
1989 Good morning America interview,Tobacco Institute’s
Brennan Dawson -  Regarding Youth smoking: 
Dawson: “It’s not advertising [that
‘drives’ teens to smoke]...”
Q: “Why do you waste so much
money then if it doesn’t work?” 
Dawson: “First of all the tobacco
industry advertises because it has
a First Amendment right to do so,
and so if we are looking at censor-
ship, which is what the anti-smoking movement
wants...”
“Advertising in a mature market, whether it’s for sham-
poo or cigarettes is something we all know about,
doesn’t make you run out and buy a product.”

1989

1953 Philip Morris Executive George
Weissman Regarding 1953-Roper Poll - 
“It would seem increasingly important,
from the view of PM regular size cigarettes
to do everything possible to increase the
trend among young people towards Philip
Morris and to solidify it's position among
Negroes.”

“...when asked why their present filter tip
“tastes better”...most people answered,
“because it was milder.”

“The tabulations reveal the highest interest
in trying filter tip cigarettes is shown
among younger smokers...”

1974 Roper Study of Young Smokers -
“KOOL’s increased popularity may be
the image that these young people have
of that brand vis a vis Marlboro. Kool is
seen appealing to “more stylish people”
and “those who like to be different.”

1965 Lorillard Outside Counsel complains about
Marlboro “a great campaign with probably the
greatest appeal to kids. “ the gnarled, weather-
beaten cowboy - the hottest virility and sexual
symbol going.”

Camel 17%

Lucky 33%

Salem 4%

Newport 1%

Kent .1%

Kool 5%

Camel 8%

Camel 4%

1955-1965 Leo Burnett- places a
series of “On Campus” article/adver-
tisements in “Scholastic” and other

campus magazines for Marlboro 

Camel 1%

1958 vs 1959 survey of high
school and college students
shows filters more popular
with HS students and
Winston, Kent, and Pall Mall
top selling brands.

1963 Grey advertising for Lorillard groups
market data showing 16-29 year olds.

1969 Philip Morris demonstrates Marlboro market
share is greatest among minors and declines dra-
matically after age 25.

1963 Lorillard salesman samples a group of Junior
High School students during an American Cancer
Society conference to try to educate school age
young people against smoking. He samples stu-
dents in a cafeteria line during break.“We can win more young

smokers if we can design a
cigarettes with a mild flavor.”

1954 Philip Morris and Leo Burnett reposition Marlboro as
a masculine cigarette. Launching the Marlboro Men.

Marlboro Country campaign launched in
1962. 1963 Philip Morris places

the Marlboro Man in Marlboro Country

The Flintstones Promote
Winston Cigarettes on prime-time

1964 - Cigarette companies adopt voluntary ad
code prohibiting advertising marketing aimed at
young people (<21 years)

A 1974 Roper study for Philip Morris titled The New
Competition for Marlboro’s Franchise studies smok-
ers below the age to 24. States “This is not the
“usual” study of 18-24; in this study, no lower
age limit was set.”

1972- RJR studies cigarette smoking habits and brand
preference among 14 to 20.for RJ Reynolds.

1976 Philip Morris memo-regarding Sources For
Tracking Cigarette Smokers includes under 18 and
budget to cover 14-25 year-olds 

Marlboro
Lights 1971

Philip Morris
sponsors

1971 
Virginia Slims Tennis

1972
Lorillard
launches
Newport Alive
with Pleasure
campaign

In 1975, Philip Morris reports -
"Marlboro's phenomenal growth rate in
the past has been attributable in large
part to our high market penetration
among young smokers... 15 to 19 years
old... my own data, which includes
younger teenagers, shows even higher
Marlboro market penetration among
15-17-year-olds."

1972, RJ Reynolds states - “...a product strategically
targeted at this group [14-24] would compliment
our current product line.”

1974 RJ Reynolds Hilton Head
Marketing Presentation- 

-Target 14-24
-Increase ads in youth mag-
azines
-Sponsor NASCAR, Rodeo,   

Motorcycling
-Counter Placement
-Coupons, Merchandising
-Low Irritation 

Pall Mall 12%

Newport 1%

Pall Mall  <1%

Salem 5%

Salem 11%

1985 Philip Morris: “We should
study 18-year-olds to determine
how well we’re doing in the 18 and
under group.”

1980 R.J. Reynolds memo dis-
cusses the analysis of Younger
Adult Smokers, including:

- Smoking Among 14-17 Age
Group/Aging
- Peer Group Pressure
- New Adult Smokers and
Quitters

1988 Philip memo proposes consumer research in three areas: Young
Smokers, Price Conscious Smokers and The Influence of Group
Dynamics on Smokers. “How can group dynamics be influenced
by market efforts? Can we develop a new product testing pro-
cedure which incorporates peer influences on smokers’ reac-
tions to new brands in the marketplace?”

Camel 8%
Newport 8%

Kool 1%Salem 2%

RJR ID Titles (Edge Kids) Punkers, Rockers and
Core titles Raygun - Rolling Stone25%, Spin-32%,
Vibe-42%. (Follow a 1974 plan to target 14-17 year
olds).

1990, a Division Manager for R.J. Reynolds
issued a memorandum asking sales representa-
tives to identify stores frequented by large num-
bers of young adults. He specified that "[t]hese
stores can be in close proximity to colleges
high schools or areas where there are a large
number of young adults frequent [ing] the
store.” The purpose of the exercise was to "try
to keep premium items in stores at all times."

1988
RJ Reynolds
reformulates

Camel launches
Joe Camel -

Smooth Character
campaign.

Camel 10%

Newport 21%

Kool 1%
Salem 1%
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Marlboro 69%Brown & Williamson analyze
Kool vs. Newport and Marlboro.
Marlboro owes its growth to
good on-campus programs that
helped establish “the” brand for
entering smokers.

Camel 13%

Salem 1%

Newport 13%

1965 RJ Reynolds advertises on
popular television shows 

-The Beverly
Hillbillies
-To Tell the
Truth
-Saturday Night
Movie
-Andy Williams
-The Virginian

Marlboro 42%
Marlboro 39%

1975 RJ Reynolds unveils “Meet The Turk”
campaign New Marlboro-type blend.
Objective: To increase the young adult
franchise. [t]he brand must increase its
share penetration among 14-24 age group
which have a new set of more liberal val-
ues and which represent tomorrow’s
cigarette business.

Kent 10%
Marlboro .5% Winston 0%
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Lucky 6%

Kent 10%
Pall Mall 10%

Winston 12%

Marlboro 10%

Winston 3%

Kool 14%

Winston 32%

Kool 2%

Newport 4%
Salem 5%

Winston 13%

Winston 1%

Winston 1%

Marlboro 55%

1993 Philip Morris cuts the price of Marlboro
cigarettes by 40 cents a pack.

Philip Morris develops a shorter cigarette -
Marlboro express to appeal to “entering
adult smokers.”

1993 Cigarette Manufacturers react to
Marlboro discounts with deals of their own.

Jeanne Bonhomme appointed VP of Youth Smoking
Prevention and testifies:
Q. “Nearly all first use of tobacco occurs before high
school graduation.”
A. I don’t know
Q. “If adolescents can be kept tobacco free, most will never
start smoking.”
A. I have not studied that, I don’t know.
Q. “Cigarette advertising affects adolescents’ perception of
pervasiveness of smoking, images of smoking, and the func-
tion of smoking.
A. No knowledge.

2002- Marlboro video game as
part of bar promotions.

1999 A Philip Morris Petersen surveys and studies as to the
likes and dislikes of boys ages 10 to 15.
-Survey shows that nearly nine out of 10 boys ages 12 to 14 said
that playing sports is "in" and 73% said that extreme/radical sports
are "in" and that their sports heroes had a big influence on them.

Estimated

1983 B&W memo discusses agree-
ment between Associated Film
Production and Sylvester Stalone
guaranteeing the use of B&W prod-
ucts in no less than five movies for
payment of $500,000.

1981 Lorillard Study of study peer
group attitudes related to smoking and
the effects of peer group on brand
selection.
“One Half of this group began
smoking at 10-13 years the
remainder started between 14-
17.Marlboro and Newport are
mentioned far more often than
any other brand. Young smokers
focus almost entirely on the visu-
al aspects of advertising. Friends
were far more often cited as
smoking the initial brand.”

Kool 20%

1952

1956

1954
“Scoop” Lucky Strike
cartoon “salesman.”

Early 1960’s

- No ads on TV show and radio shows directed primarily at young
people
- No advertising at schools and college campuses including athletic
events
-No ads in comic books
-No sampling to those <21 years; advertising not to represent
smoking as essential to social prominence, distinction, success or
sexual attraction; models in ads must be over 25 and look it;
-No fictitious persons in the forms of drawings, sketches, etc.,
unless appearing older than 25 years
-No advertising with celebrities and athletes or showing physical
activity.

TThe Rise and Fhe Rise and Fall ofall of YYouth Cigouth Cigararette Brette Brandsands With support under NCI Grants:
R01CA7702103
R01CA8769603

1972
Kool

VW

RJR: “YAS (Young Adult
Smokers) only sources of
replacement smokers.

SCENE FROM SUPERMAN II WITH
MARLBORO AND BEVERLY HILLS

COP LUCKY STRIKE.

Philip Morris memo lists movies where cigarettes and signage
had been placed:
-The Muppet Movie
-Amazon Women on  
the Moon

-Robocop
-Tapeheads
-Dream Team
-Field of Dreams

-K-9
-War Party
-Who Framed Roger -      
Rabbit

-Superman II (late 1970’s)
-Crocodile Dundee

1996

1998

1998

1998

1991

1999

1998

A Light cigarette boom follows Marlboro
Lights between 1972 and 1979

Kool Milds 1972
Benson &
Hedges-1977

Pall Mall-1977
Viceroy-1972

Winston-1974
Camel-1977
Newport-1977
Virginia Slims-1979

MARLBORO CAR ON
A VIDEO GAME
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Kool 1%
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Hypothesis
Cigarette companies do
not market or develop
brands to initiate youth
smoking.

Background
Tobacco companies say
that they don’t 
market cigarettes to
induce young people to
start smoking. Public
health advocates and
researchers say they do.

Methods- 
Review of industry state-
ments, market research,
tracking surveys, as well
as examples of cigarette
advertising.and promo-
tions.

Conclusion:
Big tobacco lied.
The tobacco industry’s
own internal documents
reveal undeniable evi-
dence showing a long
term interest in convert-
ing young non-smokers
into smokers.
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