategies appea r

to depend on the segment's current rate of smok-
ing . . . Readers with high smoking rates are often
pitched to choose certain brands with appeals based
on some aspect of the brand rather than on the
models depicted in the ad However, readers with
low smoking rates appear to be given appeals that
focus on models, suggesting that smoking is fun,
helps you make friends, and will make you desir-
able Groups with lower smoking races are more
frequently given appeals that appear to be attempt-
ing to recruit new smokers (Basil et al . 1991, p 88) .

=Research (such as Fischer et al 1989) that has examined
the effect that health i% arning labels in cigarette
adN ertising haN e on young people is discussed in
Chapter 6

The work of King et al (1991) partially contradicts
and partially replicates findings from the previously de-
scribed studies . King et al followed a sunilar sampling
strategy, drawing ads from one issue for each available
year, between 1954 and 1986, for each of eight magazines
representing five distinct audience orientations: general
interest (Time), older women (Ladies Home Journal and
Redbook), younger women (Vogue), older men (Popular
Mechanics and Esquire) and younger men (Sports Illustrated
and Playboy) . This sampling yielded 1,100 cigarette ads for
an analysis that focused on visually oriented content.

Like other studies, King et al. noted a large increase
in magazine advertising- the number of ads per issue
was more than ten times greater for the period 1971-1983
than for the period 1954-1970 . Playboy had both the
largest number of cigarette ads per average issue and the
lowest median audience age Unlike earlier studies,
however, King et al . found no systematic relationship
between the median age of a magazine's audience and
the average number of ads publishe d

As was found in previous multiyear studies, ciga-
rette ads in general relied more and more on visual
imagery and became increasingly larger (e g, more ads
were multipaged), more photographic, more colorful,
and more visual than verbal . The volume of cigarette ads
vaned significantly over time, the greatest changes were
a decline in the proportional importance of general-inter-
est magazines, a relative stability for both older and
younger men's magazines, and a growth in both older
and younger women's magazines The ads in the younger
men's and women's magazines together constituted 39
percent of the total cigarette ad volume in this sample of
magazines during 1954 through 1970,33 percent during
1971 through 1983, and 45 percent during 1984 through
1986 Similarly, Warner and Goldenhar's (1992) analysis
of the use of 92 magazines as cigarette advertising ve-
hicles from 1959 through 1986 found the largest increase
in women's magazines and in magazines reaching pre-
dominately blue-collar readers

Imaging Individualism, Independence, and
Self-Reliance

In King and colleagues' (1991) analysis, the activi-
ties of the models fall into six categories . adventure (op-
erating a speedboat), recreation (playing ball), erotic (being
romantic with another), sociability (talking with peers),
working (ranching), and individualistic/solitary (read-
ing a book, watching a sunset) . The study defined indi-
vidualism solely in terms of restful behaviors ; this decision
and the resulting classification of the Marlboro cowboy
as "working" rather than "individualistic solitary" are
debatable elements of this study, but the results nonethe-
less indicate the importance of the independence theme .
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For example, the most frequently cited categories
of ads that reached younger women were individualism
(29 percent), recreation (26 percent), and sociability (20
percent) The most frequently pictured activities in ads
that reached younger men were individualism (21 per-
cent), work (21 percent), recreation (20 percent), and
adventure (14 percent) . The authors noted that "portray-
als of individualism were more likely to appear in ciga-
rette ads placed in younger men's and younger women's
magazines." Despite this and other noted differences
between ads in various types of media, "this study found
a striking universality of theme, regardless of audience
orientation . Individualistic/ solitary and recreational
themes were most frequently portrayed in virtually all
magazine types" (King et al . 1991, p 77).

Schooler and Basil (1990) studied all types of bill-
board ads in San Francisco neighborhoods . Billboard
advertising is held to be important because it allows
neighborhood-level targeting and ethnic segmentation .
Like point-of-sale store signage, billboard advertising
has more permanence than magazine ads, allowing mul-
tiple incidental exposures for all ages of persons who are
on the neighborhood street regularly, going to work,
stores, or schools Of the 901 billboards photographed
between May 1985 and September 1987 in 210 commer-
cial districts, tobacco ads were the most frequent (19
percent), closely followed by alcohol (17 percent) . Black
and Hispanic neighborhoods had significantly more to-
bacco and alcohol ads than white or Asian neighbor-
hoods Billboards of any type were 1 .7 times more
common in black neighborhoods (2 .2 per 1,000 people)
than in a citywide sampling (1 .3 per 1,000) . Tobacco
billboard ads were even more common in black neigh-
borhoods, appearing at 2 4 times the citywide rate .

The content of these ads was coded for several
social cues- sex, ethnicity, apparent social "class" of the
models, reward cues (e .g, romance, sociability, recre-
ation, sportiness and active lifestyle, and adventure/
risk), and attractiveness cues (e.g, rugged individualism,
machismo, fashionableness, sex appeal, fame/expertise,
and friendliness) The most prevalent reward cue im-
ages associated with smoking were sportiness and active
lifestyle, recreation, and adventure /risk. Themostpreva-
lent attractiveness cue on tobacco billboards was rugged
individualism or machismo . The statistically significant
results indicated how important social cues are to these
tobacco products . The study suggests that people are
more likely to be portrayed in cigarette and alcohol ads
(59 percent) than in advertising generally (16 percent),
and cigarette and alcohol ads were more likely than
others to use models that matched the ethrucitv of the
neighborhoods

When advertising for smoking and for alcohol were
compared, the study concluded that alcohol ads use

modeling cues that suggest that product consumption
will enhance one's social life, whereas tobacco billboards
emphasize rewards that are more individualistically on-
ented . "Rugged individualism," the study observed,
"was the most prevalent attractiveness cue on tobacco
billboards . The epitome of these ads is the Marlboro
man" (Schooler and Basil 1990, p . 15). These research
results are reported in brief elsewhere (Altman, Schooler,
Basil 1991), and additional statistical analyses of the same
database reach the same conclusions (Schooler, Basil,
Altman 1991 )

Altman and colleagues' (1987) analysis of 778
magazine ads (from the 1960s through 1985) also found
that images of adventure and risk had become more
prevalent across all magazine types Youth magazines
were even more likely than other types to depict images
of adventure/risk and recreatio n

Other Related Research

Perceptions of Models' Ages

Mazis et al. (1992) studied the perceived age of the
models used in cigarette ads appearing in 97 magazines
in October 1987. In the 101 issues (some magazines were
published more often than once a month) that contained
cigarette ads, 393 cigarette ads for 22 brands were found,
of which 119 were unique (i e., did not appear in another
of the 97 magazines that month) . Narrowing the sample
to ads with models whose faces were "clearly visible"
(i e, their faces were at least two-thirds exposed and
were depicted close enough to discern approximate age)
yielded 50 unique ads with 65 models Two samples of
280 and 281 judges were recruited from a racially and
economically diverse shopping mall, with quotas that
guaranteed a cross-section of gender and age (13 years
old and older).

Each participart was asked to estimate the age and
assess the attractiveness of the models m a random sample
of 25 ads These data were compared to data on the
median age of the audiences of the magazines used as
sources A positive and statistically significant correla-
tion was found between perceived model age and
median audience age For example, young-looking mod-
els tended to appear in media read by young audi-
ences-a correlation advantageous to the advertisers,
since young viewers proved more likely than older view-
ers to perceive that attractiveness declined with advanc-
ing perceived age .

Fourteen (22 percent) of the 65 models were judged,
on average, to be less than 25 years old, and eleven (17
percent) were attributed a mean per: eived age far enough
below 25 years old to be statistically significant Nine
of these young-looking models were women, four of
them in various Virginia Slums ads "Some cigarett e
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ads," the authors concluded, "are clearly violating the
industry's voluntary code that requires models not to
'appear to be less than twenty-five years of age"' (Mazis
et at 1992, p 35 )

Ads That Target Wome n

The history of campaigns that target women has
been reviewed by discussing specific campaigns and
generating data for advertising intensities (i e ., the num-
bersof ads appearing in each magazine) for 1971 through
1984 (Ernster 1985) Tabulation of the number of ads in
Better Homes and Gardens, Ladies Home journal, and McCall's
revealed that ad intensity grew steadily during the 1970s,
peaked in 1979, and declined thereafter Nonetheless, in
1984, an average of more than 10 cigarette ads appeared
in each issue of these magazines and of Cosmopolitan,
Family Circle, Glamour, Harper's Bazaar, Mademoiselle,
Red book, Vogue, and Woman's Day

A similar report (Howe 1984) on the history of
women and cigarette advertising included graphs of the
frequency of cigarette ads showing women smoking that
appeared in Life (for the period 1936-1972) and Ebony (for
1945-1980) These ads peaked in the mid-1960s, and
again in the early 1970s The report observed that in
these peak years, the ads generally focused on "women
jogging,biking, backpacking and playing tennis, all while
smoking a cigarette, too It would be difficult to argue
that these positive images are not influential on young,
image-conscious teenagers" (p 8)

Ads That Target Black s

The cigarette ads targeting blacks in Ebony from
1950 through 1965 were studied by Pollay, Lee, and
Carter-Whitney (1992) When the full census of cigarette
ads from Ebony (N = 540) were compared with cigar-
ette ads from a matching sample of Life issues, the inves-
tigators found that the ads targeting blacks were
significantly more likely to use athletes and were two to
three years tardy in announcing to black consumers new

products with tar- and nicotine-reducing filters . Further-
more, cigarette advertising was initially more prevalent
in Life than in Ebony, but after 1960, Ebony issues carried
more cigarette ads .

The cigarette industry's greater intensity in target-
ing blacks through advertising has also been observed in
more contemporary studies In 1985, a comparison of
advertising in selected magazines directed at white and
black audiences (Cummings, Giovmo, Mendicino 1987)
found that the magazines targeting blacks had signifi-
cantly more cigarette advertising and more ads for men-
thol brands, which are preferred by a much higher
proportion of blacks than whites (see "Cigarette Brand
Preference" in Chapter 3) . This racial disparity may
mark the cigarette industry's reaction to the notable de-
cline in black adolescent smokers during the past decade
(see "Trends in Cigarette Smoking" in Chapter 3) A
review of cigarette promotional practices in 1985 noted
the diversity of methods for reaching black audiences,
including the growing use of sponsorships of athletic,
cultural, civic, fashion, and entertainment events Espe-
cially noteworthy was the intensive use of smaller bill-
boards in black communities, these ads accounted for 37
percent of all billboards, and most featured menthol
brands In contrast to the larger highway billboards,
smaller billboards are usually placed low and close to the
street-and thus visible to passersby of all ages

Recently, R.J Reynolds attempted to introduce a
new brand of cigarettes, Uptown, to the black community
in Philadelphia (Robinson et at 1992) Through the efforts
of black leaders, who mobilized their communities, the
Uptown Coalition emerged The Philadelphia commu-
nity created the agenda rather than allowing the tobacco
industry to dictate it Media messages were carefully
framed, and Uptown Coalition spokespersons % ere given
clearly prescribed roles In 1990, R J Reynolds abruptly
canceled the launch of Uptown The Uptown Coalition
was historic because it represented the first community-
based initiative that succeeded in grtting the tobacco
industry to take a cigarette out of productio n
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Promotional Efforts of the Tobacco Industry

Introduction

Whereas the role of advertising is primarily cogni-
tive and affective (affecting consumers' knowledge, be-
liefs, and attitudes), the role of promotional efforts includes
a substantial conative (action-affecting) component (Kotler
1991) A cigarette advertisement, regardless of how
compelling, is unable to put a cigarette into a consumer's
hands At best it can create desire or an interest in
smoking Cigarette promotion, however, can use sam-
pling to put a cigarette into a consumer's hand-along
with, in some instances, the lighter to ignite it Promotion
can also target a product to those specific consumers
most likely to respond to a manufacturer's appeals
(Rossiter and Percy 1987 )

Cigarette marketers use several of the major cat-
egones of promotion to facilitate both the entrance of
new smokers to the market and their development of
brand loyalty Because of the rapid growth in cigarette
promotional expenditures (FTC 1992) and the impor-
tance of these expenditures in potentially recruiting new
smokers, the following discussion will analyze each of
these major categories of cigarette promotion The recency
of this growth, however, limits the amount of research
this report can draw upo n

Public Entertainment
The cigarette industry uses the sponsorship of pub-

lic entertainment events to bypass broadcast advertising
bans and self-regulatory constraints . Sponsorship is an
efficient way for an advertiser to have its brand name
and logo achieve the equivalent effect of broadcast ad-
vertising without having to include any government-
mandated warnings Thus, cigarette manufacturers
sponsor a wide array of sporting events (e.g, the Virginia
Slims Tennis Tournament, the Winston Cup series, and
auto racing in general through sponsoring particular cars
and drivers) and other forms of public entertainment
(e g, the Kool Jazz Concert) The association of the brand
name with the event is an advertising association for the
brand For example, through racing events and race cars
bearing the Winston and Camel brand names, R J.
Reynolds has become the leading sponsor of automobile
and motorcycle racing in the United States (Blum 1991) .
The association between events and cigarettes is so clear
that in some markets, when ads selling tickets for a
sponsored event (such as the Virginia Slims Tennis Tour-
nament in Newport, Rhode Island) are run in local

newspapers, theads carry the mandated cigarette health
warnings Sponsorship can also preempt opposition to
cigarettes among those who,. iew sponsorship as neces-
sary for the funding of an event Despite the stated
health threat, the association of the cigarette brand name
with the event continues unabated on broadcast media,
and event programming continues to feature cigarette
brand logos In the 1989 Marlboro Grand Prix telecast,
for example, the Marlboro logo could be seen for over 46
of the 94 total minutes of broadcast time (Blum 1991)
Such sponsorship is clearly viewed as delis enng a brand
message by the marketer

E . ent sponsorship also pros ides access to youth
markets of potential smokers (Buchanan and Lev 1990)
Because youth do not predominantly compose the a tten-
dance or viewership of such sponsored events, however,
cigarette advertisers can argue that they are not actn ely
targeting youth Yet given the heavy concentrations of
young people in these audiences, and given the limited
venues a-, ailable to cigarette advert .sers to present their
images to children, sponsored events may be among the
most cost-effectn e promotional mechanism s

Two studies conducted with children and adoles-
cents support the observations that cigarette industry
sponsorship reaches young people Aitken, Leathar, and
Squair (1986) conducted a study to determine children's
awareness of cigarette brand sponsorship of sports and
games in the United Kingdom Young people from ages
10 through 17 years old were asked what they under-
stood by the term "sponsorship" and whether they could
recall any cigarette brands that sponsored sports The
authors found that 13 percent of 10- and 11-year-old
children and 43 percent of 16- and 17-year-olds men-
tioned that sports sponsorship entailed both a company's
financial sponsorship of sporting events and its opportu-
nity to ad,.ertise its products, 80 percent of 16- and 17-
year-olds mentioned at least one of these two components
of sponsorship More than half of those 12 years old and
older correctly associated at least one sponsored sport
and the brand of the sponsoring cigarette company Even
children younger than age 11 identified the sponsored
sports as activities linked with excitement These find-
ings supported those of Ledw•ith (1984), who also found
that many 12- through 17-year-old schoolchildren were
able to correctly identify sponsored sports and the spon-
soring cigarette brand

A secondary effect of sponsoring sports et ents is
that the brand names become closely associated w ith th e
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sports they sponsor. Ledwith (1984), for example, found
that the likelihood of linking a sport with a brand of
cigarette was directly related to the time spent watching
that sport. The study also found that brand awareness
increased substantially following the televised broadcast
of a major sporting event sponsored by that brand . Thus,
Marlboro and Winston have become associated with
auto and sports car racing, and Virginia Slims has be-
come associated with tennis; both brands also have be-
come associated with the self-image messages these sports
convey . Cigarette smoking may thus appear to receive
an implied endorsement from race car drivers, whose
expertise is associated with their ability to thoughtfully
assess risks, and from tennis players, whose success partly
depends on their physical endurance-a trait medically
proven to be undermined by cigarette smoking.

Tobacco company sponsorship has not been lim-
ited to cigarettes. Connolly, Orleans, and Blum (1992)
reported that in 1991, Skoal and Copenhagen, the two
smokeless tobacco brands preferred by adolescents, were
promoted on national television through their sponsor-
ship of professional rodeo, hunting, formula car racing,
"monster" truck racing, drag racing, sprint car racing,
and stock car racing. The investigators concluded that
"the harmful effects of tobacco are camouflaged against
the backdrop and thrill of athletic victory" (p . 353) .

Sponsored athletic and entertainment events also
provide a venue for product sampling . In areas in which
cigarette sampling is legal, free cigarettes and other spe-
cialty items can be distributed at these events .

Sampling and Specialty Items
Distribution of free samples is one of the most

powerful devices available to marketers. It allows a
company to put its product into the hands of possible
consumers in circumstances where consumers are more
likely to try it (e.g ., outside of work or school) . In the case
of cigarettes, the power of sampling may be especially
great (Popper 1986), because these are free samples of an
addictive product . Although the cigarette manufactur-
ers argue that samples are not intended for nonusers or
minors, there is little evidence of distribution control
(U .S . Congress 1986; Davis and Jason 1968) .

The power of sampling in the cigarette market-
place is reflected by industry growth. Expenses for dis-
tributing samples increased from just under $25 million
in 1975 to over $100 million in 1990 (FTC 1992) . The
tobacco industry agrees, however, that samples should
not begiven to anyone underage 21 or on school, college,
or university campuses (Tobacco Institute 1986) . Even
more notable is the growth (from $10 million in 1975 to
over $300 million in 1990) in the distribution of specialty

or premium items (FTC 1992) . These items are not sim-
ply related to tobacco products by bearing a brand name .
Cigarette lighters, for example, are frequently provided
with a sample cigarette. The lighter both facilitates trial
of the cigarette sample and provides a brand-name re-
minder once the sample has been consumed.

Premium items also convey an advertising mes-
sage without an appropriate associated warning . Figure
2 displays two pages of a 1993 Came] Cash Catalog. Pre-
mium and specialty items from this catalog can be ob-
tained by sending in the listed number of "C-notes,"
which can be collected from packs of Camel cigarettes .
Although a promotional package will often include a
health warning along with a specialty item (such as a T-
shirt or thong sandal), the warning does not appear on
the item (Slade 1992) . Since many specialty items include
the imaginative content of the cigarette brand's advertis-
ing campaign, they provide ongoing advertising without
any required health warnings. In a recent George H .
Gallup International Institute survey of 1,125 adolescents
nationwide, about half of the adolescent smokers re-
ported that they had received promotional items from
tobacco companies, as had one in four nonsmoking ado-
lescents (Gallup 1992) .

Other Promotional Expenditures
In 1990, three out of every four advertising and

promotional dollars spent by the cigarette industry were
devoted to promotional allowances, amounting to a total
of over $3 billion . Though this amount includes coopera-
tive advertising and payments to wholesalers, its pri-
mary function is to pay retailers to continue to display
and vend cigarettes from prominent locations in their
store.

The over $300 million spent by the tobacco indus-
try on point-of-sale advertising in 1990 (only 10 percent
less than the $328 million spent on cigarette advertising
in magazines that year) is intended to bring the images of
cigarette enjoyment to consumers at the store . For a
brand-loyal smoker, the reminder value of a point-of-
sale display is low . Therefore, to the extent that these
displays focus on brand image, they may not only en-

courage experienced smokers to switch brands but also
encourage new smokers to experiment with a particular
brand (and with its associated brand image) . The $1 .3
billion spent on promotional allowances and point-of-
sale displays combined are thus funds potentially di-
rected at new, youthful smokers.

Retail value-added promotion consists of those ac-
tivities (coupons, special price offers, 25-cigarette packs,
etc.) that effectively reduce the cost of cigarettes . The
industry argues that this promotion is clearly interbrand
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Figure 2. Pages from The Camel Cash Catalog, Volume Three

Source: R.J. Reynolds Tobacco Co. (1992 )

competition . Although this is undoubtedly the case for
some price offers, value-added promotion has two other
effects. The first is to reduce the cost of entering the
market-a notable effect, since some research studies
indicate that the cigarette market is price sensitive (see
"Effects of Excise Taxes on Tobacco Use" in Chapter 6).
Any money-saving action that facilitates market trial and
adoption may disproportionately affect youth, who usu-
ally have slim financial reserves and low earning power .
Recently, Philip Morris began aggressive price-cutting
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promotions using coupons for Marlboro (Levin 1993),
the predominant brand used by teenagers (CDC 1992) .
The second effect of coupons and other retail value-
added devices is to encourage repeat purchases . Often
coupons are enclosed with sample or trial packs and are
included with other brand-trial devices . In using these
coupons, the smoker moves toward habitually purchas-
ing and using a particular brand and identifying with
that brand's image. Moreover, coupons can encourage
new users to progress from a trial stage of smoking to
regular, addicted use of cigarettes .
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Research on the Effects of Cigarette Advertising and Promotional
Activities on Young People

Introduction
A substantial and growing body of scientific litera-

ture has reported on young people's awareness of, and
attitudes about, cigarette advertising and promotional
activities' Research has also focused on the effects of
these activities on psychosocial nsk factors for beginning
to smoke Considered together, these studies offer a
compelling argument for the mediated relationship of
cigarette advertising and adolescent smoking To date,
however, no longitudinal study of the direct relationship
of cigarette advertising to smoking initiation has been
reported in the literature This lack of definitive litera-
ture does not imply that a causal relationship does not
exist, rather, better quantification of exposure, effect, and
etiology is needed Important data from research con-
ducted for the tobacco industry are not available, such
information would add considerably to our knowledge
A definitive study, such as a randomized control trial
with young people exposed and not exposed to cigarette
advertising, is both practically and ethically impossible
What is possible and needed is research that is longitudi-
nal and multivariate, that takes advantage of recent
statistical modeling methods, and that uses large samples
of children and young adolescents who have not tried
smoking and sti ho has e had relatively little exposure to
cigarette advertisin g

The issue of causality is addressed in this section by
examining the effect of cigarette advertising and promo-
tional activities on the known psychosocial risk factors
(discussed in detail in Chapter 4) for the initiation of
smoking If advertising and promotional activities con-
sistently affect these factors-factors such as self image,
the functional meanings of smoking, normative expecta-
tions, and intentions to smoke-then these activities may
also affect smoking onset This mechanism is especially
plausible in the United States, where cigarette advertis-
ing and promotional actin ities are pervasive .

During an unusual historical period, July 1, 1967,
through December 31,1970, antismoking messages were
ss idely aired on television and radio as par . z)f the FTC's
Fairness Doctrine These messages were aired until a

`Recent ei idence of the effects of tobacco ads ertising on

adult tobacco consumption can be found in the United
Kingdom Department of Health document, Effect of

TohacLo AdeirtisniS on Tobacco Conaunption A Diccu-ion

Douunent Ri .ve,ung tin E, idence (UK Department of
Health 1992)

complete ban on prosmoking advertising on radio and
television took effect on January 1, 1971 For those three
and one-half years, the American public was exposed to
both prosmoking and antismoking messages on radio
and television A carefully designed study of nearly
7,000 adolescents (Lewit, Coate, Grossman 1981) found
that having both sets of messages on radio and television
had the effect of reducing adolescent smoking rates, the
impact was strongest during the first year of the anti-
smoking messages These study findings suggest that a
nationwide, well-funded antismoking campaign could
effectively counter the effects of cigarette advertising in
its currently permitted media forms

Young People's Exposure to Cigarette
Advertising

Several research studies show that young people
are aware of, and respond to, cigarette advertising In a
recent Gallup (1992) study, 87 percent of the 1,125 adoles-
cents surveyed nationwide could recall recently seeing
one or more tobacco company advertisements Simi-
larly, Pierce et al (1993) found in their study of nearly
7,000 California adolescents that over 90 percent of the
12- and 13-year-olds could name a brand they had seen
ads ertised Half of the adolescents in the Gallup survey
could identify the cigarette brand name associated with
at least one of four cigarette slogans (Gallup 1992 )

Chapman and Fitzgerald (1982) tried to determine
the level of awareness of cigarette advertisements among
11- through 14-year-olds in Australia and the possibility
of a relationship between awareness of advertisements
and smoking behavior Data were collected on smoking
prevalence and preferred brands Participants were asked
to identify the cigarette brands advertised in photographs
of eight print-media cigarette advertisements that had
been edited to remove any identifying writing The
children were also asked to complete edited advertising
slogans Children who reported smoking in the last
four weeks were almost two times more likely to
correctly identify the advertisements and complete
the slogans than were children who reported that they
had not smoked during that period Smokers' pre-
ferred brands generally corresponded with the adver-
tisements and slogans most often correctly recognized
Of the 130 brands of cigarettes available on the market at
the time of the study (1981), just four brands accounted
for cigarettes smoked by nearly 80 percent of these ado-
lescent smokers
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In the United Kingdom, Aitken, Leathar, and
O'Hagan (1985) followed a procedure similar to that
used by Chapman and Fitzgerald . They showed ciga-
retteadvertisements, interspersed amongadvertisements
for other products, to groups of male and female school-
children (aged 6 through 16 years) from Glasgow's in-
ner-city areas (most of whose residents were of lower
socioeconomic status) and suburban areas (most of whose
residents were of higher socioeconomic status) . Chapman
and Fitzgerald's findings that large proportions of chil-
dren were aware of cigarette advertisements were sup-
ported in this study and were extended to include younger
children . Among some of the 12-year-olds and most of
the 14- and 16-year-olds in the Glasgow study, the adver-
tising images elicited comments that indicated the young
people's perceiving implicit, supposedly adult themes,
such as independence, sex appeal, and succes s

In a separate study, Aitken et al (1987) showed
nine color photographs of different cigarette advertise-
ments to 12- through 17-year-olds When the young
people were asked if they had seen any of the advertise-
ments before, 83 percent of the 6- and 7-year-olds and 91
percent of the 16- and 17-year-olds recalled seeing the
same ad. When asked to match the various ads to brief
verbal descriptions of the ads, the study subjects in the
three oldest age groups (those 12 through 17 years old)
succeeded at a level greater than chance

Together, the results from these studies show that
even relatively young children are aware of cigarette
advertising and are able to recall particular advertise-
ments Older adolescents are moreover capable of inter-
preting the advertisements in imagistic terms related to
attractive features of adult life

Opinions on Cigarette Advertising and
Smoking Behaviors

O'Connell et al (1981) surveyed more than 6,000
students aged 10 through 12 who were drawn from a
sample of 88 primary schools in New South Wales,
Australia Logistic regression was used to determine
the relative importance of various personal and social
environmental factors in relation to the proportion of
children ,% ho reported smoking one or more times per
week. The factors included friends' smoking, approval
of tobacco advertising, siblings' smoking, the amount of
money available to spend weekly, gender, age, and par-
ents' smoking As part of the same study, Alexander et
al . (1983) identified factors associated with change in
smoking status (both beginning and ceasing to smoke)
over the 12 months between the baseline and follow-up
surveys Of the children who reported not smoking
during the month preceding the baseline survey,
significanth more of those who at baseline approved of

cigarette advertising reported smoking during the
month preceding the follow-up survey than did those
who disapproved of cigarette advertising . Similar re-
sults were found for the children who reported smok-
ing during the month preceding the baseline survey .
The study thus found a positive relationship between
approving of advertising and subsequently taking up
smoking, and between disapproving of advertising and
quitting smoking

Armstrong et al . (1990) conducted a large random-
ized trial among seventh-grade students (13 years old) in
Western Australia in Ahich peer-led and teacher-led
programs concerning social influences were evaluated .
When the students were resurveyed one year and two
years after the intervention, the results identified factors
associated with beginning to smoke Both boys and girls
who at baseline reported that cigarette advertisements
made them think they would like to smoke a cigarette
were significantly more likely to have adopted smoking
at the one-year and two-year follow-up surveys than
those who did not report feeling this way.

Aitken and Eadie (1990) examined whether the
awareness and appreciation of cigarette advertisements
were independent of other predictors of adolescent smok-
ing In this study, 868 Glasgow adolescents between the
ages of 11 and 14 years were selected at random and
interviewed privately in their homes Older adolescents,
boys, and current smokers in the sample tended to ap-
prove of cigarette advertisements and were also more
likely to correctly identify cigarette advertisements that
carved no brand identification In general, smokers were
more successful than nonsmokers at identifying cigarette
advertisements, were more likely to have siblings who
smoked, tended to be more approving of cigarette adver-
tisements, and were less likely to perceive that their
parents strongly opposed smoking These findings sug-
gest that advertising may reinforce the habit of smoking,
even among new, young smokers .

Young People's Responses to Different
Types of Cigarette Advertisements

Huang et al . (1992) reported on the preferences of
seventh- and eighth-grade children (average age 14) con-
cerning three categories of cigarette advertisement ads
with cartoons, those picturing human models, and those
with only the cigarette package and words (tombstone
ads) The study was a cross-sectional survey conducted
in April 1991 among 243 students in two junior high
schools in Chicago Seventy percent of the students
were black, 22 percent white, 3 percent Hispanic, 2 per-
cent Native American, 1 percent Asian, and 2 percent
from other races Analyses were limited to responses of
the black and white subjects The subjects first were
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asked to use five-point scales to rate how much they
would like to embody the following 19 characteristics
athletic, good-looking, kind, slum, macho, smart, sexy,
average, fun, special, independent, cool, afraid, over-
weight, underweight, tough, important, mature, and im-
mature They were then shown slides of 13 current
cigarette ads representing nine brands taken from nine
magazines obtained at a local supermarket newsstand
The students were asked to indicate how much they
liked each ad and how likely they would be to buy the
brand of cigarettes advertised For each ad with either
cartoon or human models, students were asked to rate
the models on the same 19 characteristics used to de-
scribe their ideal self-image

Students preferred advertisements with cartoons,
ads v% nth human models were the next most popular, and
tombstone ads were liked least Specifically, both black
and x hate students ranked the two advertisements fea-
turing Camel cigarettes' cartoon camel mascot Old Joe
first and second, this preference was more marked among
white students Advertisements with black models were
more appealing to black students than to whites, and ads
featuring the Marlboro cowboy (who is white) were
more appealing to white students than to blacks Among
students who smoked, the buying preferences for all
brands closely paralleled the reported ad appea l

A factor analysis based on the 19 rated attributes
identified fi%e groupings of the advertisements Female
models tisere seen as predominantly "slum" and "good-
looking" Joe Camel was "cool' and "fun," as were the
two black models in a Salem ad . The Marlboro man was
perceived as "tough" and "macho " On the other hand,
a Montclair model was ascribed no positive attributes,
but was predominantly rated as "net sexy" and "not
good-looking ' All of the positive attributes reported for
the cigarette ad images also were described as positive
attributes for the students' ideal self-images

Uutela et al (unpublished data) compared how chil-
dren in Los Angeles and Helsinki perceived
advertisements for cigarettes, beer, liquor, and cars Al-
though Finland does not permit advertising for either to-
bacco or liquor, the authors noted that Camel boot ads were
allowed in the country, as were ads for the Philip Moms
Company depicting the Marlboro cowboy A total of 592
Los Angeles students and 660 Helsinki students between
the ages of 8 and 17 years were asked the open-ended
question, "What kinds of pictures come to your mind when
you think of how a cigarette/beer/liquor/car ad might
look?" Their responses were coded into 11 categories

In Los Angeles, the dominant ad images reported
for cigarettes, beer, and liquor all were images of "happy/
fun/partying," whereas the ad images for cars were
more likely to be in the "outdoors/sports' category In

Helsinki, however, the dominant ad images reported for
cigarettes and for beer were "tough/macho," for liquor,
"rich/status/success," and for cars, "glamorous/sexy/
attractive " The authors concluded that young people in
Helsinki perceived cigarette advertising as portraying
themes that represent the "traditional man's role,"
whereas the perceived themes in Los Angeles were less
gender specific Finland is one of the few western coun-
tries where smoking continues to be significantly higher
among boys than among girls

Humor in Advertising

Nelson and While (1992) provided evidence for the
role of humor in advertisements that appealed to youth
in a study of 7,047 students aged 11 through 16 years old
from 10 schools in the north, south, and midlands of
England Students first were asked two open-ended
questions 'What is your favorite advertisement" and
"Why do you like it7" Ninety-one percent of the stu-
dents reported a favorite ad, 53 percent of these students
reported that humor was their main reason for liking
their favorite advertisements Boys (especially those 13
through 16 years old) were significantly more likely than
girls to choose an ad because of its humor Girls (espe-
cially those 15 and 16 years old) were more likely than
boys to say they liked the personality appearing in their
favorite ad Children who chose ads for alcohol and
tobacco products as their favorites were more likely than
other respondents to cite humor as their reason for pre-
femng these ads Several research studies have demon-
strated that adults, as well as children, prefer
adtiertisements with humor (Gelb and Pickett 1983)
Nonetheless, cartoons with talking animals are generally
considered to appeal more to children than to adults, Joe
Camel and Willy Penguin (the cartoon mascot for Kool)
would be highly atypical examples of advertising humor
if the ads that feature them were meant only for an adult
audience

Responses to Advertisements for the Camel and
Marlboro Brand s

A few recent studies (DiFranza et al 1991, Pierce et
al 1991, McCan 1992) have compared the responses of
children and adults to Camel cigarettes' Old Joe cam
paign The subjects in the DiFranza et al (1991) study
were 1,055 high school students in grades 9 through 12
from five regions of the United States and 345 subjects 21
years of age and older from Massachusetts The adult
subjects were recruited from drivers renewing their
licenses at the department of motor vehicles office Seven
different advertisements from Camel's Old Joe campaign
were used as stimuli In the first ad, clues to the produc t
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and brand were masked, and subjects were asked whether
they had ever seen the ad and what product and brand
were being advertised They were then shown six other
Old Joe ads, one at a time, and asked to rate the appeal of
these ad s

The high school students were more likely than
adults to recognize and correctly identify Old Joe (98 vs
73 percent), to think the ads looked "cool" (58 vs 40
percent), to think the ads were interesting (74 vs 55
percent), to think that Old Joe is cool (43 vs 26 percent),
and to report that they would like to have Old Joe as a
friend (35 vs 14 percent) Data on brand preference
collected from the high school students who smoked
were compared with corresponding data from seven
surveys completed before the kick-off of the Old Joe
campaign early in 1988 The authors reported that in the
three-year duration of the Old Joe campaign, the pro-
portion of smokers under 18 years old who preferred
Camel cigarettes over other brands rose from 0 5 percent
to 33 percen t

Pierce et al (1991) analyzed data from the Califor-
nia Tobacco Survey, a 1990 random-digit-dialed tele-
phone survey of 24,296 adults aged 18 and over and 5,040
adolescents aged 12 through 17 Respondents were asked
to ' think back to the cigarette ad,, ertisements recently
seen on billboards or in magazines What brand of
cigarette was advertised the most7' Thirty-four percent
of the adults named Marlboro as the most-advertised
brand, 14 percent of the adults named Camel cigarettes
Among the adolescents, 42 percent identified Marlboro
and 30 percent identified Camel as the most advertised
brand No more than 3 percent of either the adult or
teenage respondents named any other single bran d

The percentage of respondents who named
Marlboro increased with age among the adolescents,
peaking at 48 percent among 16- and 17-year-olds before
declining among adults The percentage of respondents
w ho named Camel was inversely related to age, ranging
from 23 percent for 16- and 17-year-olds, to 20 percent for
18- through 24-year-olds, to 10 percent for respondents
aged 45 years and older Similar results were found by
Pierce et al (1993) and by a Gallup (1992) survey, al-
though Camel adx ertisements were identified as the most
pervasive ads according to McCan's (1992) analysis of
the 1992 California Tobacco Survey It is not surprising,
given these results, that Marlboro and Camel cigarettes
are used by up to 70 percent of adolescent smokers
(Gallup 1992, CDC 1992).

A study conducted by Fischer et a] (1991) sug-
gested that even very young children were aware of the
Joe Camel campaign In this study, three- through six-
year old children were asked to match each of 22 brand
logos on cards to one of 12 products pictured on a game

board Ten of the logos were from children's products,
seven from adult products, and five from cigarette brands
The recogrution rate for Old Joe ranged from 30 percent
for three-year-olds to 91 percent for six-year-olds By the
age of six, the face of Old Joe and the silhouette of Mickey
Mouse (the logo for the Disney Channel on cable televi-
sion) were equally well recognize d

Young People's Self-Image and Implications

for Tobacco Use
Intention to smoke is one of the strongest predic-

tors of trying cigarettes and of becoming a smoker
(Conrad, Flay, Hill 1992) Chassm et al (1981) found that
9th and 10th-grade students whose reported image of
smokers correlated with their reported self-image, ideal-
date image, and certain attributes of ideal self-image
were likely to report that they intended to smoke The
attributes of ideal self-image that correlated with at-
tributes of smokers' image were "tough," "foolish,' "act
big," "disobedient," and "interested in the opposite sex "
A positive relationship of self-image and ideal-date im-
age with smokers' image was also found to differentiate
students who were already smokers from nonsmokers
Bowen et al (1991) found that eNen among preadoles
cent, fifth-grade boys, reported images of smokers were
more likely to match advertising images of smokers
among those is ho had tried a cigarette than among those
who had never tried cigarette s

Barton et al (1982) asked 6th and 10th-grade stu-
dents to evaluate slides of peer models posed with and
without cigarettes Children in both age groups rated
smoking models as being less healthy, more foolish,
tougher, poorer at schoolwork, more sociable, more os-
tentatious, and more disobedient than nonsmoking mod-
els Grube et al (1984) subsequently reported that both
smokers and youth who intended to smoke were more
likely than nonsmokers to have self-images like the im-
ages they attributed to smokers McCarthy and Gritz
(1984) found that among 6th-, 9th-, and 12th grade boys
and among 12th-grade girls, a correlation of ideal self-
image to advertising images of smokers was associated
with intentions to smoke

Students in 11 seventh-grade classes in a working-
class area of Pasadena participated in a study (Burton et
al 1989) that investigated attributes of four categories of
images self, ideal self, smoker, and cigarette ad A
random sample of 122 students were asked to use a six-
point scale to rate four attributes (healthy, wise, tough,
and interested in the opposite sex) in responding to four
questions (1) "What sort of person are you?", (2) "What
sort of person would you like to be?', (3) "What sort of
person is a smoker'", and (4) "In billboards, magazines
and other advertisements, smokers are made out to b e
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what?" Intention to smoke was assessed by the question,
"Do you think you will ever smoke cigarettes in the
future?" to which there were six possible responses .

Subjects who had small differences between their
self-image and their image of smokers, and those who
had large differences between their self-image and their
ideal self-image, were found to have greater intentions to
smoke . These findings can bear closer scrutiny . Smok-
ers' images received relatively low scores from all stu-

dents, but to a lesser extent among students who had
greater intentions to smoke . Since these students had
also assigned themselves lower self-images than their
peers, they were that much closer to the image scores
they assigned to smokers . Also worth elaborating is the
observed relationship between greater intention to
smoke and greater disparity between self-image and
ideal self-image : students intending to smoke assigned
themselves lower scores for both images than did their
peers . The authors conclude that youth with relatively
low self-concepts who do not perceive themselves as
being particularly healthy, wise, tough, or interested in
the opposite sex may be drawn to smoking as a way of
enhancing their low self-image, especially since smoking
has been consistently associated with these attributes
in advertising.

Ina study conducted in 1991 (Burton, Moinuddin,
Grenier, unpublished data), 239 black and white sev-
enth- and eighth-grade students in Chicago were asked
to rate on a five-point scale their self-image and their
ideal self-image according to 13 attributes. Some at-
tributes (such as "special" and "important") were promi-
nent in both scales ; other attributes that were highly
rated in one image scale were much lower in the other .
The attributes that revealed the largest discrepancies
between ideal self-image and self-image were "good-
looking," "sexy," "tough," and "athletic ." The same
students were also asked to indicate on a three-point
scale how much they would want to buy a given prod-
uct . When responses to the two sets of questions were
compared, having "sexy" as an ideal self-image at-
tribute was associated with expressing an intention to
purchase Camel cigarettes, and having "tough" as an
ideal self-image attribute was associated with express-
ing an intention to purchase Marlboro cigarettes .

The image attributions of adolescents described in
this set of studies suggests a mechanism of smoking
initiation (Figure 3). The visual images in advertise-
ments may thus serve to shape the ideal self-image of this
impressionable audience, since the ads may portray at-
tributes that children and adolescents would like to have .
The greater the discrepancy between their self-images
and their ideal self-images, the more likely these young
people are to try to make their self-images more like their

ideal self-images (e .g ., by "buying into" an improved
self-image through responding with the purchase in-
vited by the ads) .

In commercial advertising theory, this notion in-
forms imagery-advertising conceptualization, which pre-
sumes that the need for consistency or balance will
motivate an individual to try to close the gap between
self-image and ideal self-image (McGuire 1989) . This
con-ceptualization entails an active striving to make the
self-image more like the ideal self-image, and not the
other way around. Imagery-advertising conceptualization
is most compatible with identification theories (e .g ., role
theories, reference-group theories, and self-presentation
theories) that stress the need to expand identity by adopt-
ing distinctive thoughts, feelings, or actions (McGuire
1989) . Thus, the teenaged girl who responds to a Virginia
Slims advertisement that portrays independence is moti-
vated to buy and use the product in order to enhance her
sense of independence.

Young People's Misperceptions of Smoking
Prevalence and Implications for Tobacco Use

In contrast to the image-advertising model de-
scribed above, the model in Figure 4 is not concerned
with the content of cigarette advertisements, but instead
with the pervasiveness of the ads. According to this
conceptualization, the pervasiveness of cigarette ads leads
youth to overestimate the prevalence of smoking and to
consider smoking as normative . Studies have consis-
tently reported that adolescents overestimate the preva-
lence of cigarette smoking (Johnson 1982 ; Chassin et al.
1984) ; moreover, those who smoke overestimate smok-
ing prevalence to a greater extent than do nonsmokers
(Sherman et al. 1983; McCarthy and Gritz 1984) . Over-
estimating smoking prevalence has been found to be
among the strongest predictors of smoking initiation and
acquisition (Chassin et al . 1984; Collins et al . 1987; Sussman
et al. 1988; see "Perceived Environmental Factors" for

smoking in Chapter 4) .
Burton et al . (unpublished data) examined the rela-

tionships among cigarette advertising, estimates of smok-
ing prevalence, and intentions to smoke . Children in
Helsinki, Finland, where there has been a total tobacco
advertising ban since 1978, were compared with children
in Los Angeles, where tobacco is advertised in various
print media and through promotional activities . Because
the Finnish children may have been exposed to tobacco
advertising through foreign magazines or through trav-
eling to other countries, the study is characterized as
comparing pervasive vs . occasional exposure to adver-
tising . Classroom samples of 477 Helsinki students and
453 Los Angeles students-aged 8 through 14 years in
both samples-whose lifetime cigarette use consisted o f
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Figure 3. A model of smoking initiation : cigarette advertising as a shaping force of an adolescent's ideal
self-image

Cigarette advertising

Images of smokers

Ideal self-imag e

If ideal = self-image

No change in behavio r

y

Less risk of initiation
of smokin g

Source. Burton,Moinuddm, Grenier (unpublished data )

no more than a puff of a cigarette were asked how many
of their peers and how many adults smoked . Respon-
dents were also asked whether they had ever seen a
cigarette ad and when an ad was last seen

Los Angeles youth were more likely than Helsinki
youth to overestimate the prevalence of peer smoking
(a 417 percent overestimate vs . a 150 percent one) and of
adult smoking (319 percent vs . 173 percent) . Both be-
tween countries and within the Los Angeles respon-
dents, reported cigarette advertising exposure was
positively related to the amount of overestimation of

both adult and peer smoking prevalence Overestimates
of smoking prevalence were found to be positively re-
lated to intentions to smoke . Interestingly, self-reported
exposure to cigarette advertising and intentions to smoke
had a direct relationship beyond that mediated by
misperceptions of smoking prevalence .

Ina recently published study of seventh- and eighth-
graders, Botvin et at. (1993) found that exposure to ciga-
rette advertising in periodicals and newspapers was
predictive of current smoking status Adolescents with
high exposure to cigarette advertising were significantl y
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Figure 4 . A model of smoking initiation: effect of cigarette advertising on perceptions of smoking
prevalence among adults and peers

Perceived
percentage of
adult smokers

Exposure to cigarette
advertising

Intentions to
smoke

Perceived
percentage of
peer smokers

Source. Burton et al (unpublished data )

more likely to be current, past-day, past-week, or past-
month smokers than were those with low exposure to
cigarette advertising. Significant associations were also
found between exposure to cigarette advertising and
students' estimates of smoking pre% alence among their
peers and among adults.

Studies have been equivocal concerning the rela-
tive importance of overestimates of peer smoking com-
pared with overestimates of adult smoking . The general
interpretation is that normative influences are operative
in both cases; that is, smoking is more or less misperceived
to be a usual and appropriate behavior. It also has been
suggested that overestimates of adult smoking serve to
increase the symbolism of smoking as a desired, adult
behavior ; smoking therefore acquires greater meaning to
an adolescent in transition to adulthood .

Discussion

Even though the tobacco industry asserts that the
sole purpose of advertising and promotional activities
is to maintain and potentially increase market shares of
adult consumers, it appears that some young people
are recruited to smoking by brand advertising . Two

sources of epidemiologic data support this assertion .
Adolescents consistently smoke the most advertised
brands of cigarettes, both in the United States and else-
where (McCarthy and Gritz 1984; Baker et al . 1987;
DiFranza et al . 1991) . Moreover, following the intro-
duction of advertisements that appeal to young people,
the prevalence of use of those brands--or even the
prevalence of smoking altogether-increases . This as-
sociation was seen among adolescent females after the
1968 introduction of the Virginia Slims brand; smoking
prevalence among adolescent females nearly doubled
between 1968 (8 percent) and 1974 (15 percent)
(USDHHS 1980) . A similar associated increase was seen
for smokeless tobacco use among adolescent males
after a major advertising and promotional campaign in
the 1970s focused on "beginners" (Tye, Warner, Glantz
1987) . More recently, Camel's Old Joe advertising cam-
paign appears to have substantially increased the
brand's market share among persons less than 18 years
old (DiFranza et al. 1991) .

Advertising and promotional activities also appear
to influence nsk factors for adolescent tobacco use, even
if this is not the intention of the tobacco industry . Thes e
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psychosocial risk factors-having a low self-image,
attributing positive meanings or benefits to smoking,
and perceiving smoking as prevalent and norma-
tive-strongly predict smoking intentions and smok-
ing onset.

In several countries, concern about the health con-
sequences of smoking and the potential influence of
advertising on consumption has prompted a nationwide
ban on tobacco advertising (UK Department of Health
1992) . In 1975, Norway banned all tobacco advertising,
sponsorship, and indirect tobacco advertising . In 1977,
Finland banned all forms of tobacco advertising . Canada
introduced a ban in 1989 on all tobacco advertising,
sponsorship, and indirect advertising of Canadian ori-
gin. New Zealand introduced a ban in December 1990 on

advertising in print media originating in New Zealand,
on advertising in posters, and on sponsorship of sports .
Although the bans in Canada and New Zealand have
been relatively recent, the current evidence indicates that
these actions have had a significant effect on consump-
tion in each of the four countries (UK Department of
Health 1992) . In each case, the banning of advertising
was followed by a decrease in smoking rates that per-
sisted even when controlled by changes in other factors,
such as price . These studies focused on total cigarette
consumption; although the bans appear to have influ-
enced smoking rates among young people in Canada
and Norway, more specific data concerning young people
are forthcoming.

Conclusions

1 . Young people continue to be a strategically impor-
tant market for the tobacco industry .

2 . Young people are currently exposed to cigarette
messages through print media (including outdoor
billboards) and through promotional activities, such
as sponsorship of sporting events and public enter-
tainment, point-of-sale displays, and distribution
of specialty items .

3. Cigarette advertising uses images rather than infor-
mation to portray the attractiveness and function of
smoking . Human models and'cartoon characters in
cigarette advertising convey independence, health-
fulness, adventure-seeking, and youthful activities-
themes correlated with psychosocial factors that
appeal to young people .

4 . Cigarette advertisements capitalize on the disparity
between an ideal and actual self-image and imply
that smoking may close the gap .

5 . Cigarette advertising appears to affect young people's
perceptions of the pervasiveness, image, and func-
tion of smoking . Since misperceptions in these areas
constitute psychosocial risk factors for the initiation
of smoking, cigarette advertising appears to increase
young people's risk of smoking .
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