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THE FUNCTIONS AND MANAGEMENT OF CIGARETTE ADVERTISING 

Statement of Purpose. My training is in marketing management and consumer behavior. My teaching 

and consulting applies this knowledge to advertising strategy and tactics. My recent research writing has 

focussed on the history of advertising and its social impacts. 

My purpose in this report is to review the role of advertising in cigarette marketing so as to 

provide [a] definitions and descriptions of advertising and promotional management terminology, [b] an 

historical perspective on advertising's impacts, and [c] a systematic understanding of the processes and 

outcomes of advertising management in the contemporary period. 

Definition and Functions of Advertising,, The world of advertising is immensely diverse in styles, 

forms and functions. This diversity results from the range of human enterprise, the heterogeneity of 

consumers, the variety of situations for advertisers, the multiple advertising media, the several possible 

purposes for advertising, and the creativity of the professional creators of advertising. What this diversity 

shares is the identified sponsor and the sponsor's ultimate interest in inducing sales. Advertising is the 

professional execution of commercial communications. 

Advertising has been defined by the leading Canadian text and the American Marketing 

Association, as "Any paid form of non-personal presentation and promotion of ideas, goods or services 

by an identified sponsor" [Darmon and Laroche 1984; Report of Definitions Committee, Journal of 

Marketing. Vol. 13 #2]. It is derived from the Latin advertere, meaning to turn (the mind). Promotion, 

meaning to move forward or advance, refers to the sales purpose of advertising activity. The terms have 

considerable overlap in meaning, and many authors use the terms in combination or interchangeably. 

When distinctions are made, promotions are the more short term merchandising activities aimed at 

immediate sales and consumption such as coupon distribution, sampling, refunds, contests, discount 

packaging, or offers of premiums and prizes. Advertising, in contrast, often has goals aimed at sales 

generation in the longer term, through inducing more gradual change of public awareness, perceptions, 

attitudes, or images. 

A leading textbook (Rothschild 1988, p8) elaborates: "Advertising is salesmanship, and it is paid 

for by a firm, a person or a group with a particular point of view. The message advocates that point of 

view, and its goal is to create awareness, attitude, or behavior that is favorable to that advocacy position. 

The message attempts to inform and to persuade; it is intentionally biased, and there is no intent to 

present a balanced point of view." 

While the generation of sales and profits is the only ultimate justification for corporate advertising 
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spending, the goals of advertising are often defined in terms of intermediate goals and stages instrumental 

to ultimate sales. Advertising and consumer behavior texts [e.g. Darmon and Laroche 1984; Kindra, 

Laroche and Muller 1989] talk, for example, about advertising to promote consumer awareness, interest 

and desire, to place a brand in consumers' memories, or to change consumer attitudes and images in 

various ways. Advertising seeks to enhance the consumers* perceptions of the product. It chooses words 

and pictures carefully to glamourize the product and its users, and to induce purchase and consumption. 

Advertising Strategy. Why do firms advertise? The obvious and most general answer is that firms 

advertise because it is profitable for them to do so. Firms spend budgets on promotional efforts if, and 

only if, they believe that the benefits (long term profits) from that spending outweigh the costs. 

The selection and creation of specific advertising media and messages will depend on a situational 

analysis, the nature of the target audience, and the specific goals of each component in an ad campaign. 

Different situations, such as the brand history, the competitive circumstances, cost constraints, or the 

product advantages may determine strategy. So too may knowledge of the target audience's age, brand 

awareness, income, attitudes, product experience or predispositions. Advertising could seek awareness 

(curiosity or reminder), attitudinal change (images and beliefs), changes in affect (feelings), or action 

(buying or consuming). Different audiences and goals suggest different tactical choices in messages and 

media. 

Advertising creative strategy must specify at least the target market (audience), the essential and 

supporting message ideas, and the tone and style of the advertising. This strategy statement, also known 
a 

as a5copy platform, briefs the creative staff of the advertising agency; the copywriters and art directors. 

Notable in most advertising creative guidelines is the emphasis on the visual component of the ads. The 

so-called "lifestyle" advertising provides imagery that is rich in connotations. The choice of models, 

settings and activities can not only display attractive people as consumers of a brand, but can also display 

attitudes, emotional experience, social status, etc. 

Media plans allocate available budgets to the purchase of space or time in the many alternative 

media. Budgets must be set for research, ad production and media buying. Full service advertising 

agencies can assist in all aspects of a firm's promotional efforts, although specific functions like research 

execution and public relations are sometimes contracted out. 

The Role of Research* Research plays an important role at every stage of the advertising planning 

process. It guides the strategic choices and tactical executions. A great variety of research techniques 
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are commonly used, ranging from interviews and small group discussions to large surveys; from paper 

and pencil questionnaires to high technology covert observations. These can provide many benefits, such 

as analyses of the various population segments, psychological insights and profiling of target consumers, 

pre-testing of alternative advertising concepts, shaping advertising media plans, verifying the attention 

getting power of advertising visuals, determining the impressions created by the visual imagery, and 

testing the impact of an ad or campaign after deployment 

The heterogeneity of consumers leads the manufacturers to want to identify subsets who share 

similar patterns of social and political attitudes, lifestyle, product use and brand preference. The greater 

homogeneity of these subsets, known as market segments, permits more efficiency in target marketing 

and advertising, although the results are always approximate and imprecise. Segmentation can be 

attempted based on various types of data. Historically, market segmentation was often based on 

demographic information, partitioning the market, for example, along dimensions such as age, or income 

or geographical region. Demographic analysis, however, is crude and produces little insight compared 

to modern analysis based on personality, attitudes, social images and other aspects of consumer 

psychology and behavior. 

The results aid strategic decision making in the positioning of various products offered, the 

overall strategy being to offer a great variety of products so that each consumer can find a product that 

seems almost custom made for his or her self image and lifestyle. Consumer research helps identify ways 

of "positioning" the product so that the ad target audience will perceive it as meeting their needs, fitting 

their self image and attractive. 
f Depth of knowledge about the characteristics and behaviors of these segments facilitates the many 

choices involved in promotional and marketing programs: decisions about brand imagery, media 

selection, role portrayal in advertising, packaging design, pricing, distribution policy, advocacy 

advertising, promotional methods, or types of sponsorship. 

The Limitations of Segmentation* Segmentation, while far more efficient than treating the market as 

an undifferentiated mass, it is far from perfectly efficient. It is still an imprecise analytic framework, 

providing an operational approximation. If a marketing and advertising program is developed against a 

target market segment defined as young males, for example, it describes these target people in average 

terms. In both its conception and execution, the marketing and advertising plan would target and impact 

all young males, smokers and non-smokers alike, and may also affect others not necessarily targeted by 

the program. 
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Segmentation is an analytic approximation for at least four fundamental and unavoidable reasons: 

[1] Different data bases define segments in different complimentary terms, with no one approach clearly 

superior or sufficient; [21 Not all consumers can be unambiguously classified into identified segments; 

[3] Within any segment there will remain considerable individual variation in circumstances, personality, 

etc., especially on those aspects not utilized in the definition of the segment clusters; and [4] It is 

impossible to implement a marketing and advertising program exactly along segment lines. 

When a marketing plan is designed and deployed, it is unable to deliver all of that segment and 

only that segment. The insights gained by segmentation analysis, consumer research, pre-testing of 

advertising, or other research tools, permit definition of target market segments that are meaningfully 

different from one another. Thus messages can be designed to be highly likely to be of especial appeal 

to targets, and media can be chosen that are highly likely to reach targets. Nonetheless, the messages 

and media inevitably reach many other members of the population, and are unsuccessful in reaching every 

last member of a target segment. 

THE ROLE OF ADVERTISING IN DEVELOPING THE CIGARETTE MARKET 

An Historical Perspective is Essential. Only a long term historical perspective allows for the full 

appreciation of advertising's impacts. Many of advertising's major effects are gradual and cumulative 

over time, effecting psychological changes such as attitudes and images. The total impact of advertising 

cannot be seen and appreciated in studies with a short time focus, such studies of a single campaign or 

a single ad. 

The Importance of Advertising. Before the first major publicity alleging serious health effects from 

smoking, the industry and its analysts were quite public in expressing their convictions that advertising 

was very important in cigarette marketing, and that the large advertising budgets of cigarette firms 

ultimately paid off handsomely in obvious market growth. 

Despite the development of mass production technology in the late 19th century, it is not until 

the first multi-media national advertising campaigns that a mass market emerged for cigarettes. The first 

such campaign was in 1914 for the Camels brand, and it involved a heavily financed product launch and 

the simultaneous use of newspapers, magazines and billboards, called "humping." Camel advertising was 

soon appearing in "newspapers and magazines from the Jewish Forward to the Wall Street Journal and 

to most other publications with any circulation worth mentioning." [Tilley 1985: 221-3] 
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The importance of advertising in the overall corporate strategy and marketing mix is evidenced 

by the fact that, from the early days of national campaigns, the principals in the major firms were 

personally involved in the advertising analysis and decision making. Both George Washington Hill, who 

inherited the American Tobacco Co., and RJ.Reynolds himself, retained personal control over the 

advertising budgets and plans. [Gunther 1960, pl63ff: Tilley 1985, p291, 343] 

The major firms were each spending over $40 million a year even in the Depression. [RJ.R. 

Tob. Co. et al v. U.S., Brief for Appellants, docket no. 9139, 6th Cir., 1944, as cited in Tilley 1985] 

The R. J. Reynolds Company historian recently wrote: "The years 1925-40 saw a tremendous growth 

in (cigarette) advertising nationwide ... the Company's (RJReynolds) expenditures and those of its of its 

major rivals were extraordinary, reflecting the apparent agreement on the necessity of large scale 

advertising to fuel expansion" [Tilley 1985, p205]. 

This substantial spending bought advertising in many media, conventional and unconventional. 

Print media were, of course, heavily used. A 1931 Camel campaign, for example, was run in 1,700 

daily papers, 2,300 weeklies, and 400 financial and college periodicals. Billboards were commonly 

employed, despite the cost of $4,000 per month for prime urban locations [Tilley 1985, p335, p342]. 

Lucky Strike, when it hired radio commentator Walter Winchell, promoted his news show on 45,000 

billboards in 18,886 communities [Bernays 1965]. Cigarette companies pioneered on radio in 1928 and 

sponsored multiple shows, including many featuring popular music such as Hit Parade, "Lets Dance," 

and the "Camel Caravan," featuring Toronto's Glen Gray and the Casa Loma Orchestra [Fox 1984; 

Lewine 1970; Tilley 1985, p342-3]. Using other emergent technologies, planes were hired to write brand 

names in letters a mile high and to boom amplified slogans at pedestrians from the sky [Wood 1958; 

Rheinstrom 1929]. Press releases in the thousands were distributed to influential people [Bernays 1965, 

p375]. 

Through sponsorship of various popular radio programs, their stars and cinema personalities, the 

cigarette firms obtained an association with glamour. This developed a persona or image of their brands, 

corporations and smoking in general. Various campaigns featured celebrities of radio and movies, sports 

stars and society elites, previewing the modern sponsorship of music concerts, art exhibitions and sports 

tournaments. 

Wall Street analysts joined the advertising trade press and the tobacco industry leaders in viewing 

cigarettes as the best example of the power and investment value of advertising. Printers' Ink [Aug. 28, 

1930, p52], then the leading trade journal of the advertising industry, referred to "the one feature which 

has contributed more than any other single factor to the enormous growth of the cigarette industry -
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advertising." Seven years later the conclusion still stood. "The growth of cigarette consumption has, 

itself, been due largely to heavy advertising expenditure" [Weld 1937, p70]. The first of an annual series 

of financial analyses of the industry described it as a "glowing testimonial to the power of advertising ... 

these firms have not only out spent but also have out earned any others ... tobacco tycoons ... are loudest 

in their praise for the part advertising has played" [Wootten 1941]. The head of American Tobacco, 

George Washington Hill, said: "The impetus 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 1950, pl37] 

The Development of the Female Segment, Early in the modern era, cigarette firms showed their ability 

to target and develop specific market segments. A segment of early importance was that of women. In 

the 1920s, cigarette smokers were predominately males, but the industry recognized females as a large 

and potentially lucrative market segment to develop. 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. 

American Tobacco hired ad man A. D. Lasker (Lord & Thomas) because of his success with the 

delicate problem of advertising sanitary products (Kotex) to women. He started the cigarette campaign 

with an adverting budget of $400,000, but this grew to $19,000,000 by 1931. This supported a campaign 

featuring women whose selling idea was that smoking was an aid to weight control. This was 

communicated with the slogan: "Reach for a Lucky Instead of a Sweet." The ad agency handled a grand 

total of over $180,000,000 in cigarette ad spending over the years, accounting for 58% of the agency's 

billings, and making the agency the nation's largest for a while [Gunther 1960, pl63ffj. 

American Tobacco viewed the potential female market as "like opening a gold mine right in our 

front yard" [Bernays 1965, p383-6, 395]. Through Edward Bernays, the nation's most famous PR 

consultant, they hired A, A. Brill, a psychoanalyst who advised that "cigarettes are symbols of freedom" 

[Ibid]. In the late 1920s, Bernays organized women smokers to smoke in public in New York Easter 

Parade with placards identifying their cigarettes as "torches of liberty." Photos and articles were 

distributed to small town newspapers across the nation. [Schudson 1984] This public relations activity 

Bernays called "The Engineering of Consent." "I drew up a comprehensive blueprint, a complete 

procedural outline, detailing objectives, the necessary research, strategy, themes and timing of the planned 

activities" [Bernays 1965, p390]. 

Of course advertising, too, increasingly portrayed and aimed at women. Direct targeting began 
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in 1926 with a Chesterfield ad with young woman saying "Blow Some My Way" [Howe 1984]. This 

precipitated an outraged outcry from the public, but the envy and imitation of other cigarette marketers 

[Wood 1958]. One early campaign encouraged reaching for a cigarette "instead of a fattening sweet." 

Later various continuing campaigns targeted and featured women: famous Hollywood movie stars, Miss 

America, women in heroic WWII roles, mothers (for Mother's Day), and brides. 

The consumption of cigarettes by women climbed dramatically. The U.S. Tobacco Journal 

estimated that only 5% of the market were women in 1924, but by 1929, women were smoking 14 billion 

cigarettes, about 12% of total. [Termant 1950, pB6] By 1950 nearly 40% of adult women in the U.S. 

were smokers [Howe 1984]. In Canada, the latest estimates are that 11 % of women 19-25 years old were 

smoking in 1935, and this climbed in succeeding decades to 20%, then to 31%, then to 36% and then 

to 48% by 1975 [Ferrence 1988, Table H]. 

The Emergence of a Concerned Segment, The hallmark event for the first so-called 'health scare' was 

the publication of "Cancer by the Carton" by the Reader's Digest in December 1952. The industry 

responded to the growing public health concern with a variety of tactics. [For more details see Pollay 

1988] Advertising expenditures were increased substantially, rising by 178.7% between 1950 and 1960. 

"So pervasive is cigarette advertising that is virtually impossible for Americans of almost any age to avoid 

cigarette advertising." One TV show sponsorship alone, the Beverly Hillbillies, reached an estimated 

40% of teenagers and 28.8% of children of ages 2-12 [FTC 1964, p43-50]. 

Much of the spending was for king sized and filtered products introduced with advertising visuals, 
i 

slogans and assertions that seemed to many to claim or imply heaithfulness. In so doing they explicitly 

acknowledged the health problem and created a competitive interplay known as the "tar derby" [Calfee 

1986]. Filters were launched with dramatic announcements featuring "news" about scientific discoveries, 

modern materials, research and development breakthroughs, certification by the United States Testing 

Company, "miracle tip filters,M "thinking man's filter," descriptions of "20,000 filter traps" or filters 

made of activated charcoal, "selectrate," "millecel," "cellulose acetate" or "micronite" that were variously 

described as "effective," "complete," "superior." [FTC 1964, p59-69, Tables 16, 17]. 

The industry analysts [Fortune 1953; Business Week 1953a] and motivation researchers [Cheskin 

1967; Day 1955; Dichter 1964; Martineau 1957; Smith 1954] counseled the industry that this emphasis 

on explicit health appeals kept the health problem alive in people's minds. While such a direct response 

"may offer some reassurance to the inveterate smokers, but they do utterly nothing to widen the market 

...to make smoking seem reasonable, justifiable, and highly desirable." [Martineau 1957, p65] 
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The recommended course of action was to de-emphasize direct health assertions softening the 

language. Health communication became less explicit, and became implicit in the presumed benefits of 

filtration. Langauge became "light," with reference to filters and smoke that was "pure," "clean," "soft," 

"mild," "natural," or "fresh." 

Advice also suggested emphasizing the visual image, with the best known of these image based 

campaigns probably the Marlboro man, who was introduced in this era [Burnett 1958, p43]. Visuals 

began increasingly to show "pictures of health," young adults engaged in vigorous and robust behavior 

often in pure, pristine and totally unpolluted environments. Before long, even smoke itself all but totally 

disappeared from cigarette advertising visuals. 

In 1960, a voluntary ban on tar and nicotine claims lead to advertising featuring "radiantly healthy 

couples" [Calfee 1986]. The advertising trade press noted that the peaceful scenic values of "beaches, 

ski slopes and languid lakes ... is a formula that works, as all time high sales show" [Printers Ink I960]. 

Cigarette smoking among teenagers grew some 40% in the early 1960s, which Fortune magazine linked 

to their observation that "Cigarette ads often portray and seem to be pitched directly at young people." 

[Fortune 1963, pl20] 

The FTC agreed, noting 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 substantially and not merely incidentally or insignificantly, composed of non-adults .•, 

Whether or not the cigarette industry has deliberately attempted to exploit the large and vulnerable youth 

market, its advertising, in emphatically reiterating the pleasures and attractions of smoking without 

disclosing the dangers to health, has exercised an undue influence over the large class of youthful, 

immature consumers or potential consumers of cigarettes." [FTC 1964, pi 10-112] 

Another surge in the 'health scare' occurred in 1964 with the publication of the first Surgeon 

General's report. In January of 1965 the National Association of Broadcasters began administering a self-

regulatory cigarette advertising code. Also in 1965, the U.S. Congress passed a Cigarette Labeling 

Advertising Act which required a package warning, but not one in the advertising. Both the code and 

the act were subject to heavy criticism as ineffective dealing with the problem, with criticism coming 

from industry insiders as well as observers and policy makers, [eg. 1969 FTC Annual report; Baker 

1968; Whelan 1984; Drew 1965; Fritschler 1969; Miles 1982; Pertschuk 1982; Whiteside 1975] 

U.S. cigarettes continued to be heavily advertised on radio and TV in the mid 1960s. RJReynolds 

alone sponsored 21 different TV shows [Miles 1982]. Anti-smoking spots begin appearing on TV after 

the Federal Communications Commission applied the "equal-time' Fairness Doctrine. The 1968 FTC 
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report counted 296 cigarette ads on 73 programs in just January of that year. It estimated, based on 

audience exposure data, that TV alone would produce over 60 commercial exposures a month for the 

average teenager, and that smoking ad exposures would outnumber antismoking education spots by almost 

17 to 1. Both cigarette ads and the "equal time" anti-smoking spots disappear from the American 

airwaves Jan 2, 1971. Canada soon followed suit. 

CIGARETTE ADVERTISING IN THE CONTEMPORARY ERA 

Situational Analysis. By the 1970s, health authorities in the U.S., Canada and many other countries had 

issued official reports, school education programs had begun, warnings were appearing on packaging and 

advertising, and advertising was no longer appearing on radio and television except through sponsorship 

references. 

The growing public consciousness and concern about the health consequences of smoking 

constituted a major threat to the economic welfare of the cigarette firms. Health concerns could increase 

quitting rates and reduce the volume of new starters beginning to smoke in each year. Even content 

smokers are subject to reminders that their smoking is offensive to others or risking their health. These 

reminders and reflections produce what psychologists and consumer researchers call cognitive dissonance, 

sets of internally inconsistent, conflicted attitudes. One of advertising's common functions is to reassure 

existing consumers that they have done the right thing, therefore reducing this cognitive dissonance. 

"There is little doubt that the constant reminders of a posible association between smoking and 

health has had and will have a long term detrimental effect on the cigarette industry. The future long 
* 

term' effects of anti-smoking publicity will most likely be seen in a continuing reduced incidence and 

frequency of smoking rather than brand switching." [TTL Doc. #165: 1971 Matinee Marketing Plans.] 

Cigarette firms now face a market where many smokers are questioning their 'habit' for health 

and economic reasons. The present anti-smoking climate has made smokers defensive about smoking 

both to themselves and to others. "These attitudes result in smokers requiring some reassurance about 

the social acceptability of smoking." [RJR Doc, 291: TEMPO, MRD-056, 1986; 80028 6281] 

The threat from health concerns of smokers and would-be smokers is exacerbated by the 

contemporary strong interest in health and fitness. "We believe that the qualitative level of smoker's 

distress is escalating. This direct pressure is complemented by the fact that Canadians are increasingly 

obsessed by lifestyle. Spearheaded by a baby boom generation that is committed to living forever and 

is feeling the first twinges of age, the population is increasingly turning from alcohol, dietary fats, low 

exercise, etc. The fundamental indictment of tobacco is compounded by the current social environment." 
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[ITL Doc. 202: Overall Marketing Conditions, F'87, p8] 

Advertising of maximal effectiveness for the firms and industry would (a) reinforce current 

smokers, inducing them to continue smoking rather than quit, and/or (b) attract starters. If these are not 

accomplished, the inter-brand competition over market share would divide a rapidly shrinking total sales 

volume. 

Research Sophistication. The potential impact of cigarette advertising was greatly enhanced by careful 

research to identify the effective appeals and executions, leaving nothing to chance or misguided 

judgement. The cigarette industry has long employed state of the art market research activities in support 

of its advertising decisions. A Canadian firm, unnamed, showed that Canadian firms had as much 

research motivation and sophistication as the U.S. firms. It supported a large university study to find 

personality correlates with cigarette brand preferences. Because of its methodological sophistication, 

highlights were reported in the academic literature. Its principal finding was that "the relationship 

(between personality and preferences), .was particularly marked among the working class respondents with 

low self-confidence" (Fry 1971, p302). 

The amount and variety of research effort done to aid the advertising and promotional process 

for cigarettes is considerable. The techniques range from the pedestrian to the esoteric, from simple 

questions and discussion to elaborate large surveys, to high technology observation devices. Most of the 

studies seek insight into the psychological dynamics of potential consumers, and their perceptions, 

interpretations and recall of advertisements. The consumer research identifies the needs, interests and 

concerns of target audiences so that advertising can "position" the product offering in terms that the target 

audience will find relevant and appealing. 

Even apparently small factors are researched in great detail. A pre-test of creative work for a 

single medium, like outdoor billboards, can lead to reports presenting several hundred pages of tables of 

data. For a medium like outdoor billboards, experiments would expose subjects to various ads for 

fleeting glimpses using a tachistiscope. After subsequent data gathering, longer exposures might be 

provided an additional data gathered. [ITL Doc. 29: MRD 77-010, Outdoor Advertising Effectiveness 

Pretest] 

The evaluation of a single ad can lead to a report of nearly two hundred pages. An ad is assessed 

against benchmark data, for performance on factors like: Impact; Day-After-Recall; Persuasion; 

Supportive Qualitative Communication and Comprehension; Product and User Imagery Communication 

and related diagnostics. [RJR Doc. 109: Export A "Trucker" - MRD #80-008, pp.80029 2793 to 2924] 
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Multiple research resources and perspectives are employed for a single brand. Imperial Tobacco 

pursued projects Huron and Erie during the early 1980s investigating the market feasibility of a product 

that blended American and Canadian tobacco, which culminated in Player's Special Blend and Player's 

Special Blend Light. The target market for Project Huron was "principally young males 15-25" fTTL 

Doc. 82: Project Huron Description, p6, and many other Huron documents]. The extensive research was 

done on this target population, and their reactions to prototype recipes, packaging, brand positioning, 

advertising, and reasons for quitting the brand after sampling. At least thirty three (33) different studies 

were executed in a four year period (1982-1985), employing at least six (6) different outside research 

contractors: Adcom Research; Centre de Recherches Contemporaines Limitee; COGEMInc. Marketing; 

Groupe Innova; Kwechansky Marketing Research; and Realities Canadiennes. fTTL Doc. 118: Study 

#M85-503Q] 

RJRMI shows a similar thoroughness in its use of research. [Studies below described and cited 

in RJR Doc. 330: McDonald Select Long Term Advertising Direction]. The market research activities 

begin with a relatively qualitative study of a few subjects, identifying their desired self-image, and 

exploring their reactions to concept boards (sketches of ads), packaging. [MRD 80-065; p80059-4348] 

This is followed by more in-depth interviews with a larger and more representative sample, testing the 

attractiveness of the brand "positioning," and obtaining further direction for creative development. [MRD 

80-079; p80059-4352] Additional in-depth interviews would probe for consumer reactions to alternative 

advertising art work, repeating this sort of research at various stages as the art work developed from 

rough to more finished quality. [RJR Doc. 322, 305, 304: MRD 81-022 & 024 & 042] A new product 
i 

will ̂ almost always be marketed first in a local test market, to fine tune the marketing strategy before 

national launch. Tracking studies would begin to follow the evolution of the advertising's success at 

gaining brand awareness, the trial purchasing, the market acceptance or rejection among various groups, 

the brand loyalty and repeat purchase patterns. [MRD #82-016:p80059-4382] 

Segmentation Analysis, The research and resulting "positioning" for specific brands occurs in the 

context of the firm's understanding of the segmentation structure of the entire market, and the overall 

product mix strategy - the development of product "positions" for the various market segments that may 

exist. The RJRMI "Family Segmentation: Segment Descriptor Study" [RJR Doc. 4: p.80060 2269 to 

2330] illustrates the types of data generated, the analytical procedures employed, and the insights obtained 

in segmentation analyses. This document is a summary set of descriptive exhibits based on the 330 paged 

"Multi-Brand Tracking, Brand Family 8c Smoker Segmentation" [RJR Doc. 57] prepared by ABM 
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Research Ltd for RJRMI [p80059 6079 to 6411]. This research effort uses three complementary 

approaches in the effort to segment the cigarette market. 

The first approach to identifying segments measured how various brand were perceived by 

collecting data for sixteen (16) brand families across a series of twenty four (24) "product user imagery 

statements." Subjects indicated, on a seven point scale, the extent to which a brand and/or brand user 

was or was not perceived to have various attributes. Attribute items included: modern person, sociable 

person, likes challenges, sophisticated, intelligent, self-assured, adventurous, independent, well-off, city 

dweller, younger, and popular. These image data "were subject to a perceptual mapping operation which 

enabled us to identify five family clusters or segments" [RJR Doc. 57: p6081]. These were labelled with 

identifiers such as "masculine* (for Player's and Export A), "popular/urban" (DuMaurier) or "concerned" 

(e.g. Vantage). 

The second approach, called "tobaccographics," clustered consumers based on data showing 

reactions to twenty eight (28) statements reflecting attitudes toward smoking. Sample statements included: 

"I smoke automatically without being aware of it; In general, you are more acceptable to people if you 

don't smoke; There are brands of cigarettes I wouldn't smoke because of what others might think; If 

a number of my friends smoked a particular brand, I might consider switching to it, and; I pay attention 

to what is said in cigarette advertising" [RJR Doc. 4: p2277]. This data, when analyzed simultaneously, 

also yielded five clusters of about equal size. These segments were identified as "Experimenters, Latent 

Quitters, Unselective Habituals, Selective Habituals and Ostriches." "Latent QuittersM were characterized 

as: "Do not enjoy smoking; claim to be habitual smokers; are health concerned; and brand loyal." 

"Ostriches" are those who "are not health concerned; are not concerned about non-smokers; enjoy 

smoking; are not experimental and have strong commitment to (their) regular brand" [RJR Doc. 4: 

p2279]. Half (48%) of the "Ostriches" are in Quebec. They are the least well educated and have 

relatively low household incomes. Some 39% of "Ostriches" smoke Export A or Player's, but only 1% 

smoke brands like Vantage, Accord, Medallion or Viscount [RJR Doc. 4: p2280j. 

The third effort to identify segments clustered consumers based on their answers to seventy four 

(74) statements dealing with attitudes towards life in general. This identified six segments: "Status 

Seekers, Affluent Progressives, Achievers, Economically Burdened Conservatives, Sex Role 

Traditionalists, and Geriatrics." "Status Seekers," for example, were the "emotional response group; 

appearance conscious; favor premium priced and popular brands - the best; peer influenced, and; success 

oriented" [RJR Doc. 4: p2282]. "Geriatrics," on the other hand, are described as "Inward looking, home 

oriented, not concerned with appearance, not active socially, no future goals, not achievement oriented, 
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not peer influenced, and do not consider themselves leaders" [RJR Doc. 4: p2283]. 

In addition to the three data bases used to define segments, much additional data was gathered 

to provide a profile of the interests and behaviors of segment members. Thus questions were also 

included in the areas of "leisure time pursuits, media consumption, drinking of alcoholic beverages, 

vehicle ownership, clothing, and personality descriptors that respondents would like to see applied to 

themselves" [RJR Doc. 57: p6Q83]. Media consumption data, as an example, measured the frequency 

of exposure to the major media: newspapers, magazines, radio and TV. For each of these, the frequency 

of exposure to various types of programming or sections was measured, as in newspaper sections like: 

local news, national news, international news, editorials, travel, sports, entertainment, classified, women's 

section, business, and comics [RJR Doc. 57: p6226]. Leisure time activities were measured for sixty four 

(64) different types, ranging from visiting friends to playing rugby, and including home improvement 

projects, contact sports, amusement parks, exercise, bowling, needle craft, racetracks, church activities, 

opera, windsurfing, etc. [RJR Doc. 4: p2273 to 2275] 

TWO SEGMENTS THAT GOT ATTENTION 

Much of the attention in the advertising campaigns of both ITL and RJRMI focused on the 

segments of concerned smokers (latent quitters), and the young starters (new users). The dual interest 

in reinforcing existing smokers and recruiting new smokers is shown in many of the documents, with 

brand switchers of tertiary importance. RJRMFs 1979 Annual Business Plan sought "to reassure all full 

flavour smokers and convince first time smokers..." [[RJR Doc. 65: p.80042 3289]. RJRMFs "Annual 

Busfness Plan, 1980" for Canada states: "The primary objective is to maintain current brand users. 

Secondarily, Export A has always had strong appeal to young adult smokers and this important source 

of business should continue to be supported. Full flavour switchers represent a smaller tertiary objective" 

[RJR Doc. 67: p.80035 4140]. 

The F88 Marketing Plan of ITL notes the particular strategic importance of the youth segment: 

"If the last ten years have taught us anything, it is that the industry is dominated by the companies who 

respond most effectively to the needs of younger smokers. Our efforts on these brands will remain on 

maintaining their relevance to smokers in these younger groups in spite of the (poor) share performance 

they may develop among older smokers" [ITL Doc. 212, p6, emphasis in original]. 
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THE YOUNG 

Researching the Young* Both ITL and RJRMI have generated many studies and advertising 

campaigns focused on starters. Capturing a significant share of the starters market yields significant long 

run returns, either through brand loyalty or down-switching within brand families. The 1971 Matinee 

Marketing Plan [Doc. No. 165, pll] states: "Young smokers represent the major opportunity group for 

the cigarette industry. We should therefore determine their attitudes to smoking and health and how this 

might change over time." 

The Marketing Research Library list of ITL [ITL Doc. 137b, p5] shows that in 1982, for 

example, they commissioned four such studies from either Kwechansky Marketing Research or Multi-

Reso Inc. In 1987 a major study was done by Creative Research entitled "Youth Target Study '87," with 

four (4) volumes of results, the summary document and three additional volumes providing tabular data 

on demographics [Vol. 1], lifestyles [Vol. 2] and the results of more customized research [Vol. 3]. 

PROJECT 16: Imperial's "Project 16" [e.g. ITL Doc. 152a] researched sixteen (16) and 

seventeen (17) year olds in the fall of 1977. It was described in a follow up study as a "memorable 

project" with the purpose of understanding "why do young people start smoking, and how do they feel 

about being smokers ... The results were in depth, revealing, at times even fraught with drama in 

glimpses of the baring of that much investigated but still mysterious adolescent psyche" [ITL Doc. 152c: 

Kwechansky Marketing Research, Project Plus/Minus, pi]. Project 16 was conducted at hotels, with 

"closed circuit television observation facilities in use for observers from Imperial Tobacco, McKim 

Advertising Limited, and Spitzer Mills and Bates (Imperial's ad agencies)" jTTL Doc. 152a: Project 16, 

Octdber 1977, p2]. 

"Serious efforts to learn to smoke occur between ages 12 and 13 in most cases" [RJR Doc. 152a, 

p.ii]. "The adolescent seeks to display his new urge for independence with a symbol, and cigarettes are 

such a symbol" [RJR Doc. 152a, p.i]. "However intriguing 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 felt unable to stop 

smoking when they want to" [RJR Doc. 152a, p.vi]. 

Neither teachers nor health warnings inhibited starting smoking. "Teachers who admonish 

students about smoking are not listened to" [RJR Doc. 152a, p.iv]. The health warning was perceived 

as an intrusion and sham. "The 'avoid inhaling' words are singled out for the strongest derision since 

smoking a cigarette in this way is seen as a waste and, in their word, 'goofy'" [RJR Doc. 152a, p.vii]. 

PROJECT PLUS/MINUS; Imperial's subsequent studies sought additional insight into the 

teenager's perception of the health risks of smoking, and their frustrated desires to quit. It was also 
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interested in brand selection "in particular as regards the view of light brands as potential substitutes for 

quitting" [RJR Doc. 152c: Project Plus/Minus, p2]. It concluded 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 addicted. Once addiction does take place, it becomes necessary for the smoker to 

make peace with the accepted hazards. This is done by a wide range of rationalizations ... The desire 

to quit seems to come earlier now than before, even prior to the end of high school. In fact, it often 

seems to take hold as soon as the recent started admits to himself that he is hooked on smoking. 

However, the desire to quit, and actually carrying it out, are two quite different things, as the would-be 

quitter soon learns" [RJR Doc. 152c, Study Highlights, p.i]. 

Quebecois subjects expressed similar attitudes about their cigarette habit. The primary researcher, 

Alain Olivier, a psycho-sociologist, concluded: "They are sorry that they ever started smoking because 

it's harmful but they feel somewhat trapped. They are constantly reminded of their lack of willpower. 

To defend themselves they tend to put on a jaunty air. They do this to save face because they would 

really like to quit and not appear to be slaves to their cigarettes ... Those who have tried to give up 

smoking have found the experience very painful. It made them realize that, although they thought they 

could quit easily, they have become slaves to their cigarettes" [Il'JL Doc. 152d: Project Plus/Minus: 

Young People and Smoking, Behaviors and Attitudes, 1982, Summary]. 

PROJECT STEREO. The Final Report for ITL's combined Projects Stereo and Phoenix [ITL 

Doc. 11 lb] notes that "the young age of the subjects has a lot to do with what they see. Their view of 

the world directs our attention to this re-emerging emphasis on affection without the fear of being hurt, 

on sharing as a means of fighting failure, and on helping each other as a vehicle for interaction ... this 

concern of young people (gives advertisers) considerable creative latitude if they wish to penetrate the 

younger generation's realm of concerns ... That knowledge can not only help in designing effective 

advertising strategies and focused executions, but also in updating image measurement that are currently 

being used by the company" [TTL Doc. 111b, p. 16]. 

YOUTH TARGET STUDY '87. Full documentation is missing. One partial document [ITL 

Doc. 154], apparently from this study but without a title page, presents a section [pp. 9-32] concerned 

with starting.1 This research compared 'experimenter/rejectors' and 'non-experimenters' with 'starters.' 

These few pages give us some insight into the intensity of Imperial's interest in the starting phenomenon. 

1 In the course of trial ITL Doc. 154 was identified as part of "Project Viking," whose stated goal 
was expansion of the market. The documents entitled "Youth Target Study '87" were not fully produced 
prior to trial, although listed in the ITL Marketing Research Library Inventory. 
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The over one thousand (1022) subjects of this research were fifteen (15) years old and up. 

Demographic information was collected about their age, sex, type of employment, role if unemployed 

(e.g. student, homemaker), family composition, absence of male/female head of household, level of 

education, household income [Tables 188, 189, 190, 191, 192, 194, 199]. Whether non-starters came 

from particular family environments was addressed by measuring adult smoking, family pressures about 

starting, and smoking by teenage peers [Tables 5-8]. Other data was gathered about memberships in 

clubs, unions or other groups or associations, the kind of car driven, and usage of a variety of consumer 

goods [Tables 195, 196, 198]. Oral habits were measured with data on consumption of coffee, alcoholic 

beverages, chewing gum and breath mints [Table 3]. Lifestyle was measured along fifteen dimensions 

such as laissez-faire, workaholic, wimpishness, or dropout [Tables 201, 202, 203]. Personal health was 

measured for diseases of concern, symptoms experienced, serious medical problems and personal fitness, 

with starters experiencing above average amounts of dry mouth, shortness of breath, excess phlegm, chest 

pains and serious breathing or respiratory problems [Tables 108, 109]. Expected age of death was 

measured, and height, weight and shape of physique observed [Tables 110, 111]. 

Attitudes and knowledge about association between smoking and health were also studied in great 

depth [Tables 106, 107, 117, 118]. The images of smokers, quitters, and never starters were measured 

along seventeen (17) dimensions [Tables 153, 154, 155]. Data on the image of tobacco products was 

gathered on twenty five (25) scales [Table 166]. Subjects responded to a variety of scenarios involving 

public smoking [Tables 123 - 130]. Advocacy issues were tapped by measuring awareness of anti-

smoking campaigns and the credibility of various sources of information, such as doctors, teachers, 
i 

government, manufacturers [Tables 138-140, 142-145]. 

Perhaps the most striking component to this massive research effort was the measurement of 

personality traits, using a sophisticated clinical psychometric instrument known as Catteli's 16 Personality 

Factors. The subtlety of this research instrument is evidenced by the nature of its dimensions, or scales, 

and their extremes or end points. The first scale ranges from Sizothymia (reserved) to AfTectothymia 

(warmhearted). Another scale measures the extent to which someone displays Desurgency (sober) to 

Surgency (happy-go-lucky). Other scales have ranges of Harria (tough-minded) to Premsia (tender-

minded); Alaxia (trusting) to Protension (suspicious); or Threctia (shy) to Parmia (adventuresome). Still 

other scales measure (in more common language) intelligence, ego strength, submissiveness, shrewdness, 

imaginativeness, guilt proneness, conservatism, self-sufficiency and self-discipline [Table 105]. 
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Advertising to the Young. 

Players vs, Export. These two 'full flavour' brands compete head to head. In recent years, 

Imperial's Player's brand has been getting the better of RJRMFs Export A. Both firms seem to agree 

that this is because of Player's successful modernization of the masculinity in Player's advertising 

imagery. 

The ITL's Project Stereo studied "today's meaning and relevance of masculinity (for Player's) 

and of materialism (for duMaurier)" {TTL Doc. 11 lb, p3]. It found that both Player's and its closest rival 

Export A showed strong, masculine, hardy men, alone in the fresh air of the outdoors, engaged in 

physical effort. The brand images for Player's and Export A were, however, contrasted as follows, with 

the Player's image mentioned first: 

choosing to be alone vs. being a loner'; 

masculine, but softer man vs. macho, rugged, stern; 

able to show feelings vs. can't show feelings; 

can get along with women vs. no women; 

better job and steady worker vs. working class, blue collar; 

adventurous and willing to try new things vs. daredevil; 

independent, strong willed vs. doesn't care about society" [p20]. 

Pl&yer?ss " Since 1971,1.T.L.'s marketing strategy has been to position Player's as a masculine 

trademark for younger males. It has been our belief that lifestyle imagery conveying a feeling of 
i 

independence/freedom should be used to trigger the desire for individuality usually felt by maturing young 

males." [TTL Doc. 197: F'85 Marketing Plan for Players, Foreword, pi] 

Project Stereo provided creative guidelines for the effective display of freedom and independence 

in imagery with appeal to a young market. It recommended showing people "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" and self-reliant enough to experience solitude without 

loneliness [TTL Doc. 111b, p62]. 

The thinking behind the 1980's advertising for Player's is seen both "Player's Filter '81, Creative 

Guideline," written by PubliciteBCP, Jan. 25,1980, and in "F'81 Advertising: Objectives and Strategies, 

Creative Guidelines" by Alan Chacra, May 5, 1980 [Both ITL Doc. 41: "F'81 Advertising" from page 

34fT|. The former outlines advertising where the scenes are outdoors, with activities that "should not 

require undue physical exertion. They should not be representative of an elitist's sport... one which is 
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practiced by young people 16 to 20 years old ... The activity should not be limited to a certain social 

class or inaccessible to our target group because of modest means ... the chosen scene should idealy (sic) 

depict a pause or moment of relaxation ... However, the scene may show participants in action if the 

moment of product consumption can be assumed to be close to the scene depicted ... The people should 

appear to be less than 25 years old." [TTL Doc. 41, pi: Creative Guideline]. 

The endorsement of the recommendations is evidenced by their being echoed in the latter 

document, the F'81 Advertising plans for all Player's and Matinee brands and activities. "The ads will 

continue to carry imagery visuals to promote the consumer benefits; i.e. to reflect the brand's popularity 

among young people, to demonstrate the social acceptability of these brands among the target consumers' 

peer group, and to place the products in scenarios and setting which invite the target consumer to easily 

associate a Player's brand with a pleasant lifestyle to which he will identify" [TTL Doc. 41, p36: F'81 

Advertising: Objectives and Strategies, Creative Guidelines]. The target market will "emphasize the 

under 20 year old group in its imagery reflection of lifestyle (activities) tastes but must be cautious in 

terms of alienating the older" [TTL Doc. 41, p42], "The illustration will visualize attractive young people 

engaged in leisure activities in the 'Great Canadian/Quebecois outdoors,' accessible in all respects, to 

those people we identify as target consumers ... added to the leisure scenario is (sic) scenic values ... 

Models in Player's advertising must be 25 years or older, but should appear to be between 18 and 25 

years of age. Their appearance, attitudes, etc. should reflect contemporary tastes and style of a popular 

and affordable nature" [TTL Doc. 41, p.51-52]. 

Export A: The advertising plan for Export A called for the advertising copy and creative to be 

relevant to "young adult males who require the assurance of the Export imagery to promote their desired 

self image ... semi-skilled with below average education ... desirous of masculinity, independence, 

ruggedness and determination as their self image" [RJR Doc. 67: Annual Business Plan, 1980; p.80035 

4131]. 

In the early 1980s, various documents mention "optimizing product and user imagery of Export 

A against young starter smokers'* [RJR Doc. 118, p.80056 2045]; and an "offensive Export A strategy 

against young adult male starter smokers" [RJR Doc. 124: Export Family Review; p.80056 2094], 

The Export Family Strategy Document [RJR Doc. 127] concludes that "Export A is in an 

accelerated decline primarily because its imagery has not kept pace with the psychological needs of 

today's young male smokers ... Export A currently has a highly polarized image as old-fashioned, low 

class, blue collar, less popular/sophisticated and not as youth oriented as the Player's or duMaurier 

Families ... While the 1981 Consumer Wants study shows that masculinity is a key psychological need 
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... we have continued to define masculinity as rough, tough and rugged to the extreme. Values which 

may have been important in the 60's and 70's but are seen as uncouth in the 80's" [RJR Doc. 127, 

pp.80057 7298 to 72300]. 

"...very young starter smokers choose Export A because it provides them with an instant badge 

of masculinity, appeals to their rebellious nature and establishes their position amongst their peers. As 

they mature, they gain more confidence ... acquire other symbols of their masculinity ... and strive for 

social and peer group acceptance ... Export A is declining in its ability to hold the young adult males as 

they go through the maturing process, due to its out-dated irrelevant image" [RJR Doc. 127, p.7299]. 

This led to the recommendation to 'contemporize (sic) the user imagery" while maintaining a 

distinctiveness from Player's by images of a male who is "independent, adventurous and has the qualities 

of natural leadership as characterized by peer group acceptance; an achievement orientation; charismatic 

youthful virility and self confidence" [RJR Doc. 127, p.7300]. 

This recommendation is enacted both in the Export Family Copy Strategy and Platform [RJR 

Doc. 127, p7326-8] and in the Export Family Positioning Statement [RJR Doc. 127, p.7330-2]. The 

latter elaborates and carefully delineates how the Export imagery will be kept distinct from Player's, to 

avoid the weakness of a direct 'me-too' strategy. In describing "How We Want Consumers to View the 

Brand," they claim that "the Export imagery will dimensionalize (sic) the breed of men who are 

masculine, independent, adventurous and possess the qualities of natural leadership ,.. women are 

attracted to these men because of their youthful virility, independence and spirit of adventure. 

The Export imagery will be differentiated from that of Player's in several aspects. The Export 

focus will be on masculinity, independence and individuality while Player's focus is on sociability and 

companionship. Export will satisfy the key needs of masculinity reinforcement and peer group acceptance 

better than Player's by portraying contemporary men who possess the qualities of natural leadership which 

make then popular and admired by their peer group. The Export scenarios will be aspirational, 

adventurous and highly involving whereas the Player's scenarios are conventional and readily attainable 

to young adults" [RJR Doc. 127, p7331]. 

Communicating Social Approval. Export A had not yet been fully 're-positioned' as of Fall 1987. The 

"Export A Brand, Long Term Strategy" [RJR Doc. 152] notes the continuing loss of market share, and 

the negativity of the 'blue collar' image for the prime prospect group. The target market is described 

under "Whose Behaviour are we Trying to Affect?* as giving emphasis on "new users ... establishing 

their independence and their position in society. They look for peer group acceptance ... symbols that 
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will help reinforce their independence and individuality ... this group is conscious of changing norms 

within society, recognizing the increasing societal concerns surrounding cigarette consumption and 

secondary smoke hazards. Therefore it is necessary for them to find an environment that is relaxed and 

comfortable ... Export supports the love of the outdoors, while delivering a sense of relaxation, 

contentment and comfort... a brand that is keeping up with the times. Lighter and more contemporary. 

A brand you can relax with and enjoy" [RJR Doc. 152, p.0289 to 0295]. 

The emphasis on relaxation to communicate a reassurance about the social acceptance of smoking 

stems from the November 1986 "Key Findings and Communications Implications, Brand Family and 

Smoker Segmentation Study C85)" [RJR Doc. 5, pp.80009 0674 to 0696]. This document gives 

emphasis to the problem of social acceptance. "Export's masculine, rugged image needs to be placed in 

a more social/socially acceptable context communicating that it's alright to smoke, especially Export" 

[RJR Doc. 5, p.0695]. 

Other recent advertising efforts have also been concerned with social approval and peer 

influences, and sought to communicate peer acceptance for some brands. 

PROJECT STING, The 1988 summaries of the Imperial's research projects includes one with 

the code name STING. "PROJECT STING WILL ADDRESS THE POTENTIAL FOR DEVELOPING 

A PROPOSITION WITH OVERTLY MASCULINE IMAGERY, TARGETED AT YOUNG MALES 

... Young males are going through a stage where they are seeking to express their independence and 

individuality under constant pressure of being accepted by their peers" jTTL Doc. 419: Project STING, 

1988, pl-2, emphasis in original]. 

TEMPO: Hie tailoring of advertising to the young person's need for peer acceptance is also seen 

in RJRMFs efforts, most notably that for the Tempo brand, developed under the code name Third 

Family, The target group was characterized as "extremely influenced by their peer group ... influenced 

by the brand choice of their friends. Third Family will differentiate itself from competitive brands by 

major usage of imagery which portrays the positive social appeal of peer group acceptance. Third family 

imagery portrays relaxing and enjoyable social interaction where acceptance by the group provides a sense 

of belonging and security" [RJR Doc, 283: Third Family, Creative Direction Recommendation, J. Walter 

Thompson, September 19, 1984, p4]. 

The launch of TEMPO was concentrated in the large urban population centers (100M-I-) of 

Ontario and Quebec, beginning in Ontario in September 1985. "The 1986 Ontario/Quebec Media Plan, 

Executive Summary," RJR Doc, 28, pp8005 1975 to 1990] designed for RJRMI-Tempo by J, Walter 

Thompson, October 4, 1985, called for heavy spending to obtain "high advertising frequency and 
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presence against the target group." Nearly two and three quarters million dollars was budgeted 

($2,725,800), primarily for magazines and out-of-home media. Magazines such a Flare and Marquee 

were chosen "to reinforce the sociability aspects of the campaign." "New generation magazines (were 

chosen) to increase advertising frequency in an editorial environment specifically designed to reach young 

people" (i.e. Now Magazine. Quebec Rock. Croc etc)[RJR Doc. 286, p. 1981]. The majority of the 

budget, however, went to the out-of-home media. These commanded over two million ($2,000,000) 

dollars, or more than three quarters of the total, for "backlights, posters, mall posters and permanents." 

These were the primary advertising medium because of their "dramatic impact through size, quality 

reproduction, efficient reach of the target group, excellent advertising frequencies, (and) targeted 

positioning of key youth locations/meeting places in the proximity of theatres, records stores, video 

arcades, etc" [RJR Doc. 286, p!980]. 

RJRMI began their evaluation research in December 1985, when the product had been on the 

market for only a few weeks [RJR Doc. 291: Tempo, Qualitative Post-Launch Evaluation, MRD #85-

056/NS, January 1986], The results were mixed, and not entirely encouraging. "The present anti-

smoking climate has made smokers defensive about smoking both to themselves and others. This has 

resulted in a preference for smoking to be a relaxing, understated activity, which makes the smoker 

inconspicuous and less prone to social censure ... These attitudes result in smokers requiring some 

reassurance about both the social acceptability of smoking (and smoking a particular brand)... TEMPO'S 

advertising does not seem to have given this support ... and the brand's visibility may make it a little 

uncomfortable for smokers ... TEMPO'S advertising is seen as: a. Highly intrusive (e.g. all over the 

, highly colorful, pushy), which may be too visible for comfort; b. Youth-oriented (e.g. for 

teenagers, people under 25, new smokers) ... ; c. Lacking identity with the target groups ... appear to 

have few redeeming qualities except an interest in fashion and trends" [Doc. 291, p6281-6282]. Put 

briefly, it seems that TEMPO'S advertising was too trendy and heavy handed in its style and deployment. 

The Images Used and Their Importance. Positive lifestyle images are believed to effect the continued 

social acceptability of smoking [TIL Doc. 220, pi: ITL's philosophies, 1988 Marketing Plan and 

elsewhere]. Imagery rehearses and shapes the perceptions of smoking, both in general and a specific 

brand, among not only the smoking population, but also among their family, friends and associates, 

whether smokers or not. Everyone is exposed to the images, such as those for Player's and Export A, 

which portrays the smoker as an attractive and autonomous, accepted and admired, athletic and at home 

in nature. 

place 
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"In a market with minimal product differentiation, advertising becomes a disproportionately 

important part of the marketing mix as compared to most other mass consumer products" [ITL Doc. 165, 

pi8] and "without price differentials and without easily perceptible product differentiation (except for 

extremes, e.g. Matinee versus Player's) consumer choice is influenced almost entirely by imagery factors" 

[ITL Doc. 165: 1971 Marketing Plans; p7] 

Player's. Recent campaigns featuring solitary windsurfers, skiers and mountain climbers, 

activities of a youthful nature that also communicate a feeling of independence and freedom, in settings 

of excellent scenic value where the environment is pure and pristine. The Player's brand image displays 

outdoor scenes where recreational activity can take place in harmony with nature. The total impression 

is the very picture of health. The combination of youthful athleticism and autonomous independence is 

likely to make this brand particularly appealing to young people seeking autonomy and its symbols. [ITL 

Doc. 94, p6: "Player's Extra Light Creative Development and Research - Paper II," prepared by Publicite 

Bates, January 25, 1980, p5]. [ITL Doc. 302: Advertising Strategies and Plans, Fiscal 1987, ppl9-22]. 

Export A: The recent campaign featured images of sporting activities involving higher adventure 

and energy levels, such a Export A's white water kayakers. These project exuberance, exhilaration, 

adventure, freedom, personal challenge and a sense of accomplishment. People engaging in such 

activities are thought to have determination, perseverance, courage, confidence and a sense of purpose. 

[RJR Doc. 110, p.80028-4605ff: Export A, Creative Development Research, Phase H][RJR Doc. 110, 

p.80028-4618ff: Export Family Positioning Research Stage Two] 

Matinee. Much the same can be said for the recent Matinee campaign featuring solo female 

windsurfers, bicyclists and cross country skiers. Each image depicts active forms of leisure that are in 

keeping with people who value a sense of physical well-being. The woman in each ad is happy and 

healthy. She is not portrayed as a fitness fanatic but as one who loves healthy fun activities. [ITL Doc. 

304: Matinee Extra Mild, Creative Phase 2, Rationale, ppl-3] 

DuMauriers The DuMaurier campaign uses lifestyle imagery depicting of aspirational settings, 

in material terms, liberation from daily routine, demonstration of 'arrival* at a desirable income plateau, 

(and) carefree relaxation. [TFL Doc. 69a, p34-35: Advertising Strategies and Plans, Fiscal 1987 and ITL 

Doc. 302, p30-32] 

THE 'CONCERNED* 

Cigarette marketeers of many brands felt that their advertising should reassure smokers of their 

brands, and that it was necessary to do so frequently. RJRMTs Export Family, Draft Positioning 
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Statement of Oct. 6, 1986, stated: "The Export smoker must also be constantly reassured that it is alright 

to smoke. Especially Export." [RJR Doc. #140; p.80023-0411] 

The Need. The need for reassurance was particularly intense among 'concerned smokers.' These 

people were conflicted between their health concerns and their continuance of smoking. The 275 paged 

Vantage Usage and Attitude Study of 1983 noted that some smokers do not feel comfortable at all about 

smoking and perhaps even harbour some guilt over the fact that they smoke. [RJR Doc. 191; p. 80029 

3585] "Despite their claimed concern about tar and nicotine levels, Vantage smokers continue to be one 

of "heaviest" smoking groups in the market/ [RJR Doc. 191, p. 80029 3412] 

"- daily per capita consumption is consistently increasing suggesting that as smokers trade down 

to lower tar brands, they require more cigarettes to achieve the same relative smoking satisfaction...-

Industry volume trends indicate movement from high to medium to low tar segment brands;...- the 

industry is placing dramatic media effort behind the 'lower* segments in an attempt to expand that end 

of the market" [RJR Doc. 330: Macdonald Select Brand, Long Term Advertising Direction (1982), 

p.80059 4343. 

A typical pattern is for concerned smokers to down switch, changing to 'lighter, milder' lower 

yield products within a brand family. "As consumers shift from full flavour cigarettes to brands with 

lower tar and nicotine levels, they will desire as much flavour and satisfaction as possible while easing 

their concerns about the smoking/health controversy/ [RJR Doc. 64: 1978 Business Plan, p.800212126] 

• This presents a dilemma to the manufacturer, since flavour and satisfaction are dependent on tar 

and nicotine delivery. "There are a large number of reasons why people smoke and chiefest (sic) of these 

is probably the physiological satisfaction provided by the nicotine level of the product." [ITL Doc. 110, 

p52: Project Stereo Advertising Review, Aug. 1983]" For Vantage, the solution to this dilemma was a 

cigarette stronger than its image suggested. "The low tar/health aspect satisfied their psychological need 

while the physical need is satisfied with a 10 mg. cigarette/ [RJR Doc. 193, p.80035 5127: Market 

Research Summary Report, Vantage Usage and Attitude (National/August 1983)] The ITL team felt that 

Vantage "'cheated* on the consumer with their 'health* claim vs. their actual tar delivery/ [ITL Doc. 

192, p3; Confidential Project Erie, Position Paper No. 1 (12/82)]. 

The problem of conflicted consumers has increased in recent years, due to new information about 

the health effects of second-hand smoke, changing social norms, and reduced consumer confidence that 

low yield cigarettes are indeed safer. "Socially aware, this group is conscious of changing norms within 
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society, recognizing the increasing societal concerns surrounding cigarette consumption and secondary 

smoke hazards." [RJR Doc. 152, p.80023 0292: Export A Brand, Long Term Strategy, Oct. 21, 1987] 

ITL recently noted a loss of consumer confidence in low yield cigarettes. "There is no question 

that the majority of smokers in Canada are highly dissonant when it comes to reconciling their attitudes 

with their behaviour on smoking ... the evidence increasingly suggests that the bloom is off the rose. 

The majority of smokers either disagree or are uncertain that lower tar cigarettes are 'safer' than higher 

tar cigarettes ... a market that used to quite clearly see the health benefit of lower tar products 

increasingly lumps together all cigarettes as 'dangerous' with only marginal levels of improvement 

associated with even ultra low delivery products." [ITL Doc. 435: Project Day] 

The Corporate Response to the Concern. Several brands have been positioned against the concerned 

smoker, seeking their brand to be perceived as responsive to the health concern and an intelligent 

response to the concern. 

Matinee. "Due to continuing anti-smoking publicity, the public continues torn be aware of and 

concerned with the suggested hazards of cigarette smoking. Matinee then is in an ideal position to take 

advantage of this situation with its low tar and nicotine and 'safer for health' propositions." They adopted 

a strategy "to capitalize on present smoker awareness of Matinee as a low tar and nicotine cigarette and 

exploit this U.S.P. (Unique Selling Proposition) in a positive manner in relation to smoking an health/ 

[ITL Doc. 165, p.5; 1971 Matinee Marketing Plans] "Retain Matinee mild image so as to be well 

positioned to attract new smokers as they become increasingly aware of the smoking/health controversy." 

[ml Doc. 169, p.5; Matinee - Mini Marketing Plan, 1974] 

Medallion. "The objective of Medallion is to associate the brand with the lowest recognized level 

of mildness and "safety," with as little trade off on image elements." [ITL Doc. #218, p.3: Medallion] 

Media schedules are timed to coincide with the peaking of consumer concerns. "Advertising 

should be sensitive to predictable seasonality, e.g. an ensured presence during the New Year's 

"quitting/switching to milder cigarettes" period and unpredictable seasonality (sic), e.g. a short term, 

heavy-up schedule following the Minister of Health and Welfare's report on smoking and health." [ITL 

Doc: F'79 Player's Family, Advertising Objectives and Strategy, McKim Advertising] 

Player's Extra Light* "Player's Extra Light continues to be positioned as a milder, therefore 

healthier, version of Player's Light. It remains a health oriented alternative for interested Player's 

smokers..." [ITL Doc. 222, p.4: Fiscal 1988 ITL Overview]. 

Vantage. The target or "prime prospect," viewed the Vantage Brand/User image as "Female, 
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white collar, extremely concerned about their health, and would like to quit smoking." [RJR Doc. 219: 

Vantage, Brand Positioning Statement, Aug 14, 1979; p.80041 9573] A Vantage ad of 1982, "To Smoke 

or Not to Smoke," stated: "Vantage is the cigarette for people who may have second thoughts about 

smoking and are looking for a way to do something about it." [RJR Doc. 197: Vantage Marketing 

Strategy Recommendations, Feb 1982; p.80056 1405] 

The basic strategy was to position Vantage as an intelligent choice, "positioning Vantage as the 

only contemporary choice for intelligent smokers." [RJR Doc. 185: Vantage Family, 1983-87 Strategic 

Plan and 1983 Operating Plan, p.80037 8468] The tactic was to influence consumer perceptions. The 

1983 Media Plan included the objective "to establish a consumer perception that vantage is a 

contemporary cigarette for intelligent smokers." [RJR Doc. 192: Executive Summary, 11/8/82, p.80037 

7952] Apparently this was accomplished, for a few years later the goal for a target audience with a "high 

amount of quitters" was "to maintain consumer perception that Vantage is a contemporary cigarette for 

intelligent smokers." [RJR Doc. 186: 1987 Media Plan Briefing Document; p.80025 7408] 

Research and Image Control. Images and ad copy had to be carefully selected least the ads reinforce 

fears rather than offer reassurance. In 1980 one Vantage ad made direct made reference to "what you 

may not want" from a cigarette only to find it alarmed some readers about cancer. "The fact that a 

Vantage ad dares to raise the issue of "what you may not want" generates defensiveness toward smoking 

in general, and a feeling of discomfort. The reference to the taste of Vantage is lost; overpowered by 

the implications of tar, nicotine and cancer." [RJR Doc. 210: Vantage Lights Media Brief, c. June 1980, 

p80029 6883], 

Individual ads were carefully pretested to insure that the intended message was being 

communicated, sometimes using a tachistiscope, a device for controlling high speed exposures. [RJR Doc. 

237: Vantage T-scope Print Evaluation Test, pp.80027 7184-7246] One tested ad failed to get across the 

"no need to quit smoking" message intended. "Correct perception of the message as 'no need to quit 

smoking, if you smoke Vantage' was at a relatively low level." [RJR Doc. 232: Vantage Advertising 

Research, p. 80028 3801] Other ads were more successful at communicating health without making 

explicit health claims. Another ad, using the phrase "Smoke Smart" was perceived to mean better for 

you and safe. [RJR 221: Vantage Advertising Comprehension Study, p80027 7043] 

Macdonald Select: The market research activities supporting Macdonald Select (aka Fourth 

Family) were discussed retrospectively by the J. Walter Thompson ad agency in their July 1982 

document: "RJR-MI, Macdonald Select Brand, Long Term Advertising Direction" [RJR Doc. 330: 
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p80059-4330 to 4511], The initial strategy was to build a strong "imagery personality" for Macdonald 

Select, setting it apart from other low tar brands which stressed mildness. "It was therefore decided to 

stress 'unique emotional rewards' within the context of a romantic, sophisticated and elegant aura" [RJR 

Doc. 330, p4347]. 

The market research activities that supported this new product development were considerable 

and began with a study [MRD 80-065] that suggested that low tar smokers had a "desired self-image of 

intelligence, sophistication and individuality" [RJR Doc. 330, p4530]. This was followed by more in-

depth interviews with a larger sample, testing the brand "positioning," and obtaining further direction for 

creative development [MRD 80-079], Additional in-depth interviews probed for consumer reactions to 

alternative advertising art work, repeating this sort of research at various stages as the art work developed 

from rough to more finished quality [MRD 81-022 & 024 & 042]. 

Macdonald Select was launched in an Ontario test market on January 4, 1982 and sought to 

communicate a "brand personality (to) appeal to the senses, emotions and reason" [RJR Doc. 330, 

p4375]. The anticipated consumer response was: "Fm concerned about the alleged health risks associated 

with smoking. ... 'Select' is a new kind of cigarette that has been specially designed and formulated with 

me in mind" [RJR Doc. 330, p4374]. 

Vantage: Vantage was positioned as 'the intelligent choice.' In 1982 the "Vantage Family 

Creative Campaign" [RJR Doc. 195] stated that "The concept of the 'Contemporary Taste* campaign is 

that 'Vantage will be shown as intrinsic to the contemporary lifestyle led by intelligent individuals 

pursuing rewarding creative activities' .. Research indicates that a positioning against 'intelligence' is 

extremely aspirational to the Vantage source smoker. Likewise, that 'intelligent people' are best 

symbolized as individuals pursuing 'creative occupations'" [RJR Doc. 195, p80056-l 158], "In the initial 

campaign stage the product will be positioned as 'hero' to transfer imagery and enjoyment values" 

[p. 1159]. Once the campaign and the associative transfer between 'intelligent people' and the brand has 

been established, subsequent ads can reduce the emphasis on the 'product as hero' and serve more simply 

as a reminder and reinforcer of the learned image. 

The "Vantage Family Copy Strategy and Platform," attached as an exhibit to the above states the 

brand's psychological "benefit" in terms of being seen as intelligent. "Vantage smokers will be perceived 

as being intelligent urban adults who enjoy or aspire to a progressive cosmopolitan lifestyle. Moreover, 

their cigarette brand will be viewed as the only contemporary choice for intelligent smokers. As 

intelligent individuals, they will be seen as self-confident, career oriented socially active and cosmopolitan 

in their outlook on life" [RJR Doc, 195, p.80056 1163]. 
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Matinee: The imagery chosen was described: "Our woman is front and center. She is 

unquestionably the star. She is happy and healthy. She is not a physical fitness fanatic but loves to take 

part in healthy fun activities," [ITL Doc. 304, p.l: Matinee Extra Mild, Creative Phase 2, Rationale] 

The planning documents governing the photography to generate these images are known as the 

"shoot books." Publicite BCP Ltee generated shoot books for the Matinee campaign that ran during most 

of the 1980s featuring models riding bicycles, skiing, and windsurfing. Each of these identify a creative 

strategy that "will focus on depicting active forms of leisure that are in keeping with people who value 

a sense of physical well-being" [ITL Doc. 356, p.3: Matinee Extra Mild Shoot Book, Feb. 8, 1984]. 

The plan for the skiing photo called for the photography to be done at Pare Maisonneuve (Montreal). 

Five casting agencies were contacted in the model search and a selection was tested for their cross 

country skiing ability and overall appearance. A photographer who had done previous work for Imperial 

was hired. The budget for this one photograph was $52,210. Similar efforts for generating the 

photograph of a bicyclist and a windsurfer were $37,221 and $45,250 respectively. 

CONCLUSION 

Cigarette advertising has shown remarkable power to create a demand for cigarettes, greatly 

promoting its popularity, and inducing far more people than would otherwise be the case to become 

smokers. This is most evident in the era before contemporary consciousness of health concerns, when 

promotional spending increased the total market size dramatically. The success in targeting the women's 

segment was particularly notable. 

• In the contemporary era, with growing knowledge of the health consequences of smoking, the 

functions and accomplishments of cigarette advertising have been equally impressive. It has induced large 

numbers of young people to view smoking as attractive, despite health education and concerns, recruiting 

more new smokers that would otherwise have been the case. It has induced concerned smokers to 

continue smoking rather than quit, despite health education and concerns, retaining more smokers than 

would otherwise have been the case. The rates of recruitment and retention remain very impressive more 

than 35 years after the first cancer studies were given publicity. 

The research that guides the advertising process has grown increasingly sophisticated in its data 

gathering technologies, statistical inference and psychological subtleties. Careful and extensive research 

has been employed to all stages in the process of conceiving, developing, refining and deploying cigarette 

advertising strategy. It has provided considerable insight into smokers and starters, their motivations, 

perceptions, attitudes, interests and responses to test advertising. The diversity of consumers has lead 
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to multiple market segmentation analyses and strategies, identifying market segments like "ostriches." 

Two segments commanding much management attention have been "starters" and "concerned smokers." 

The research and strategic thinking identifies the psychological needs, wants and interests of 

target, and leads to the creation of a strategic "positioning" of the products to offer them in ways that 

promise satisfactions relevant to the targets' personalities and preferences. For starter brands, images 

are created to communicate independence, freedom and peer acceptance to young targets. The advertising 

images portray smokers as attractive and autonomous, accepted and admired, athletic and at home in 

nature. For 'lighter' brands directed at smokers with health concerns, ads image a sense of well being, 

harmony with nature, and a consumer's self image as intelligent. 

Because, ads are public and not distributed solely to identified target segments, the image 

management and control portrays cigarettes with images that shape and reinforce everyone's perceptions. 

Seeing imagery is an experience that rehearses and shapes the perceptions of smoking, both in general 

and of a specific brand, among non-smokers and smokers alike, as well as their families, friends and 

associates. Advertising promotes the continued social acceptability of smoking. 

Advertising and promotional activities and communication serve to induce many changes in the 

public's perceptions, creating: more positive attitudes toward smoking and smokers; less consciousness 

and fear of any unhealthy consequences of smoking; a stronger self-image among smokers; more 

confidence of some social support for smoking; and perceptions that smoking is a cultural commonplace 

to be taken for granted. To smokers it is a reminder and reinforcer, while to non-smokers it is a 

temptation and a teacher of tolerance. 
? The total amount smoked by Canadians will change, but only gradually, with the banning of 

cigarette advertising. Advertising and promotion controls are only a partial remedy to the smoking 

problem, with slower and smaller impact that a Mler de-marketing program. De-marketing would 

involve all elements of the marketing mix, affecting not just advertising but also other elements such 

packaging, distribution, pricing, or product design, public education, and addiction assistance. With a 

ban of advertising, fewer of tomorrow's children will be induced to become starters, and fewer concerned 

smokers and potential quitters will be induced to continue despite their concerns. 
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