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Presenter
Presentation Notes
It is well known that the tobacco industry utilizes multiple strategies and channels to influence people and try to engage people in smoking behavior.  Today, we’re going to focus on one of the most effective methods – that is, print advertising, just to give an idea of how broad and how pervasive their reach is.  Through its marketing, the industry focuses on specific populations, and manipulates cultural and societal beliefs, expectations, and needs of different groups of people to influence behavior and to increase the social acceptance of tobacco use among various populations.  In addition, the industry capitalizes on opportunities for sponsorship, uses other marketing tools, and develops relationships with lawmakers to insinuate itself into communities and to portray big tobacco as a friend to issues of importance or concern to a given community.

Note: Tobacco company advertising began in the late 1870’s with the invention of color lithography which revolutionized packaging and brand identity.  They also began including small cigarette cards in every box as premiums. They depicted movie stars, famous athletes and even Native American chiefs. Such cards were discontinued only during WW II to save paper. Some of the rarer cards are very valuable collectibles – for example, former Pittsburgh Pirate Honus Wagner, will sell for more than $2million.
www.time.com/time/printout/0,8816,1905530,00.html# 



How does the Industry promote itself and its products? 
 
• Direct advertising - through news print, magazines,  

websites and social media (TV and radio not allowed by 
law) 
 

•    Indirect advertising - giveaway tobacco products, gear 
 and clothing coupons and   contests, discount 
 coupons for cigarettes and other tobacco 
 products 
 
•    Event sponsorships - support for arts, music, and sports 
 events 
 
•    Outreach efforts & community events 
 
• Legislation – or counter-legislation to maintain 

regulatory advantage.   
 
• Constant innovation in its products.   
 

Presenter
Presentation Notes
This slide lists some of the major strategies that the tobacco industry uses to influence all kinds of people and population groups…

Legal counter-attacks to legitimate regulation.  Just last week (3.23.13), the industry won an appellate court ruling that blocked graphic cigarette warnings proposed by the Food and Drug Administration (FDA). The good news is that while this is a setback, the fact remains that the 2009 federal law requires large, graphic cigarette warnings, so the FDA will go back to the drawing table and come up with other graphics.




Long history of targeting  
specific populations through advertising 

Presenter
Presentation Notes
The Tobacco Industry has a very long history of advertising that started in earnest in the 1940’s and 50’s.  Here are three older ads  from three different companies –using a doctor to testify about how good “Luckies” taste, a new Mom enjoying Philip Morris and these lovely mainstream young people whooping it up and having a great ol’ time with Salem.



Cowboys and Movie Stars  
The Power of Advertising 

Campaign for Tobacco Free Kids Ad Gallery, 2009 

Presenter
Presentation Notes
Through the decades the industry used celebrities or icons, like cowboys and movie stars to add allure and credibility to their products.  Here Pierce Brogan (agent 007) lights up on the cover of Cigar Aficionado.  Marlboro and Winston were the two most advertised brands using cowboy imagery.  While the cowboy was already an American icon, the tobacco industry moved it to new heights of glory in the second half of the 20th century.  



Presenter
Presentation Notes
If you go to google.com “images” and enter “tobacco ads” you’ll see many more beautiful cowboy images and ads – all brought to us by the tobacco companies.

Tobacco-Free Kids has an ‘ad gallery’ on their website.
Stanford University has a Tobacco Advertising Database on their website.



Targeting Girls and Women 
The Power of Advertising 

Campaign for Tobacco Free Kids Ad Gallery 

Presenter
Presentation Notes
Girls and women in the US – and many countries around the world were not always smokers,  but the tobacco industry has masterfully engaged them in smoking behavior.  In addition to countless ads since the 1940’s, there are some amazing videos of ‘naughty’ wives and daughters and girlfriends, caught smoking – these were referencing the social and political culture of the time when women were given the right to vote, and other ‘rights’ came along with it. 



Tobacco Product Enhancement 

Presenter
Presentation Notes
It’s no accident that these camel packs have been feminized, using color and design.  The Industry calls it “product enhancement”.



Targeting African Americans 

Presenter
Presentation Notes
So now let’s look at ads targeting African-American women. The black community has also been bombarded with cigarette advertising for decades. A 2007 study found that there were close to 3 times more tobacco advertisements per person in areas with an African American majority compared to white-majority areas.

A one-year study found that three major African-American publications—Ebony, Jet, and Essence—received proportionately higher profits from cigarette advertisements than did other magazines.


Since the 1998 Master Settlement Agreement (MSA), the average youth in the United States is annually exposed to 559 tobacco ads, every adult female 617 advertisements, and every African American adult 892 ads.




Presenter
Presentation Notes
This ad for Salem is marketed specifically to African Americans who smoke more menthols than any other population segment.  Although the word menthol does not appear the green color is the unwritten code for menthol.  The FDA has not banned the use of the word ‘menthol’ in tobacco ads, but there has been strong advocacy urging that menthol cigarettes be removed from the market since menthol is a type of flavoring and is marketed specifically to African Americans.  While the issue is being debated the tobacco industry often uses the subliminal ‘menthol’ theme (in this case, green) to get their message across.



http://www.everydayhealth.com/stop-smoking/what-cigarette-packaging-colors-really-mean.aspx




Presenter
Presentation Notes
This next series of 5-6 slides are part of the Virginia Slims “Find Your Voice” ad campaign, launched from 1999 - 2000. http://www.tobaccofreekids.org/research/factsheets/pdf/0138.pdf  They are absolutely gorgeous and are specifically targeted to ethnic populations.   Here the text is “never let the goody two shoes get you down…”



Presenter
Presentation Notes
This was also part of the Find Your Voice campaign The ad from the campaign in 2000 features a woman in traditional clothing.  The text beside her, half in Swahili, reads,"Kila mtu ana uzuri wake - No single institution owns the copyright for BEAUTY." 


http://tobacco.stanford.edu/tobacco_main/images.php?token2=fm_st267.php&token1=fm_img8155.php&theme_file=fm_mt019.php&theme_name=African%20Americans&subtheme_name=Virginia%20Slims%20Black 



Presenter
Presentation Notes
This ad obviously targets Asian American women.  It says: In silence I see; with wisdom I speak



 
 

Campaign for Tobacco Free Kids Ad Gallery 

Presenter
Presentation Notes
Again, a beautiful woman with Asian attributes. This ones says. “My voice reveals the hidden power within” – 



Presenter
Presentation Notes
This Find Your Voice ad in Spanish changes to a slightly different motto ; it says “Find your truth”.  She says “I have the capacity to say it all without saying a single word”. 

This is a Virginia Slims ad but Some cigarette brand names are targeted to Latinos – such as Rio and Dorado, for example 




Presenter
Presentation Notes
This is the last one I’ll show in the Virginia Slims “Find Your Voice” campaign series.  Again geared toward women, the quote reads: “Dance around naked with a rose between your teeth if you want, but do it like you mean it”.




Presenter
Presentation Notes
Now, turning to another very successful Camel campaign. These are examples of its “Pleasure to Burn” ad campaign.
The campaign used humorous approach to alert consumers of Camel's modern appeal as well as its long history, using a retro approach with modern elements included in the ads. 

http://tobacco.stanford.edu/tobacco_main/images.php?token2=fm_st201.php&token1=fm_img5974.php&theme_file=fm_mt026.php&theme_name=Recent%20Strategies&subtheme_name=Pleasure%20to%20Burn 



Presenter
Presentation Notes
So we come to Native Americans who have been targeted  by big tobacco for a very long time on the historic road from sacred use to commercial tobacco abuse. 



Targeting Native Americans 

Presenter
Presentation Notes
Tobacco companies have sponsored and placed advertisements in events designed to support or enhance racial/ethnic pride and culture – such as American Indian powwows. 






Presenter
Presentation Notes
“Indian” motifs have often been used to market tobacco. You’ve all likely heard of Natural American Spirit, Red Man, Cherokee Cigarettes, among others. 

This is an ad for Red loose leaf pipe tobacco…



Presenter
Presentation Notes
So just like other groups, the LGBTQ community also gets “special” attention from the tobacco industry. This 2001 ad circulated in Europe, and obviously is looking to appeal to the transgender set.  The line in Spanish says “Share Your Happiness”.



 
 

 
Targeting the LGBTQ Community 

 

Presenter
Presentation Notes
These ads are also obviously intended for gay and lesbian audiences.
Gay, bisexual and transgender men are 2.0 to 2.5 times more likely to smoke than heterosexual men, and lesbian, bisexual and transgender women are 1.5 to 2.0 times more likely to smoke than heterosexual women.  The American Lung Association researched and found possible contributing factors to the high LGBT smoking rate including stress and discrimination related to homophobia, the tobacco industry's targeted marketing to LGBT customers, and lack of access to culturally appropriate tobacco treatment programs among various other factors.

http://www.lung.org/about-us/our-impact/top-stories/smoking-out.html 





Targeting the Military 

Presenter
Presentation Notes
One of the significant unanticipated outcomes of both WW1 and WW2 was the huge increase in smoking among service men – and some service women.  During WW2 solders were issued free cigarettes, courtesy of the tobacco companies.  After the war, high intensity advertising and discounts for veterans worked to keep people addicted.
As noted earlier, tobacco use grew in the years right after the Civil war, but marketing and distribution really ramped up after WW2. Today, smoking rates among service men and women and veterans is very high. 

Smoking rate among veterans during the period (2003-2007) was 27.0% vs. 21% among non-veterans.
But the prevalence of smoking among Active Duty U.S. Military was 30.6% for the same period.



Globalization of Arghile or Hookah 
Americans in Iraq, 2004 

Presenter
Presentation Notes
Speaking of the military, here’s an interesting phenomenon that demonstrates a tobacco behavior that was fairly restricted to the Arab-speaking  world until the second gulf war in Iraq. Many hundreds of thousands of Americans were sent to Iraq, and many of them returned with experience and interest in smoking hookah. 
A MA CEO of six Smoke Shops, said sales of hookah products in the company’s six locations have surged in the past five years. He believes the popularity has been fueled in part by returning military veterans, who encountered hookah smoking while serving in Iraq and Afghanistan.


Note: Geoff Yalenezian, the chief executive officer of Brennan’s Smoke Shop [MA], said sales of hookah products in the company’s six South Shore locations have surged in the past five years. He said he believes the popularity has been fueled in part by returning military veterans, who encountered hookah smoking while serving in Iraq and Afghanistan. “It’s very social,” he said. “You hand the hoses around; you sit and talk; you have some beers or wine.  “Licensing a hookah bar like Lux Lounge is difficult in Massachusetts cities and towns in part because of local restrictions on indoor smoking.




A case of jumping the cultural divide 

Presenter
Presentation Notes

For this and many other reasons, hookah smoking has become one of the fastest growing tobacco trends in the nation among young adults, especially on or near college campuses.

Arab ancestries in Michigan amounted to more than 0.5 million. The great majority of the Michigan’s Arab Americans live in the southeast region of the state, in densely populated Wayne, Oakland and Macomb Counties, known as the Metropolitan area of Detroit. 




Tobacco and Socioeconomic Status 
 

   Across the board, the greatest 
single predictor of tobacco use is 
low socioeconomic status (SES) 

Presenter
Presentation Notes
This slide speaks for itself.  We know that as education and income decrease, smoking and tobacco use increase.   This population group isn’t an island unto itself but crosses all ethnic racial, and social groups that are already disproportionately affected by tobacco.



Transition to youth and emerging 
tobacco products 

Presenter
Presentation Notes
One group that we’ve not yet discussed  – the poor, the working poor and the poorly educated that also cut across all ethnic, racial, and other socially oppressed groups, are the YOUTH.  Here are some quotes from the tobacco industry:

"We don't smoke it. We just sell it. We reserve that for the young, the black, the poor and the stupid."
–Testimony of a former tobacco company employee, quoting an executive

"It's a well-known fact that teen-agers like sweet products. Honey might be considered."�–Brown and Williamson Marketing Memo, 1972��"Evidence is now available to indicate that the 14-18 year old group is an increasing segment of the smoking population. RJR-T must soon establish a successful new brand in this market if our position in the industry is to be maintained in the long term.“–RJ Reynolds Memo, 1976 ���



Targeting Youth 

Presenter
Presentation Notes
This colorful picture illustrates some of the attractive and alluring tobacco products now on the market. The tobacco industry has taken advantage of a loophole in the law that tax cigars at a much lower rate. These ‘cigars’ are in name only, but they meet the technical definition of cigar.  As you can see, your grandfather would never have dreamed of smoking anything like this and call it a cigar.

Today's cigars come in a dizzying array of candy and fruit flavors that are attractive to kids, from grape and peach to "Pinkberry" and "Banana Split.“  TFK





Presenter
Presentation Notes
Just recently Tobacco Free Kids – an organization that advocates on behalf of kids for a tobacco-free world, developed this info-graph that we’ve divided into three slides. This one you’ll recognize as the Usual suspects….products that are very familiar to us all.



Presenter
Presentation Notes
Here are some close up pictures of newer products that look different – more like candy, and are marketed to the youthful eye.

Clearly, it’s young people and children who are attracted to these beautiful packages and ways of using tobacco that are not as obvious as smoking






Presenter
Presentation Notes
Finally, this slide shows some very new tobacco products that have emerged and that the tobacco companies are marketing and making tons of money from.  These are the newer products that defy the classical definition of tobacco and are trying to find a niche in the youth populations.
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Presenter
Presentation Notes
Here we’ve provided a quick overview of the smoking rates among various population groups in Michigan. 

If we start from the lower part of the chart; we see a large gap between the smoking rates of the LGBT=35.8% vs. 23.8% among the non LGBT. We also see a gap in the gender smoking rates; the tobacco companies always work to narrow the gap between male and female. When it comes to racial and ethnic groups, the Native Americans have the highest smoking rate (33.4%), then the Arab Americans (32.6%) then the African Americans (27.1%) compared to 22.8% among the White Americans. The impact is more dramatic among the Low SES as it is 46.8% vs. 7.5% among the high SES. The most impacted age groups are young adults from 18 to 54 years, have the higher smoking rates.



Tobacco is a Winnable Battle …    
 let’s work together 

Presenter
Presentation Notes
Considering that the tobacco industry continues to spend $8.5 billion on marketing annually (or more than $23 million per day) nationwide, while only $459 million is spent each year on tobacco prevention programming in the U.S., it’s easy to feel outnumbered.  But the fight against tobacco is a winnable battle, and working together we can make an impact on tobacco use rates, reduce the number of new youth smokers, and reduce the health disparities that exist related to tobacco use and secondhand smoke exposure.  By joining together, sharing ideas, resources, and understanding, and by speaking out about the impact of tobacco on our communities, we can bring about real change in policies that protect people from tobacco, increase education and awareness about tobacco’s impact and marketing influence, empower youth and adults to advocate for change in tobacco-related policies at the federal, state and local level, and ensure that those who want to quit have access to evidence-based, culturally relevant, and affordable resources to help them be successful.  




            
Questions or follow-up requests? 

 
Please contact the MDCH Tobacco Program 

Janet Kiley kileyj@michigan.gov 
Orlando Todd toddo@michigan.gov  

Or call 517-335-8376 
 

mailto:kileyj@michigan.gov
mailto:toddo@michigan.gov
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