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Advertising Gianna Jacobson

Mass inerchandisers jostle with tobacco companies

off the 1996 Nascar Winston Cup
season on Sunday, the eagle eyes
scrutinizing every lap, every hood
decal, every retaining wall and ev-
ery billboard at the Daytona Inter-
national Speedway included those
belonging (a marketing executives
at consumer-product companies.
Auto racing, once the advertising

domain of tobacco, beer and motor
oil, has entered the era of the mass
merchandiser. Procter & Gamble
broke the ice six years ago with Tide
detergent, but the (rend was slow to
pick up momentum until last vear,
when the number of consumer com-
panies involved in auto racing nearly
doubled. Now, the sport's leading
sponsors include 37 of the nation's
200 top brands.
One catalyst has been President

Clinton's efforts to ban tobacco com-
pames from sports sponsorships.
Only a few years ago, such a ban
would have spelled the end of racing, .

but now family-oriented sponsors
ranging from Hershey Foods and the
Cartoon Network to Sears, Roebuck
and Kleenex. a Kimberly-Clark
brand, are [ming up to lake tobacco's
place.
Paying $250,000 to $5 million to get

in on the acvion, sponsors get con-
stamt exposure for iheir brand
names during nationally televised
races. And 11 is valuable exposure,
too: surveys show that racing fans
buy products tied to their sport far
more often than fans of other sports.
American auto racing 15 a 51 bil-

lion industry and growing, largely
thanks to the National Association of
Stock Car Auto Racing, or Nascar.
Attendance at the 31 Winston Cup
races in 1995 surpassed 5.3 million;
nearly 40 percent were women and
29 percent had incomes above
$50,000.
To reach them, corporate Amer-

ica spent more than $100 million last
year on racing sponsorships, and
roughly the same amount for promo-
tions, marketing tie-ins and other
costs.

"Racing has well-documented loy-
alty," said David Paro, vice presr
dent for marketing at the McDon-
ald's Corporauion. 'Any sports fan
has a relauonship with the corpora-
tions involved in the sport. Racing
tends to deliver on that relauon-
ship."

McDonaid's spent an estimated
$10 million on racing sponsorships
last year, including a primary spon-
sorship for the Winston Cup car of
the popular driver Bill Elliott.

In return, McDonald's got about
five and a half hours of on-air cxpo-
sure of its lugo during tele-
vision coverage and 168 mentions by
broadcusters und announcers last
year. According to the Sponsor's Re-
port, a newsletter that tracks spon-
sors! television exposure and assigns
a dollar vuiue to it, (he compuny's
totat exposure was worth $14.9 mil-
lion.
Using that formula, the 689 Nas-

car sponsors accumulated more
than 219 hours of exposure and 14,088
mentions worth $542.7 mallion.
AS an ussociate sponsor of Mr. :

Eliott's car, Hershey's Reeses Pea-
nut Buller Cup pets less space to
plaster its name on the car than
McDonald's. But 1 does not pay us
much, ether - between $250,000 and :

$750,000, compared with $3 million to
$5 million for a primary sponsorship. :

But Hershey does get access to the
car, "Hershey might bring Bill El-
liatt's car and the crews that run it to
a store, and it sits in a store for a
day,"' said Ardy Arani, a director of
the Championship Group, a sports-
marketing agency based in Atlanta.
"The stores use it as a traffic build-
er. The grocer knows if we bring
bodies there they'll end up buying
something."
Surely the most colorful entry into

Nascar racing is the Cartoon Net-
work, which formed a joint venture
with Diamond Ridge Motorsports to

sponsor Steve Grissom's tcam. The
network, a division of Turner Broad-
casting System (which broadcasts a
handful of Winston Cup races), IS

using the animated characters of
Hanna-Barbera Inc., another Turncr
division.
For its first year, Mr. Grissom's

car 1s sporting an enormous likeness
of Fred Flintstone on the hood, Bar-

14:46 : OGC IMMEDIATE OFFICE-

ney Rubble chiseling out a number
on the side and Mutley the dog
dumping tacks off the rear bumper.
"Nascar was a perfect demo-

graphic fit,"" said Fred Seibert, pres-
ident of Hanna-Barbera. ''This is a
huge family sport."
Racing's traditional sponsors

know they are suddenly surrounded.
"We welcome family-oriented

sponsors,'' said T. Wayne Robertson,
president of Sports Marketing En-
terprises, a division of the RJR Na-
bisco Holdings Corporation, the
maker of Winston cigarettes. Mr.
Robertson said RJR Nabisco, the
ude sponsor of Nascar's Winston
Cup series, spent about $22 million a
year on auto-racing sponsorships.
"Having a Reese's car is better than
another cigarette company's car,"
he said, because that would just be
advertising a rival.

The tobacco industry is fighting
the Administration's proposed re-
strictions on tobacco sponsorships of
sporting events, which would have
the greatest impact on auto racing.
Between Nascar, the Indy car circuit
and the National Hat Rod Associa-
Uion, tobacco companies spent about
$70 million in sponsorships and ad-
vertising in 1995.
'We already cannot have an en-

dorsement of our product," Mr. Rob-
ertson said. 'But 42 million people
like and follow mator sports, and we
know that fully half of racing fans
are smokers, There was a time when
this sport was almost compietely
dependent on tobacco and beer com-
panies. Today the sport would con-
linue whether we were there or not.
But our influx of money into motor
sports would be a huge gap to fill."
But Mr. Arani insisted that racing

could fill the gap. ''If this happened
10 years ago," he said, "it would
have been crushing to the racing
industry. Now people are lining up to
take Winston's placc.''
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DOMESTIC

TYPE OF
ADVERTISING

Newspapers $71,174 1.8 48,212 1.0
Magazines 328,143 8.2 278,110 6.0
Outdoor 375,627 9.4 386,165 8.3Transit 60,249 1.5 60,163 1.3
Point of Sale "303,855 7.6 344,580 7.4
Promotional Allowances 1,021,427 25.6 1,156,280 24.9
Sampling Distribution 100,893 2.5 $6,970 1.2
Speciality Item
Distribution 307,037 7.7 184,348 4.0Public Entertainment 125,094 3.1 118,622 2.6Direct Mail 51,875 1.3 65,002 1.4

_ - _ _ - _

Coupons and Retail >

Value Added 1,183,798 29.6 1,882,905 40.4All Others* 1.6 68.758 1.5

TYPE OF TOF * OF
ADVERTISING TOTAL 1993 TOTAL

Speciality Item

Coupons and Retail

Total** $5,231,917 100.0 6,034,915 100.0

"Expenditures for audio-visual are included in the "All Others" category to
avoid disclosure of individual company data.
"*Because of rounding, sums of percentages may not equal 100 percent.

'IGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES
FOR YEARS 1990-1993

(THOUSANDS OF DOLLARS)

* OF * OF
1990 TOTAL 1991 TOTAL

62.917
Total** 100.0 4,650,114 100.0$3,992,008

1992

Newspapers 36,204 .6$35,467 7
Magazines 4.5 235,195 3.9.237,061

5.7 2311450. 3.8Outdoor 295,657
Transit 1.0 39;113 .653,293
Point of Sale 7.0 400,909 6.6366,036
Promotional Allowances 1,514,026 28.9 1,557,505 25.8
Sampling Distribution 9 40,190 749,315

Distribution 6.5 758,761 12.5339,997
Public Entertainment 1.7 84,275 1.4895-739
Direct Mail .7 31,463 534,345
Endorsements /Testimonials --

Value Added 41.6 2,559,170 42.42,175,373All Others* .8 63.680 1.241.608
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DOMESTIC CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES
FOR YEARS 1970,
(THOUSANDS OF DOLLARS)

1975-1977

TYPE OF * OF + OF
ADVERTISING 1970 TOTAL 1975 TOTAL

Newspapers $14,026 3.9 $104,460 21.3
Magazines 50,018 13.9 131,199 26.6
Outdoor 7,338 2.0 84,329 17.2Transit §,354 1.5 10,852 2.2
Point of Sale 11,663 3.2 35,317 7.2
Promotional Allowances 33,789 9.4 72,018 14.7
Sampling Distribution 11,775 3.3 24,196 4.9
Specialty Item
Distribution 5,652 2.6 10,088 2.1Public Entertainment 544 0.2 8,484 1.7All Others* 220,841 61.1 10,311 2.0Totalre $361,000 100.0 $491,254 100.0

TYPE OF * OF * OF
ADVERTISING 1976 TOTAL. 1977 TOTAL

Newspapers $155,808 24.4 $190,677 24.5
Magazines. 148,032 23.2 173,296 22.2
Outdoor 102,689 16.1 120,338 15.4Transit 19,341 3.0 21,530 2.8
Point of Sale 44,176 6.9 46,220 5.9
Promotional Allowance 82,523 12.9 108,227 13.9
Sampling. Distribution 40,390 6.3 47,683 6.1
Specialty Item
Distribution 20,030 3.1 35,797 4.6

Public Entertainment 7,946 1.3 9,538 1.2All Others* 18,182 2.8 26,157 3.4Totalt* $639,117 100.0 $779,463 100.0

* Includes TV and Radio advertising expenditures of $207,324,000 and
$12,492,000 respectively for 1970. Broadcast advertising was banned after
January 1, 1971. Expenditures for direct mail, endorsements, testimonials,
and audio-visual are included in the "All Others" category to avoid disclosureof individual company data.
ve Because of rounding, sums of percentages may not equal 100 percent.

14

DOMESTIC CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES
FOR YEARS 1970,
(THOUSANDS OF DOLLARS)

1975-1977

TYPE OF * OF + OF
ADVERTISING 1970 TOTAL 1975 TOTAL

Newspapers $14,026 3.9 $104,460 21.3
Magazines 50,018 13.9 131,199 26.6
Outdoor 7,338 2.0 84,329 17.2Transit §,354 1.5 10,852 2.2
Point of Sale 11,663 3.2 35,317 7.2
Promotional Allowances 33,789 9.4 72,018 14.7
Sampling Distribution 11,775 3.3 24,196 4.9
Specialty Item
Distribution 5,652 2.6 10,088 2.1Public Entertainment 544 0.2 8,484 1.7All Others* 220,841 61.1 10,311 2.0Totalre $361,000 100.0 $491,254 100.0

TYPE OF * OF * OF
ADVERTISING 1976 TOTAL. 1977 TOTAL

Newspapers $155,808 24.4 $190,677 24.5
Magazines. 148,032 23.2 173,296 22.2
Outdoor 102,689 16.1 120,338 15.4Transit 19,341 3.0 21,530 2.8
Point of Sale 44,176 6.9 46,220 5.9
Promotional Allowance 82,523 12.9 108,227 13.9
Sampling. Distribution 40,390 6.3 47,683 6.1
Specialty Item
Distribution 20,030 3.1 35,797 4.6

Public Entertainment 7,946 1.3 9,538 1.2All Others* 18,182 2.8 26,157 3.4Totalt* $639,117 100.0 $779,463 100.0

* Includes TV and Radio advertising expenditures of $207,324,000 and
$12,492,000 respectively for 1970. Broadcast advertising was banned after
January 1, 1971. Expenditures for direct mail, endorsements, testimonials,
and audio-visual are included in the "All Others" category to avoid disclosureof individual company data.
ve Because of rounding, sums of percentages may not equal 100 percent.

14



Publication Total Readership Total "Under 18" % Readership
(000) Readership (000) Under 18

Better Homes and 22,767 785 3%
Gardens

Cosmopolitan 13,819 1,410 10%

Ebony 12,045 1,046 9%

Elle 2,846 409 14%

Entertainment 4,392 674 15%

Weekly
Essence 5,717 537 9%

Family Circle 18,380 646 3.5%

Field & Stream 10,299 815° 8%

Glamour 8,864 1,540 17%

Good Housekeeping 20,410 567 3%

Inside Sports 5,205 1,341 26%

Jet 9,591 1,169 12%

Mademoiselle 5,196 959 18%

McCalis 13,639 506 4%

National Enquirer 18,418 1,465 8%

National Geographic 27,505 4,546 16.5%

Outdoor Life 6,433 569 9%

People 30,678 2,465 8%

Popular Mechanics 7,243 744 10%

Popular Science 5,415 874 16%

Reader's Digest 40,366 2,943 7%

Redbook 10,470 2,186 21%

Rolling Stone 7,492 1,506 20%

Sassy 3,549 1,891 53%

Seventeen 7,011 3,867 55%
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Ski Magazine 2,343 584 25%

Soap Opera Digest 6,755 853 13%

Sport 4,721 1,132 24%

Sporting News 4,245 666 16%

Sports Illustrated 27,016 4,614 17%

11,602 1,162 10%

TV Guide 45,575 7,102 15.5%

Vogue 7,489 1,300 17%

Total papers 171,046 20,130 12%

Daily papers 124,780 9,404 7.5%

Sunday/weekend 149,569 17,350 11.5%
papers

Parade magazine 87,298 6,059 7%

Star

:

:
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Influence of Tobacco Marketing and
Exposure to Smokers on Adolescent
Susceptibility to Smoking (Br

Nicola Evans, Arthur Farkas, Elizaheth Gilpin, Charles Berry,
John P. Plerce*

e

Background: TeGay the uplake Of smoking ts primarily an
adolescent poreukt. Awareness of tobacco advertising and
prometion ts high, und evidence suggests that & plays a role
in adolescent smoking uptake. Purpose: We evaluated the In-
Quence of tobacco adverlising and promotion and exposare
w smukera on never-amoking adolescents' susceptibility to
smoking. Methods: We used data on 3536 adolescent never
emokers (those who had never even puffed 8 cigarctte)
from the 1993 Callforals Tobacou Survey. Thal survey ques-
tioned adolescents wbuul smoking hivary and inctinathen,
For this analysis, we defined as susceptible to auoking those
eever smokers who anid the survey thal they coald net
rule out independently deciding to try s cigarette or
smoking une wffered by a friend. Alea fur this enulynia, we
devised two indices: 1) s S-polat index of an individual's
receptivity fe tnbsece advertising as determined by the num.
ber of positive reeponses ta five eurvey tlems (recugaition of
advertising messages, having a favorite advertisement,
saming a brand he/aho might buy, owning a tobacco-related
prometional Kem, and willingness to vee tobacco-related
promotional items) and 2) an index elessifying an individual's
reported exposure to family and poor smoking inte of
four levels, Using logiatic regrenaion, the inde-
pendent importance of our indices in predicting suscep-
HiDHy to smrebing affer adjustarent for suctudenrugraphic
vartables, including age, eva, nud ruceelluicity, aud fur per-
ovived schuul perforuaace. Tests of matiatcal xignifcaace
were (woslded. Results: Receptivity to tobacco advertising
and exposure to smokers were indepemfgntly with

susceptibility to smokteg, bul the relationship appeared
Stronger for receptivity te udvertising. Adolescents exposed
to famlly membera and peers (n = 489) who smoked
189 (¥8% contidence interval [Ci] = 1.30-2.74) limes an

likely to be susceptible, whereas adolescents whe scored 4 or
more on the Index of Keceptivity io Tobacco Murketing (a
31) were 391 (95% Ci = 238-642) times as likely te be
ausceptibie as those who secured ©. Even adolescents who
acured 3 (n = 1090) were 2.03 (95% Cl m 4.31.3.18) times as
fikely to be susceptible. There was fateraction effect be-
tween score on the Index of Receptivity to Tobacco Market-
jag and exposure te smokers, Conclusion: Our results
eupport the hypothesis thal tobecce marketing may he
stronger current influence In eacwutaging adulescents ta In-
tate the smoking uptake prucess than exposure in peer or
family amokers or anciademographic varlables including

perceived echee!l performance. (J Nati Cuncer Inst
199587:1638-46)

Afier 30 years of sustained public education about the health
effects of smoking. adoleacents are the only age grup whe enn.
tinues to teke up smoking in significant numbers. In the United
States, more than one quarter of 17. end IR-yeur-nlds are current
smokers (/). Furthomury, rocont romparct thei wnoking
prevalence among adolescents in the United States declined
through the mid-1970s to mid- 1960s bur has remained level in
tho Inet decade ameng whiles, in contra to blacks,
whom proveicace "fl appears te be declining lightly (2). A
wiowing body of cacerch ouggeatas lobecce advertising isa

fecur w advloecent wuvking upuke. Siudlen have
consisienily documented high awarcnens wrx! recell of tobacco

among adolescents and cvon among young children
(5-5). are known to bo highly adept at docouing
cigarette advertisements, and awareness of brand Imagery and
covert messages is alrcady proscnt in the preleen years (6). Fur-
thermore, anslyses of trends in Re age of sinoking
have demonstrated high correlations between the timing of par-
ticular advertising campelgua and increases in the rater al which
adoloscents take up smoking (/,7),

The Whacva industry that their marketing effective-
ness is lintited to maintaining brand loyalty and that i hes no
role in encourging adolescents to experiment with amoking (4-
10). They argue that lacentives to start smoking come mainly
from exposure to other smokers in the pees and family network.
This uddrosses the relative influence of tobacon market-
ing and caposure to other amokers on the susceptibility to take
Wp sHOking in adolesonals who have newer smoked

uf authors: N. Evens, Depurtnent of Specch Communicaiions,
indiana University, Bhanninglon, A, Varkas, J.P. Plorce (Cancer Preveation and

Medicine), R. Qlipin (Cancer Prevention and Cornel Progen. Canor
C. Berry (Qepwimont of Family ang Preventive Medicine). Univershy of
Califomia, San Diego, La Jotia.

io:KOP. Pheive, I9.D., Cancer Prevention otha Canina Pa
gran, Univorsity of California, Ban Diego, Cancer Comer 0201, 2500 Gilman
De. Lu Julia. CA 92093.0901.
Reprint regwesta tw Const Preveathn ated Progrem, University of

Canc Coma, ant

San Diogu, Cancer Venter (N01, 9900 Cilman Dr, La Jolie, CA
See "Noten" section following "Referees

Journal of the Nationel Cancer institute, Voi. &/, No. ZU, Uctover 18, 1Y¥5



Lloro £0282
BUKNESS UUMMUNICHTIONS TEL: 301-654-1589
16/16/1995

Oct 16.95 14:0? No.020 ©.03

Theories conceming the process of becoming a smoker idee your best frlends wer to ofer you w wuld yu
tify @ Sato price to experimentation ducing which te uever
nuke: lv susceptible tu take upmnuking (/,/4-/5); we focus ana u tarkor of which adolescents Nave sigriod the
upwke process. In previous rescarch. we defined an adoloxcent
as nuncuptible 40 smoke If ke or she cannol definitely rule oul
the possibitity of future smoking (/4-/6), Daw fram the lon- 26.2% 925). 6.7% 238), and 12.9% Amen
gkucinal component of the national | ocnage Attitudes and Prac-
tees Survey indicate that never-amoking adotencenty who could
ne Classified us sunceptlbic to smoking In [988 or 1969 were
two to throes times more likely io have used eigarertes in the in-
lerim when surveyod again in 1993 than thove who
originally classiftod an not suaceptibic.'

California Tobacco Survey (/4) regarding tho extent of any pos-
sible association between receptivity to marketing and 2) cx-
pomay to family and peer smokers on the suaceplibility to
smoking of adolescents who have never expcrimonted with
Ciparotios. The present analysis ix restricted 10 adolescents who
ever smoked, since any behavioru! experionce with clgarentes
could introduce additional factors ani sufficiently measured thet
might make such an iste difficult to detect, Our
ment of the influence of tobacco marketing extends previous re
search to include information an adolescent Foaponsc to
Products promoting tobacvo use, much as clothing and inys bear- your attention the moa?"
ing the brand logo. Questions about the uso of such kems were
included on tho 1993 Califomia Tobaccy Survey w
fooent changes in the marketing Mialegles uf ibe wbacce in-
duntry thet increasingly focuses! ui! pruinotional activities, rather
than advertising aluac, tu sett tubaceu to the consumer (10).

Subjects and Methods

Survey Samp
The for this analysis wor drawn fram tha 1991 Catliernis Sur-

vey U6, Telephone interviews were umducicd with 10910 in

Methodology re, 70.0%). A screcner interview with an adult Ip each
household iernified 0RV2 (aged 12-17 years), all of whoin were
ashetule fe In-depth intorrigws lading appiuainacty 23 minutes. Campicioa
interviews were obtninnd frum ASAI adolcecenia, PIN of Une In
the remonding houvehulds. The 1007, Tobaccu: Survey was
to provide representative estimates fur the population ofCalifamia
level hase weighiy were evsignod according to the probability a housobuld wae

propriate. Tre hance were then rerio adjunted for age. education of head
of race oy ily, aed gougrepAee region,

Rociudemographic and Smoking Expericnee Variables
All adatoeconts were acker! quottlonson sex, and mace cr cthnichy. in

dithas, we welded chem 10 mao their performance schol "very much above
average," average." "avers," on average 'the lad two
Calegottes were combined for analytic purports vince few respondcum reporter!
below averse perfunnence.

Adolewents wero included Jn the analyaly if they reread "an" tn ine fol.
bowing. quevions: "Have you ever smoked a cigarciteT" and "Huve you ever ly sancdan Chi-equared vtatintion wer computed veing Suucnhwaice'sof caperimented with cigerctle smoking. even a few puffy?"Of adotcacents
LTV9Y0G, 180 mapwlly 3 SG, moun 1 01%. confidence inceval ICH) w the edition of susceptibility
To determine tf were maucptine ell how wih no

stacking eanetionce were waked [wr constions deagnod In pene thy
of feture enaking: "Pip you think you willw 9 cigarette auan?™ and "If ene of

Journal of the Natlwnal Cancer inctiture. Val, 27, No, 20, October 18, 1225

Previnus retearch, any enewer other than "ne" oF "definitely net" boil quce-
The distribution of the study sempie at 1516

U723Y, 43.9% 12. bs 13-yeer-nids (e 15%), 33.0% 4-9 1S. yorr-ulds (n »167), ordi 23.1% 10° 19 7 'year-olds (am SIV, $4.39 won-Hispanic white (be
'ather revefethotetty ( ~ 489).

Following

to
17

never srwikers was $3.34 (nw 1813) and 48.7% malg (no

s

Index of Receptivity to TobacenMarketing

lavestigared on dimensions.These were ther. comomed,
00 hetew, ime an Indes of Revemivity te 'TobewsMarksimgFirm, 10 aacortala whecher arinicannets stead to ond theThis sriicle analyzes data that we collected from the (993 Moxsugex communicated by tobacco advortising, all adnieacent never wmmert
who had moon 4 tebecce adverliseinent (37.9% + 1.6%) were asked whether anyof the following nine maecagey were contained in the advortising: 1) Smoking is

2) {1 hetps peopte relas, 1) 91 helps people fee! onmforable in sacial

mmukers, and % eocvewhul penple wnuke. Fur our inden, ony affirmative
wes PARGR 84 & BOSitive indication ofa iene a tovel of cognitive

awarences of lobacon advertising.
Socund, the existence of affective 'Fospenece figervde atrerticemeniy was

yout Tere Clparene whe name & Dread were
sabxd, "OF ali che cigaretic yuu have sen, which60 you ining al

waa coals 4 pmitive
Third, to sicenain whether adolescents form penlerences for brands hefory

experimenting with clgerties, we sabe, "If you wanted in tuy a pack vf
slysrcites tomorrow, whut brand do you tink that you would Rwy?" Again, forOur iden, naming 5 brand was vanekiered & positive senpones.

We anked 891 adolescents. "Have yeu ever hougiu w

& lohecon industry promotional item such 84 @ We considered sa
frawer of "yea" 0 ober of these quesitons be = positive

We combined all five of tie abuve items into a singts Index of Recentivity to

given the five liens.

mudy, Ihe Influence tnpacce merkering on adolcscerus

Maaliona, 4} 54 en people stay than, 6) helpsmen, 7) helps people when they ory dered, 6) ue uved we

axsccacd by asking all adnicsconts, "What is the nano Of the olgerctic brend uf

far inden boing stir fu give a Uren name

As the fuunh und onn Components of Nur infies, we wes two items fron the
(0 premucis

Tohacce Survey

received for free any pmduet whith n tobacco trend was
by 4 tohacco compony?" We then asked, "Do thith thet yu would ever nee

Todeces Merkcilug. Suures renged rom 010 themuster ofusing a

tadex of Kxpaaura tn Smukers
In accondunue with ealennive previous analyacs. we commuted trondindta denigned to Measure lubed EAXaury 00 family enterr emaken.' All

in the Ce Survey wore ashel atansl Hie uae Of
ot by parenia, atnpparents, gurtdions, ubier and few mete and best

Clasefy adulosvents into four levels of expovure: 1) mintnsl eapomirs, 2) #a-

ttre, and 4) crpomse poe and fimily members who are users. The
cotcapty for uinhnal exposure may include adolencene with noquaintances (but
not bera family meraders) who usedslau.

and on adjusinest ale for more than one telegiune tine ax femaie frien. Ker the Current Study. we uned the romnrars in theer questions

pour only to frntty tweet, 3) expnewre only hen friends (pocra) who any

Statistical Analyals
All Percentages ate weighted and preacntot with 95% Cis mat were derived

@Aimation in the sening of large-scale populotins aueveys dim Bre ROI 'comptere-

Progination, anchor jackknife-nesed (1020). We weed lepiniv

Srrung sdniceconte win fail acver ined cigerctie. Included In the fegreesionwere atl variables analyzed univerisicly: encindemugranhie factor. vriables for

vuriuhtes for each corapary of capcaure to tithes vous eaposure,

wating the pabhally prvcodure (74). This grucodure ts One method for valence

puffed a seatng

mine evens Bure Of fon the {ORCCO-Aer
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Again, we vee the procoaure te variance for
of 5% Cla fur the risk retina derived from ihe

Al) snelyzes wore performed using the SAS (27) All veieos auc from
two-tailed siatintical teats.

Results

Adoleacent Suncptilility
Overall, one quarter (28.4%, + 2.19%) nf wlolescent never

stnkors wore sumeptible to smoking. 'The distribution by age
am! se is presented In Hig. }. bn cavh age group, more than
fifth of adolescent never smukurs were susceptible to BOgin
smoking. Although older never amokor« of both sexes appcarod
fess susvepliblo, thix difference did not atain lg-
Mficanve (P<.07). Boys 12-13 years uli wero more likely tv be
suscepliblo ta wnyking then girls in this ago group (/°<.04), bul
this won diffcrcnce disappcarcd among older adolescents, anny
whom spproximetely 21% of tual lays wed giles aged 166017

yours were suscoptible.

Tobeceo Advortising and Premotion

Fig. 2 presents the interpretation of cigaretic-adveriising mes-
sages by Callfomia edotescents. The figure shows the six mes-
sages mosl froquently identified as contained in cigarcite
advertising. although alf nine massages mentinnad Gee "Subs
jects and Methods" section) were cited by large percentages.
Overall, four fifths (94.0% + 1.7%) of adolescent nevor smukerx
agreed that cigaretic advertisements promoto at lors! one benofit
of emoking. Although older adolescents agrcod morc than
younger adolescents (P<.005), a high percentage (AI.0N 1
2.8%) of 12 to 13. your-olds belicvod thal cigarctte attvertisc-
Mente promots at loans one benefit of smoking. Aduleseenls
were moat likely to agroo that cigaretio advertiscments
omoking #2 enjoyable and a9 helping peuple wv feel cumfunabie
in edclal situadons, although 40% indicated that cigarvite adver-
Vacmonts alao promote suwhing ax hulping people stay thin. The
latter view wap Jegld by 41.9% ¢ 3.3% of females and 39.0% +
3.2% uf Ww

AHA-OPA PAGE 08
Oct 16,95 14:07 No.930 P104

Across all age groups, approximately 40% of adulewents whc
had never trlod a cigerctte cuuld name a brand of cigarettes tha
they would prefer to purchase (Table 1). Murlvoru was the
brand mont often nominated tn all age groups. Two thirds mon
12. ts named Mariburo than Camel, and this num.
ber incroszod substantially with ags. By age 16-17 ycars, four
timux ax many nonsmokers numud Murlboro than Came!
Around 60% of adolescent never smoker could nae 41 favorit
Cigarette advertioasncit. Aviuas all ayes, Cumet advenisemeng
were ihemost frequenily nominated as favorite. Fwo and a hall
times asmany (2-10 3-ycar-olds numed Camel then Maribor,
This difference decreased markedly avrosy age, howevel, so thal
by age 16-17 yours, there was only a 35% difference in the ratc
of nomination of the advertisements as lavorlie, The populsrity

the Marlboro edvertixement and the Marlboro brand as the
brand to buy Increwed with age (P<.06 and P<.0004, respective
ly), wherces nomination of Canw! ns the fnvoclic advertising o
preferred brand to buy decreased with aye (P<.003 and P<.018,
respectively),
Fig. 3 shows the percentage uf adoleacem nevea vhers who

had received a (uuaccu usc and the percent-
age of tows who would be willing w use such a product. Kew ot
the 1- t 13-year-uids hau received 8 promotional product, al-
though 12.6% + 2.9% of this age group were willing to use one.
Both product ownership and willingness to use promotional

Overall, 59% + 1.1% of sdolesvents who had never smoked had
& product promuting tobacco uac, and 15.2% + 1.R& of
cent never amokers were willing to use 9 promutional product,
Of the 211 avolomunt never smokers who hud received 8

tobacco promotions) itcm, 41.7% + 40.1% had teceived ant lien
promoting Camel cigercttes, 17.3% 1 7.3% bed recived an hem
promoting cigaeites, ed 10.3% t 1.2% Nad recetved
en item promoting smokvless tobacco, The type of product ment
often received was a T-shlt of other clothing itcm, which ac-
Counted for SU.9% t 1.9% of the iteme. The accond most com
mon item was a ciparcite lighter (16.5%4 5.7%).

hems increascd with age (P = 00) and P w -02, respoctively).

Age Group (Years)
Gource: OFS, 1993

vase (] Pemate

Fig. 1, Pervoniage of mule ard female udolexcent never
emokers i California who were Suseplik tn begin amb
ing. sinatified by age group: 12-15 yearn th @ 1990), 14-15

bara give weighicd pervenis. and the upper fiariis al the 94s,
confidence. intetvale ure sown, CTS © Tobaccu
Survey.

years (n - $467), nd (6 17 yoore B19). Numbers in thes1
: : :

10
:a

:

pe
72-13 14-19 1-17
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Fig. 2. Percentage of Calfornia

1213 years (a 1990), Lat
years (n @ 1167). and 16-17 yours

of srnoking Promoted
c sdverinemonts by the
vin moseage mow frogusmly
identified: saying thin.
reduction, sires reduction. relax,
ing, tector and enjoy.
abl, Nemters a tie lan we
weighted perrents, and che upper
bors of she 95% cunfidcnce in-
tervals are chown CIS « Califor.
oieThen8 Survey

wed a benef

: A
(n A}9) whe

14

Roving Then

Cigarette Advertisement Message
Source: CTS, 1993

Fig. 4 shows, for euch age group, the disiribution of responses
on the Indox of Recepiivity to Tobacco Markoting. which waa
produced from the ahove items. There wore some aimitaritine
across ago in this distribution, with more than half of adolescent
never stnokers In cach age group scoring 2 or higher. Significant bors who smoked: there adolcaconty were 1.9 (95% CI ( 3-
age differences, however. were noted at hath extremes of the
continagm (overall P<.003), with 12- 30 13-year-old being
more Hkely (0 have s acare of 07 (13.4% versus 8.7% for 16. to
17-year-olda) and toe Hkely 10 have the higher soore of 4 or
more (7.8% versus 12.6%).

Kxposure io Rmokers

The percentage of adolescent never smokers exposed ta
xmokers who wore family members and/or best friends ix
Drcaonted in Pip. 5. Expoaure tn snuskers differed markouly with
age (overall P<.01001). Mave than half (64.6% # 3.69%) of 12- to
13-year-olds had an peer or family expoxure to smokers, com>
pared with only 37.1% ¢ 4.4% of 16 to I7-ycar-ulds. Anamy
younger adolescents, exposure to smokers was most likely (
occur in the family (38.6% versus 18.5%), The reverse was true

Tobie 1. Cigareue trund preferences and Surariic advertisoment by brand, Dy age (never puffers}*

for those nider than 13 yoars, among whom bost friends were a
More common source of contact with smokers (37.01% veraua
99.0%). Overall, 13.9% 2 1.5% of thane who had never anuked
were highly exposed, having both best frioads and family

2.7) tims as likely to be suscoptible to as adoletconts
with minimal cxposure.

Predicting Susceptibility to Smoking Among Adolescent
Never Smokers

To determine which varlablcs increase the likellhvod of
snvoking for adolescent ncvor amokers, we performed a logistic
regrossion with guecoptibility as the dependent vasiadie. The
results are prosunted in Tattle 2. After adjustment for uther
sociodemographic factors, ivither npe nor ex was @ statistically
nignificant prediviur of susceptibiiity fo amoking. Black adoles-
cents weie fess Iikely tO be suacephitte than non-Hispanic white
adulescents, although this difference was not statistically sip-
nificant. Hispanic adolescents were 70% more Jikely to be sus-
ceptible to smoking than non-Hispanic whites. Perceived

Ago 12-1%y Aged 14-15 y Aged 16-17 y

rune 41.9248 $3.93 1.9 tte BI 47154 62.7393

Pavoriie Pevorita Taverne
Cigarettc Brand Would by, & Would buy, &. ptivertiaemnent,% Would buy.& alvenisenscnl,

201189.3 43493234 244433 16.4812 80I2S2 20.0747Carct 15938 4832.0 Mya ae 72130 27.5337X3423 19.0% 1.46 0.6433 99326Rare?

Values ~ means 2 95% intervals.

Jounal uf tho National Cancer Ievthute, Val. 87, No. 20, October 18, 1995 ae 1341
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11 yours fm - 1890), 14-18 youre = 1107), wd 19-17 yous
tno 819). Nuwbers in the bara arc weighicd pervems. ant 1(fh

Califumin Tobacon Survey.

1
:

the 9%. confidence intervals arc shown. CTR s1

12-13 14-16

Age Group (Years)

performance @ school was strongly sssociated with suncep-

tidility to smoking; adolescents who self-rated thelr nerformancy
as "average" oF "below average" wore significantly more likely
to be suscentible to smoking than those who indicated thelr per-
formance at achool to he "verymuch shove average."

Both exposure to smokers und score on the Index of Recep-

tivity to Tobaoce Marketing were independently related to sur

coptibitiy after adjustment was meds for the eficcts of the

auclodomugraplis varlabkes. vue fifth uf adulencuts
who Wore Nol Caposed 10 members of best friends who

smokod wero classified as susceptible to smoking. The propor-
tion of those who were susceptible fo smoking increaved by ap-

proximutcly sU%t 11 @ member of the family smoked and nearly
doubled if adolescents had best friends who smoked. For thom

adolescents who hed best friends who amiuked, caposure &

sinokers in the family os well did not increase eny Further then
Ukelihond of being susceptible to smoking.

We observed a sirony effect hetween seceptibility to amok

ing and NOOTVE on the Indes of Roceptivily tu Tobacco Mant
Ing. Of edolcocents who scored 0 on this index, 13.5% + 4.6%

A 2 duubled the proportion of (hus
who wete susceptible. Adolescenis who scored 4 or more on tk
index were almost four Gms Mier' likely to be suscepbbie

compared with wdolexcents who scored a

30

Age Group (Years)
14-15 (116-17

Big. 4 Pescentuge of Califor
athiigscent never emokers aged 13
WN years tr & 1950). 1415 years (1
= 4407), $0 17 youn (ns My)ow
cording thelr acere of Unde
he Index of Recoptivity w Tubac
CO Marketing (ser teal fie defini
tant, Neate a ite bern an

perecata. end the uppe
Amita af iho 05%, confeteare inwe
vals are shown. CTS @ Callinmi:
TuhscenMurrey

16
:

:

10 :

Source: CTS, 1883

1

Index of Receptivity to Tobacco Marketing
30 2 4+
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aunty Only
Seuroe of Expoeure to Other Smokers

To invextigate uny possible interaction effect between ex-

posure to emokers and score on the Index of Reveptivity to

Tobacco Marketing, we comparyd amoking-susceptibility rates regression with spocially coded Interaction variables, we

among adokeacents at two tovels of exposure to smokers (mini-
mal versus poor andénr family) and among adolescents at two

susceptilality wi amokc among adolescent acver emokers

Artjuaed 994 cunfhicace
Gample sine wnhls salto Wnerval

Sex

Melis 172) 1.08 U.80-1.45

Soha!

Expusura index

indon ofHecepalvity te
Markering

0 MI 1.00
} 747 139 1,0-2.51
2 wo 203 1.31-3.15
x an 1.889 d.16
de Mil sar 23N.6.42

*Reforem pour
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levels of recemivity to tehacrnmarketing (zero eecemivity score

versus any positive receptivity score) (Pig. 6). In a eoparaio

found no statistically significant Interaction between score on

the Index of Receptivity to Tobavou Marketing and exposure to

smokers. The offoota were simply additive: Compared with
those having a score of U and minimal exposure to smoking.
those with minimal oxposure and a score of I or greater had 2.6

(OS% CT 1.6-4,2) timya the likelihood of being suweptlble
smoking; those with same exposwe ty wor smokers and &

acore of 0 had 2.3 (95% Ci = 1.065,3) times the Iikelinood; and
thusc with some exposure und a score of § cr greater hed 4.5

093% CI = 3.1-6.7) umes the

Discussion

Of sdoloscont never emokors turvcyod, one quarter appcarcd
to have sturlod the emoking uptake proooss as moasured hy sus>

comibhisy to emoking. A highor wore on the Indea uf Recep.
tivity to Tobsoco Morkcting was strongly associated with
avuceptibility among adolescent never snwhers. The nesocietion
of the index wore with suscepliultity was independent of and
appeared tu by atrunger than the association with susceptitality
of exposure tu vier amokers. Wheroas exposure 10 both family
und bus friends who smoked incressed ausceptibiilty to amok-
ing by 90%, of 4 Or the Index of Receptivity to
Tovacco Marketing produced almog a fourfuld increase in the

PAGE 11

BURNESS
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in the leswc
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Age.y

727 146 1.02-2.07
a 1.00*

12e
077 1.41

6 0.67
15 $86

wi 0.80 6.50-1.27

lane

sore 1.on
Black 0.76 haa-1.19
Non.

Hispanic m5 1,922.27
ass 1.11 0.91-1.66

nie TAP
Abave evernge Vas 0.94- 1.85

average
1 1

Aver or telow average (327 9.43-7.83117

likelihood of being susceptibic to smoking, and & score of 2 in-Minimal as oe
Creascd (he likelihood by a factor of 2.

Family only Ss 1.00-1.72
Povtamy haz 134-270

Adolosvent never sinakars appeared to be receptive to tobac-
co marketing at an early age, Anny 13- to 13-year-olds, nearly
two thirds scorod 2 higher on the Index of Recontivity to
'Tobacco Marketing. Only 16% of adolescents did aot perceive
thet Cigarette advertising promotes at least one of the hanefiss
quericd. Possibly. if fower benefits had bccn fixed, this perrent-
age may have been higher. but positive respancas ware in the

noighborhood of 71% for at leas, four of the individual items

Family and peor ao 189 2.74
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To investigate any possibic interaction efect between ex- Jevels of tohncrnmarketing (zero ceceptivity score

posury to wmokers and scare on the Index af Reveptivity to enwus any pacitive receptivity score) (Fig. 6). In a eoparaio

Tobacco Marketing. we comparod xmnking-susceptibility rater regression with Interaction variahles, we

among adokeacents at two lovelsof exposure to smokers (mint- (rami no statistically significant Inveraction between score on

mal por and/or family) and amoung at two the Index of Receptivity to Tobacco Marketing and exposure to
por and/or family) and among

smokers. The offoots wer simply aditive: Compared with
those hav ing a score of U and minimal exposure smoking.

Tahtc 2. susceptilality 161 emote among adolecnt acver enokers those with minimal oxposure and a score of | or greater had 2.6

(98% 3a 1.6-4,2) timya the likelihod of being suweptlble 061
Ad
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1wo 203 1313.18 that cigarette advertising promotes at least one of the hanefits
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These Cais indicate that aduiescents are very aware of cigaretic
advertising.
Almost 0U'% of 12- 13-year-old never smokers named a

lavorite cigarctte advertisement, and just over 40% had a
preference for the cigarolie brand thcy would buy. Although few
adolescent never smokers already possessed ices promoting
tobacco, 15.2% indicated that they would Be willing to use such
products, which suggosts that there 1s a market for tho promo-
tion of tobacen to nonsmoking adolesconin via clothing end
other producia bearing tubscco logos, Marlboro and Came!
cigarettes showed the highest degrce of marke penetration
among adolescon! nyver smokers.

Because this anslysic Is reuiricted to never smokers, the
Gemogrephic distritution of the sunpic is not reprosontative of
the overall sdoleacent population; for Instunvus. It contuined
more younger than older adolescents, By the middle tw latc
taens, many adolescents will havo oxperimentod with emohing,
afd) some will have progrowed to 0 full-flodged addiction.
sonal experience with emoking, euch as any direct ven-
salon or the reactions of pocra, will likely lve considerable
influence on whethor an adoluscent progrumnes (iurn cxperimen-
tation to addicted amoking. The coupinesis uf the present mudy is
on tho identification of the conclates uf eniwring Ine firsi stage
of the amuking uptake pr ucess, suNcopribiilty.

Consistent whl previous research, caposure to smukers and
perceivedwll performance were strongiy and independently
ansuciatod with susceptibliity to smoking (/,//-/.9). Advlescent
wor smokers were 30% more likely fo be susceptible to smok-
ing {f they reported being caposed to a smoker only in the fami-
ly and aboul YU% more likely fo be susveptible if they had at
leas! une best triend who smoked. No additional increased rish
was observed fiir adolescents exposed tv both family members
and bost friends who were smokers, The magnitude of this effect product category than in promoting the particular brand of
was similar to Ut observed for perceived school perfarmance.
Adolescents who rated their porformance as "average" or
"below avornge" were alnrost twice as likely to he susceptible ta
smoking as thon who rated their performance: higher
The telephone modality of the Califomia Tobacco Survey

msy lead fo undorreporting of hath adalowent smoking behaviur

ARTICLES

and the items ilofining susceptibility to smoking. An adolescent
could be aware of a parcm listening in a phone extention.
Most of the survey questions required "yes" ur "no" or "agree"
or "disagree" responses, so ant adull in the kame mom would
probably not influence the adolescent's anwers In order to
maximize the chance for privacy, Mlolewents were called back
on a later date. rather than heing intceviewed al the time of the

coatmet. Nevertheless, sony of our never
anokern may have had experlence with olgarctics, and some ec-
'wal never smokers may have donied any suture intention be-
Cause © parent wus listening, It im likely thal completely
date would have produced cven stronger conclutivan al! the
variables of jnicrest. Misclassificd advicwunix may pave
answered the questions on tobwvu inarkeling and exposure to
ether enokors in a way mure the thuse who arc Indeed suscep-
vible,

Our iwdea of reveptivity to tobacco advertising and promotion
is bead on a serics of survey questions in the 1993 California
Tutmcoo Survey regarding avotcacents' awarcness and
ta tobacco adveriiing and marketing. This Indes hus been
devised solely for use in thy study. Thers may be many more
uxpects Of adolescent cognilion and experience that we have nol
considered that ure relevant tu receptivity. Reveasch on this area
is lucking, especially within the setting of population sudies
Nevertheless, the degree of awareness end response that we cap
ture with our Index ix related to susceptibility in a manner sug
Renting shat tho higher tho recepiivity, the groater the
susceptibility to smoking (see adjusted odds ratios in Table 2).

1The research literature Indicates thai marketing can encourage
consumption of the yeneral product category (such as cigarcuict)
as Woll as of the specific bran! being advertixed (/,22).
marketing may he more effective in promoting the general

cigarcttes. In our sample, the preforrod brand of purchase was
Marlboro, yet the vigurctic advertisoments aos Fevined by
adolescents were these for Camel. We hypothesize Ural Ue of
foot of tobacce udvortising vn brand purchase ip fib
tarod through the brand preferences of tiv inuucdiaic peer
network. Thus, braid preference among, advlescents nay lay Be

uf the Notional Cencer Institute, Vol. §7, No. 20, October 18, 1095:i
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msy lead fo undorreporting of hath adalowent smoking behaviur
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tarod through the brand preferences of tiv inuucdiaic peer
network. Thus, braid preference among, advlescents nay lay Be
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hind edvertivement preference by the time required for the peer

theve date It ais commensirae with the slow but steady grawth
in the wuskor snare of Cantel cigarettes following the intreduc-
tion of the Joe Came! campaign. In 1087. Camol cigarettirs wore
virtually in the Wogal edoleacent market. However, {8 BR, Avernas JR, Beet JA, KervollMW,Ryan K. Cigars
monuhs tater, Camol clgaretion had acquired a marke! there of
6.1%, and national duta from 1993 indicate that thore. cigatertes
nvw represent a 13.3% share of the adolexcent market (23). Ac
cording to the Federal Trade Commission (24), a tote! of$6 bil-
lion was spent marketing tobacco products in 1993, with mor
vaan bait ($3.4 billion) spent on promotions) items euch as
coupons, specialty, and value-added seme.

Our resvks support the hypothesis that tobucco marketing
may be a strouger current influence In encouraging edolemenm
30 initiate the smoking uptake process than Gomographis, harac-
teristics, percelved achoo} performance, of oxporuie wn other
smokers in the perr or family notwork. The accumulated
evidence supports the anced for effoctive suumegies LO prevent
adolescents from sisting to smoke.

Keferences

(4) US Ropanment ofHen and Human Gervicen Prevent Tobesrs Veo
Anwar, Young Pople. A Report of the Surgoun Generel. Atlasa (MA)tS Department vt ond Public Hoalth Service,
Centers fieDisa Comet and Prevention, Naval Center for Chronic
Disease Prevention. and Hicelth (Tice on Smoking aut Hest;
4994, US Departont of Stealth and Human Scrvicca publirminn No.
6217 Ut 0AAU 41,

(2) Neleon DF. GA, Sheplers Dk, Mowery PD, Milly Si, BriksenMP. Trend in cigatene wnaking among US 1974 through1791, Am 4 Publie Health 1904:95:34-40,
(2) acter PM. Schwantz MP, Richurds PW Ir, Goldstein AO, TH.

Arend loge seeugniion by aged 3 10 6 years, Mickey Mouse andOW leo the Qamel [eve semmont Mogine}, LAMA
TWO.

LJrants JM, Riohents JW, Peulmen PM, Woll-Gillespie N. Pletcher C,
Children Tpublishat ereetum appears in JAMA, 1992:208:2084] [see com-
teens citations inMedinet, AMA 1091.2661149-55,

461 Aithhen PP, tember OS, O'Hagan PY, Squair SI. Chikdeon's awarcnces of
Cigareice advertieesncnis and brand imagery. J (¥¥7;82:615-22,Meece IP, ize L, Gilpin LA. Smoking initiation by atotcecent lite, 1944 Wehed Invoutigaion Award from the American Hann Asrusiation

(10) Podera! Trede Commiasion, Matters! Tee Cometseine report tr Congress
for 19489: the Pectoral Labeling nnd Advetteng Ad,

OC: Trade 1¥91.

freutmont, Yo! 16.New Yurk: Springer PubitchingCo., 1983: 132-65.
(12) 4), DICiomente CC. Stages and processes of self-change of

1963:5
(1) Cond KN, Mey BR. Hilt 1. Why children wan

19%. Jolla (CA) Univ Caltfornia,Hen Divgu, 1994.
115} Pierce JP, Parkas Al, Evena N, Berry C. Chat W,

(46) Merwe JP. Porkes AJ. Gvane M, Cllipin B. An tinproved wmrveillence
measure for edolescont anoking, TrhaceuComenl 1999,4.47-90.

contr 7th eg, Baglownad Chffa (NJ): rea es:Mel, 1901
425) Barker D. Changes In the cigaretn brand preferences of

omokors- -Unitad Stain, 1989 1993, MMwe 1904:¢4:977.81.(74) Hedern! Trade Camuntesion. Feucral Trade Comm«iasion report to Congresfre 1993: prevent the Federal Cigarcite Laneling anil Advonising Act.
Washington, NC:Federal 1905.

Notes

"Perce JP, Chol WS, Gitpin FA Pastas AJ, Merrit RK: reanuscnpt sub-FS, Chitgren's preregaicns of advertize- mited tur publication,

You can find a wealth of
inforuration from the Federal Government

at Depository Libraries, Contact your
local library.

TheIEEE 4Depository

wmal of tho Nattonal Cancer Inetiture, Val, 87, No, 20,. October 18, 1995

ac18/16/1995 16:57 2028229117
-

BURNESS COMMUNICH LUNS Vw

Jones KE,Women's twande elgaretic edvesitebeg cuphicny toward

group as a whuls adopt brand. Our interpretation of (9) Whiteside T. Selling death: adverstising and pubic health New
Cantmage (MA): Harvard Univ Press, 1997,

Vouk: Liveright, 1931.

Tiree
tone P, Pediatric end

model of Comult Clie

bir 1 Addict 1992.07: 171 1-24.
Werce JP, Uvens N, Portes A), Cavin SW, C. Kramer M. ai

inClforma. An the

D, of ai.
California 1992. A focus un

vents. BaenaweniyCA): Califome Departmen of | lea th Services.13.

(17) J. Sampling methods of random digh Mating. J Am Brat Asam
79.40-6,

(ER) Fiore B. 'ihe jagkbntfc, Lxnneten wad
tne Industriel and

marveyn, chi-oquered teste for goodness of 144 and ndeponience In two way1901

with cell
Nae IN, Saw Al. On ent tyvered iets for muttiway

fons cotimated xervey date. AwwUf} SAS Ins
(NC), SAS inettets bac, 1989-846.

Juffe RD, camo) promotes Cumel

43) Athen PP, Leather 05, 0'H
od 198S;21;785-97,

Supnoriet Wy pant bythe Califia Departmen of Health Services and hRohon Weed Poundetion. Dr. Pisroc be In part by kn Petub
aalvetining eae Chmnvent e€a- received April 12, (99S; revised July 25, 1999: actepted Auge

sheough (VON. An gaaclatton with tar Manuwor in JAMA [990:271: 11 16, 190s

Library Programof
and 0 pubic

AKTICLES 1545

hind edvertivement preference by the time required for the peer

theve date It ais commensirae with the slow but steady grawth
in the wuskor snare of Cantel cigarettes following the intreduc-
tion of the Joe Came! campaign. In 1087. Camol cigarettirs wore
virtually in the Wogal edoleacent market. However, {8 BR, Avernas JR, Beet JA, KervollMW,Ryan K. Cigars
monuhs tater, Camol clgaretion had acquired a marke! there of
6.1%, and national duta from 1993 indicate that thore. cigatertes
nvw represent a 13.3% share of the adolexcent market (23). Ac
cording to the Federal Trade Commission (24), a tote! of$6 bil-
lion was spent marketing tobacco products in 1993, with mor
vaan bait ($3.4 billion) spent on promotions) items euch as
coupons, specialty, and value-added seme.

Our resvks support the hypothesis that tobucco marketing
may be a strouger current influence In encouraging edolemenm
30 initiate the smoking uptake process than Gomographis, harac-
teristics, percelved achoo} performance, of oxporuie wn other
smokers in the perr or family notwork. The accumulated
evidence supports the anced for effoctive suumegies LO prevent
adolescents from sisting to smoke.

Keferences

(4) US Ropanment ofHen and Human Gervicen Prevent Tobesrs Veo
Anwar, Young Pople. A Report of the Surgoun Generel. Atlasa (MA)tS Department vt ond Public Hoalth Service,
Centers fieDisa Comet and Prevention, Naval Center for Chronic
Disease Prevention. and Hicelth (Tice on Smoking aut Hest;
4994, US Departont of Stealth and Human Scrvicca publirminn No.
6217 Ut 0AAU 41,

(2) Neleon DF. GA, Sheplers Dk, Mowery PD, Milly Si, BriksenMP. Trend in cigatene wnaking among US 1974 through1791, Am 4 Publie Health 1904:95:34-40,
(2) acter PM. Schwantz MP, Richurds PW Ir, Goldstein AO, TH.

Arend loge seeugniion by aged 3 10 6 years, Mickey Mouse andOW leo the Qamel [eve semmont Mogine}, LAMA
TWO.

LJrants JM, Riohents JW, Peulmen PM, Woll-Gillespie N. Pletcher C,
Children Tpublishat ereetum appears in JAMA, 1992:208:2084] [see com-
teens citations inMedinet, AMA 1091.2661149-55,

461 Aithhen PP, tember OS, O'Hagan PY, Squair SI. Chikdeon's awarcnces of
Cigareice advertieesncnis and brand imagery. J (¥¥7;82:615-22,Meece IP, ize L, Gilpin LA. Smoking initiation by atotcecent lite, 1944 Wehed Invoutigaion Award from the American Hann Asrusiation

(9) T. New
1931.

(10) Podera! Trede Commiasion, Matters! Tee Cometseine report tr Congress
for 19489: the Pectoral Labeling nnd Advetteng Ad,

OC: Trade 1¥91.

freutmont, Yo! 16.New Yurk: Springer PubitchingCo., 1983: 132-65.
(12) 4), DICiomente CC. Stages and processes of self-change of

1963:5
(1) Cond KN, Mey BR. Hilt 1. Why children wan

19%. Jolla (CA) Univ Caltfornia,Hen Divgu, 1994.
115} Pierce JP, Parkas Al, Evena N, Berry C. Chat W,

(46) Merwe JP. Porkes AJ. Gvane M, Cllipin B. An tinproved wmrveillence
measure for edolescont anoking, TrhaceuComenl 1999,4.47-90.

contr 7th eg, Baglownad Chffa (NJ): rea es:Mel, 1901
425) Barker D. Changes In the cigaretn brand preferences of

omokors- -Unitad Stain, 1989 1993, MMwe 1904:¢4:977.81.(74) Hedern! Trade Camuntesion. Feucral Trade Comm«iasion report to Congresfre 1993: prevent the Federal Cigarcite Laneling anil Advonising Act.
Washington, NC:Federal 1905.

Notes

"Perce JP, Chol WS, Gitpin FA Pastas AJ, Merrit RK: reanuscnpt sub-FS, Chitgren's preregaicns of advertize- mited tur publication,

You can find a wealth of
inforuration from the Federal Government

at Depository Libraries, Contact your
local library.

TheIEEE 4Depository

0 of

wmal of tho Nattonal Cancer Inetiture, Val, 87, No, 20,. October 18, 1995

ac18/16/1995 16:57 2028229117
-

BURNESS COMMUNICH LUNS Vw

Jones KE,Women's twande elgaretic edvesitebeg cuphicny toward
Cantmage (MA): Harvard Univ Press, 1997,

group as a whol to edopt new brand. Our interpretation of

Tiree
tone P, Pediatric end

model of Comult Clie

bir 1 Addict 1992.07: 171 1-24.
C, Kramer M. atWerce JP, Uvens N, Portes A), Cavin SW,

inClforma. An the

D, of ai.
California 1992. A focus un

vents. BaenaweniyCA): Califome Departmen of | lea th Services.13.

(17) J. Sampling methods of random digh Mating. J Am Brat Asam
79.40-6,

(ER) Fiore B. 'ihe jagkbntfc, Lxnneten wad
tne Industriel and

marveyn, chi-oquered teste for goodness of 144 and ndeponience In two way1901

with cell
Nae IN, Saw Al. On ent tyvered iets for muttiway

fons cotimated xervey date. AwwUf} SAS Ins
(NC), SAS inettets bac, 1989-846.

Juffe RD, camo) promotes Cumel

43) Athen PP, Leather 05, 0'H
od 198S;21;785-97,

Supnoriet Wy pant bythe Califia Departmen of Health Services and hRohon Weed Poundetion. Dr. Pisroc be In part by kn Petub
aalvetining eae Chmnvent e€a- received April 12, (99S; revised July 25, 1999: actepted Auge

sheough (VON. An gaaclatton with tar Manuwor in JAMA [990:271: 11 16, 190s

Library Programof

AKTICLES 1545



18/16/1995 16:57 2028229117
BURNESS COMMUNICATIONS TEL 301-654-1589 Uct 10.95

JOBNAME: HEA Now, 14/6 PAGE.) ShSS: 1 QUIPUT: Foi Aug 11 10:37:29 1995

AHA-OPA PAGE 14
1012 NO.USU r.1Y

whe

wee 61-9 Cov Ook 07 1445
Ca

tng.
OFM-492009 162.00

tee dhe PathOgee
1

A Historical Analysis of Tobacco Marketing and the Uptake
of Smoking by Youth in the United States: 1890-1977

John P. Pierce und Elizabeth A. Gilpin
University ofCalifornia. San Diego

Thies article proscnts cviderce fur wr-specile temporal uaarelatinns bewween major Cigarette
markcting campaigns and increnecs in youth smuking indintion using xuevey date lor
1V10-1977 (NV @ 165.876). Considerabic smoking inition occurred in mutes under 16 and burn
defers 1690 when marketing focuscd only on In: iiation IA male Youth incrcascd greatly
dating 1010-1919; in 1912, KR. J, Reynolds nunched its unprecedented Campaign lo Came! brand.
Initiation a fcrasic youth began in the mid-192is, coincident wilh: the aud Lucky
Strike women's mackeling Campaigns. In the fate Wate. smoking uptuke emeng formals

again increased repidly, coincident with largc-scalc marketing of women's brands Mule initiation
did not increuso with those cumpaigns 'Thus, in cach instance. major marketing impact occurred in

Youth arhoking initistion unly in the scx group targoicd.

The role of tobacco marketing practices in promoting
adolssconcs to smoke 18 & ROLY debaled public policy issue

(Boshs, 1994, Buddowyn, 1993; Davis, 1987; Plerce et nl.,
1991; Polley, 1994; Rafferty, 1999) The tobawy fidustry,
pérhups moro than any othor, hes been characterized since iis
inception by a strong and aggressive wee of murketing prec-
Uces, purticularly advertising (Goodrum & Dalrymple, 1990).
Advertixing and promation ara an important part of everyduy
business practice. inwhich companies atiempt tn influnnce the
purchasing behavior of potontial consumors (Kotler. 1991).
Their purpose is olther to bring new Consumer into the
marketplooe, stimulating primary demand (Ray, 1982}, or to
COnvines current consumers (¢ switch from another product wo

theirs, stimulating yooundary demand (McCarthy & Pericaukt,
1984).
Tas lodacoo industry argues thas advertising end promotion

are only effective in creating this laiter, secondary demand.
Under this argument, the primary stimulation of demand must
reault from other sovictal furces auclt ws cxposure [oO smokers.
Public health advocaton accuse the induaisy of successfully
stimulating primary demond among those to whom It is iltcgal

John P. Slotus, Cunver Preversion and Control Program, Cancer
Coater, end Department of Family une Proventive Modicing, Univ
sky of Colifornis. San Diego; Flivaheth A Olipin, Departmest of
Family and Preventive Medicine, UniversityofCalifornia. San Dioga.
This study wee conduciod as tho University ofCatifornia, San Diogo.

and was supported by the Univeriy of California Tubscco-Related
Deus Research Program,Gren 181245; the Konert Wood
Foundation; and Hevith Net, which supported the 1993 University of
Califamia/Heaatih NetWellness Lecture Serica, for which « puriion of
this article was preperod. This work was donc during the tonura of
Soha P. Ploros's egtablithed investigatorahip from tho American Hourt
Association.
Corscapundvace concerning ss ertici¢ shovid he addressed tu John

¥. Pieres, Canser Orevertion end Cuntso! of
California, San Disgo, Cancers Cenrer OM, Lx Joi, Catifornia
92093-0901.
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to sell cigarettes. The vast majority of smokers begin experi-
menting with clgareties while they are adolescents (U.S.
Derariment of Health and Human Services (USDHHS), 1994)
even though laws aguinst the sale of cigercitcs tominors have
Deen in place for most of this century (USDUHS, 19896).
Furthermore, about 70% of persons who expcriment with
Cigareties progress to become addicted to lobagoo (Burns &
Pierce, 1992; Kusseli, 1770) and may smoke for 30 to 40 years.
A series of studies on the content and placement of cigarotte

nUvertinomente Over the past SU years has convinced many
public health edvocnies that cigereite advertising specifically
Larges adulesccas (atoright, Altman, Staler, & Maccoby,
1988, Altman, Siater, Alpright, @ Maccoty, 1987; King. Reid.
Moun. & Rhsguld, 1991, Mazis, Ringold, Ferry, & Denman,
1992, Schovler & Buall, 1990, Schooler, Musil, & Altman,
1991). Other pudiss have demonsiruicd high recognition
levels of cigarette advertisements among children and adoles-
ceata (DiPranze ct ul, 1991; Fischer, Schwariz, Kichatds,
Goldatcin, & Rojas, 1991; Pierce et wu. iwi, 1993}. However,
although this cvidence hat Uesu remarkably consiscent, It has
not been sufficient to ite Podcral Trade Commission
to luke setion (Federal Treads Commession, 1994).

In this article, we investigate.the historical evidence tus the
effect of major tobucco marketing campaigns on sge- and
gender-specific rates af emnking upteke. We have chosen to
analyze five time periods, four of which entncide with major
marketing campaigns designed to stimulgte demand for cign-
rettes within one or the other, The cigarctte industry
did nut become catablished until after the Philadelphia Expoal-
tion in $876 (Tilley, 1948). Deginning In the 1880s, aggressive
cigarette Marketing was used to build a consumor market
anung mates (Rodert, 1¥6/). Marketing was a major wenpon

thers were major ssnuvations in Murketing until the
courteordered break-up of the Tobacco Trunt in 1911 (Wegner,
1971). The period before 1910 is designated Period | for the

used ty conmuliduls a business monopoly In the inte 188s, and

:
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Goldatcin, & Rojas, 1991; Pierce et wu. iwi, 1993}. However,
although this cvidence hat Uesu remarkably consiscent, It has
not been sufficient to ite Podcral Trade Commission
to luke setion (Federal Treads Commession, 1994).

In this article, we investigate.the historical evidence tus the
effect of major tobucco marketing campaigns on sge- and
gender-specific rates af emnking upteke. We have chosen to
analyze five time periods, four of which entncide with major
marketing campaigns designed to stimulgte demand for cign-
rettes within one or the other, The cigarctte industry
did nut become catablished until after the Philadelphia Expoal-
tion in $876 (Tilley, 1948). Deginning In the 1880s, aggressive
cigarette Marketing was used to build a consumor market
anung mates (Rodert, 1¥6/). Marketing was a major wenpon

thers were major ssnuvations in Murketing until the
courteordered break-up of the Tobacco Trunt in 1911 (Wegner,
1971). The period before 1910 is designated Period | for the

used ty conmuliduls a business monopoly In the inte 188s, and
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analyoce in dis article. The dissolution of the tovucco mo-
nopoly led tu the Usvelupment and effective promotion of the
Camel brand of cigeictios by the R. J. Reynolds Tobacco
Company beginning 191). Tubaccu sunsumption surged
from 1912 to 1923, with Caarel cepsuriug noarly halt oF the
Market (Tennant, 1950). Markeiag strotegics cantinued to
foous oniy onmen (Gobel, 1976; Tilley. 1985). The petiod from
1910 to 1935 in woneidercd 2. Starting in 1926, the
cigarette compsnies begon to selectively target woul with
thelr cigarette murkoting (Tennant, 1950, Whelan, 1984);
acenrdingly, the interval from 1936 to 1930, immediately
beforeWaridWar If, ls considered Period 3, During the 194s,
1950s. and well intn the 1960s, cigerette marketing wes
endemic across all media and was not focused at way particular
populslion subgroup; this period ix designated Perlod 4. The
second wave of marketing designee! tn cimulata demand
among women began with the introduction af specific women's
brands of cigarettes in 1967 (Albright ct at. 1988; Ernster,
1983). in & previous article. we showed thu! this campaign was
associated with an incrcaac in smoking uptake hy adolescent
gil, which losted through the (Piern, Lee, &
Olipin, 1994). Accordingly, the period from 1963 thrauph 1977
is dosignaicd Period 5 for this study.

Method

Data Sources

Incidence af smoking dite wat determined from nesional swwys uf
adults that included an ago of inttintinn question. These included the
first mational smoking survey undertaken as a tupplemont uw tho
Current Population Survey (CPS) In 1955 and the snuking sunpic-
moa to the National Health Interview Surveys (NHIS) in 1970, 1978,
1V7¥, 1908, 1987, and 1988. All uf theac turvoys probability
samples Of Iho adult, civilten, auninstitutionalized U.S. population.
The original dota fons tw upproximately 45,000 wlorviawoes uf the

(Heonescl. thimtin, & Mitler, 1085) and rentriet yur considesction of
these dats to the sarlicst atudy time prvinets. Te catimate trends in the
other four time periods uf the study, we combined dats frm the six
NHIS, each of which hed « samplo size varying between 10,000 und
BQ,000. Somes but nut all of the surveys tntorviewod peopic os young as
16 Yours of age, and to avold any Pind thet might result from such an

wo restricted our Considotarion to sell-respondents whu
wore at least 20 yoers of at ilu time of the interview for a total
sample siae of 165,676. methods hn las NHIS cnango avery
deceds, and dataile concerning the survey methodulugy ase iepuriod
chowhere (Pierce, Flore, Novotny, Hatziandrey. & Pavia, 1999;
USDHHS, 1985, 1989c), All survevs had reported reponse mesos in
creda uf 86%.
All surveys included the quemion, "Heve vou smoked at cast 100

cigaroctes in your entire file?" Those who answered "yes" were
clesathied as "over smokers." Ever smokerswere then askod, "Howoldwereyou when you started felsty regularly?"All of the NHI® have eumponite woighta thet cin wed to
perorate population-based cetimarcs Base weights wers calevtatoy wr
rofluct ihe probability thet a perscn was sumpler! ane there Weightyare further adjusted to rofloct the U.S. pupuiatiun at the Lime nf the
survey (USD J9US, 1989).

Initiation Rate Computation
We the age of cach respondent in all the relevant

eneveye during each calendar vou {aan 1919 69/7 Io define
the age-specific pool of individuals eligible 40 mart ontuking duringSuch 2-year insceval wo the sun of the Woighte for of
chat ago who hed not stated smoking up to thet patilontar lnservel.
Alsu, ifomeunc of a givce AEC chd begin to smoke in

that interval. (ludividuats wert not inciuded it Uhe ollgible initiator
pools if thele age fn tho yeur when theywing surveyouWes icza than the
age being conatdared ) We then eummod the Your-epccifle vlighbla and
mitiewur pol weights over ail ages of imerest an computed the rate by
dividing ibe total initiator povl by the total chiglble pool. We pins mac.
end tomate initiation rates for cach 2-year interval between 1910
thicush 191) and 1¥79 through 1977 for youth and young edulis aged

the latter fnar tine periuds dosortved ia the insroduviiun,
fTOUpS are sonewhat arbitrary hut Include an equal sumbcr of agesand make w clonr distinction between ags groups frre whom the
purchase of Cigureites ix ond in net legal,
Reconstructing the incidence of smoking by thiy mothod may be

aubyece te tewatt Was, WhICh WOU 00 particular problem if the
recalled nge of initintion fun a Wish Conor varied with age of the

When Wo emmincd this ist previously, and
although there ry cviderce af High proforenso (i.0., mere eficn
roguwting ages 16 or 1 rather than 19). the petiern of eeeall for un age

former smaker whon surveyed (O in, Lee,& Piers. 1994).The mitiaun rates Computed tor tho oarlier docedes may be
underedtimared bcecayse uf uifferontial mortality smong smokera
(Haenaze!, 1905), Many smokerswho ataricd sucking during the carlydecodes May nut have nean ullve to be surveyed by the 19704 and

started (9 at a younger age then lighter amokers QJNDUHS,
ISRO). [t thin @ the case. then the Initiation rates may acteully bc
Aigher, copecinily among those 1V 0 13 and 14 ty 17yenof age.

nea Interval, theresample weight was aided tn tho inltinsors for

tnwrvel coversho 13,110017,181021, and 22w 23 youre, Thist
The four age

Cohert fs romarkably consistent of the age of the smoker or

may have
199s. This might be particutnrly true for heavy smokers,why

Statistics

We compuivd caust Dinomial ¥S% confidence intervals for theinitiation raves oomputed from tic NEIS dete (Lerten & Mars, 3986).Within cath perind. regrossion Slopes for initlatlvn rele wore
culeylated scparately for maics und famatec using © weighted (inverseof standard crror) loast squures it. Stopes Were compared between
SeNdErs 1W & Riven time pertod and within pendor for adiacent time
Porunty ualhg & simpic ALEmal doviate text (diflercnce + standarderror of difference; Neics, Wasserman, & Kutner, 1988). Thep valuscure twa-taticd. Although thie periodwit segrcesion enalysis mayobscure wends that begin in one period and soutinus Into thy item, ttallow, approximsts quentifwetion of genern! over the viene
period of Interest and provides some basis for statinticnl comparionn,
Only tinous were cxumingd, and Taving ths boundatics uf onc

way did not sutptantiaily change tho resulis: tho
Doundation were choron un the basis of the of edvctlisiegCompaigns, hut in come cuscs w year oF leur wis incivded tc
Oblaln ngmany date points us postible in the shorter periods.

1959 survey ne longer axial . Accordingly, we ure summary tables

Results
trends From the 1955 CPS: Periods 1 end 2

Among both males (Figwic 1) and females (Figure 2), cachsuceessive birth cohort reached highcs levels of smoting and at

: : : :
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Camel brand of cigeictios by the R. J. Reynolds Tobacco
Company beginning 191). Tubaccu sunsumption surged
from 1912 to 1923, with Caarel cepsuriug noarly halt oF the
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Wain from paerssel, Shinkia, and Miller (1655).

younger ages, but females iubinied cunpluurebly less ihan
mules, Reapondents who wero over the age of 65 ycars in the
1955 CPS were born before 1890; hence, all wore 18 years of
age or older by 1003. In this birth cohort, 4% of the maior.

started to amoke before the age of 15 years and 19% started
beloro the age of 18 years (Figure 1). Less than 04% of
females In this birth cohort stared smoking before the age of
18 years (Figure 2). Respondentswhowero aged 53 tn 64 years
when surveyed wers born between 1890 end 1899 and were
adolcscents between 1910 and 1920, Among this birth cohort,
22% of males reported that they hod started to smoke by 18

yours of age, This represanis ¢ 69% increase from males born
before 1690 (Figure 1). Subsequent cohorts of males showed

muremodest Moreanses in initiation by age 18 ycars.
Among fenisley, the major tacranse in initiation by age 18,

compared with the next olde: cotwst, wes fur he cohort born
benvesn 1910 and 1919 (Figure 2). This cohors of fomales wun
of adolescent age during the 1970, Tha porcottage of
in thie cohort who started to smoke by age 18 wos 7%,
compared with 296 for those horn between 1000 and 1900, o
250% Increase (see glen the section nn Period 3 below).

sof f -

Age byWiteh Stored te Grveisp

Figen t Incidence of initiatiun wy calendas your comung 060ICECCOS
aged 10 11 12nam, Nata from ths Netlonal Health Interriow
Survey for 1970, 1978, 1979. 1080, 1987, IBAA (11S Nepartnon: of
Heolth aad Human Services, 1979. 19818, 19dlb, 1988, 19898: U.S.
Dopartment ofHealth, Education. and Welfere, 1972).

Trends tn preftiation Rates From the NHIS in Period 2

(i9iU~1925)

Figures 3 te 6 show the smoking initiation rutes for males
and females in each of the four age groups: 10 to 13, 14 to 17,
18 ta 21. and 22 (0 25 yoars. Tuble 1 presente the perindwiso
regression results. including the statistical comparisons of
tends (slopes). The conrputed linesr slopes for each gencter in
each time portod are presented together with p values (in
parentheses) to rest whether the slopes are different from zero.
A significant positive slope indicates that the initlation rate is
mergusing with time during the period, a significant negetive
slope Indicates thal it us decreasing, and a nonsignificant slope

sithMY +

vee 1800 4090 1% 1770
Catender Year

Figure €. Incidonce of initistion by calendar your among sdoletosnts
nged 14 ter 17 yenrs. Data phtained fram the Netionst Health Interview
Sruvey fr 1970, 1976, 1979, 191, 1¥d7, 198M (U.$. Department of
Health and Elumun Sorvioce. 1979, I9sia, 1981V. 1991, 19698, U.S.
Deparimont of Hanith, Prtuention, and Welfere, 1072),
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Pigure 5. Incidenceiniuation by calendar yoar amongyoung adults
aged 14 8471 years, Dateobeined fron the Natlonst Health Incerview
Survoy for 1970. 1978, 1979, 1960, 1987, 19208 (U.S. Peperunemn of
Norith and Hinman Services, 1970, 104 1e, IMEI, 1088, 1080s; US.
Department ofHoath, Ruycation, aad Welfarc, 1972).

indloates thai nu diwemivle trend in the races fs present
during thatperiod. Thep veluce fox the wompurkon ofmales co
fomalos for each age group within cach time period arc givcn
in beaces. Finally,p valuse for within.gendor comparisons for
the slop in ana time period to the slope in tho immediately
preceding perind ara shown in brackets.

In Pertod 2. initiation ratos for ith to 13-yeur-nid matas und
females remained well under 3% per year (Figure 4). Mairs
appeared to be increasing initiation faster than fomoles, but
the computed slopos were fot statistically different (2 = .09,
'Table 1). Mates 14 to 17 years old showed a marked increase
in inittation, with females only increasing siightly (Figure 4);
the computed slopes for males and females were significantly
Gifteront (p < .01, Table 1). The same gonoral pattern was
observed antong Wuve aged 18 to 21 years (Figure $),with the
elopes formales and formales again significantly different (p =
01, Table 1). Although the initiation rate slope susung inuics
aged 22 to 2S years appeared greater then thet of famales
(Figure fi), it wax not different from nero (p ~ 15, Tub s 1),
and the gender differance was wot significant (p » .@, Table

4).

Trend in Initiation Rates Prom the NIZIS in Perivd 3
(2926 2939)
in Period 3, 10- to 13-year-old males showed a declins in

lnitiation rate (negative slopc), whereas femates showed no
trond (slope not different from zero): the gender comparison
was signiticant ( < .01). Among 14- to 17-year-olds, maies
showod no change in intuauon, whereas females exhibited un
inoeme (significant positive slope); however, the gender
difforcnce was wot alyuificant (p .16). For the 18 to
33-yoor old ago group, males showed significant Increase in
initiation cate (elope not diflorent from cra), wher ces females
showed @ pronounced and significant incrossc. Dut again, the

gender difference was not signifieunt (p & 27). Among 22-10
5-year-olds, the slopes were similur formains and females.
Compared with Period 2, during Perit 3, motes aged 17and

younger showed » significent decreuse in Inkiation ente (ematier
slope, Pp < 01), and fumales aged 18 and mer chowad »

significant incrcass (greater dope. p< Ul for fomaien 18-21
years and p = .05 for fomaies 22-25 years. Table 1). Trends
(Nopes) in other sgoegender proups for Period 3 were not
significuntly different from those in Period 2.

Trends in inttation Rates From the NHIS in Period 4
(19401967)
Males in all four wpe groups showed declining initiation

seetey (fegutive slOpex) during Period 4, whereas females in ibe
younger tice uge groups showed Increuses (positive skopes).
Fomales nged 22 tn 25 yems, the age group studied,
showed no change in initiation sate (lupe aul ulferent from
wero). The alapes for mulse aad fomalon wee
significant In all age groups (Table 1), emphasizing the
different hahavior for males and femules during this period.
Compared with Per 3, during Period 4, males aged 10 to

13 years showed a slowed rate of decranae in initiution (amaller
negative slope), whoroux Inidation among makr nwer 13 years
uld changosd from & positive slope to « negative one. All these
slopes were significantly different for Period 4 compared with
Period 3 (p < 001. Table 1). Females under 18 years old
showed no significant difference in rateof initiation in Period 4
comparcy with Period 3. Among females uged 18 to 2) years,ind Fate Of increase slowed sugmiheuntly (slope less punitive) in

fomales eyed 22 tu 25 yours, Initiation was stable during Period
4 (no trend), Cuapad wih ihe Increase (positive slope)
observed in Period 3 (p < 01. Table 1).
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Table
Results ofPerlodwise Regression Analyzes

Period

Z ;
Spe Shope SlopeAre gu Wel

a10-33 yoort
Ol (<.01 28)

01

Fomale Dt (.92) { 00 (.49)
Punt j<.03}

05 (47

Mele -09 <8t) {31%17 yours -085 (54)

GDfa, e
14(<01)

(04! ™
09 (481) [4.08] .25 11

06 (.49} x3Malo .70 (.46) $1 (<.01)

Pua ° 601 {77 €,03)
BN (49)03

Nowe. The p values for the hacer slopes we parentheses: tho g Values for comnarivon of males to
furmalos ave in braces. | the p vatiias fir within-gandor compnrisons fur slope ln vor tate poring to slope
in ibe petind are in breckois, | }: hep values « 09 are shown n buldtace typy
(>) pvaluc tor test ofelope = 0: for teat of ome' ify) pvalac of
teat ofslopes

Trends in Intiledon Rates From theNHIS tn Periad §
(1968-1977)
Foraice aged 10 to 13 years showed an increase in initiation,

whieh penked fn 1972 to 1973. Thus, the slupe fur Period 3wes
only slightly positive end not different from she slope furmales
(p 459). Females aged 14 to 17 yours chowed a conaldcrabic
Jacresss in initietion (pouitive slope), whereas tha rate smong
males remained essentially stable; the differenow In these
stones was significant (p # 03), Males and fraies 18 years uf
age end older showed declining Inittation rates (significantly
negative slopes), although the Gccreases were Stooper (<lnpe
more nagalive) among males than among fcmeles(p < .01).
Compared with Period 4, during Period 5, males aged 10) to

13 yeers cogupd thelr decline in initiation: the slope hat! beon

(a S 00). Mules aged 14 to a years showed aboul the same
rato of decline: and males uver 17 yeurs Increased their rate of
decline eubstantially (sloge muro negative). Slopes lormales in
thase older age groups wore significantly Uifferent In Period >

enmpared with Period 4 (yp < .01), Perales aged 1¢ to 17
years hacia significantly increased race of inithation in Pestwd 3

compared with Perit! 4(p< 01); snd those aged 18 io 721

yeart showed « docrease (negative sinpe) in Period 5, whercas
initiation had shown an Increase during Period 4 (p < .03).
Older females maintained sbout the same stuble rate of
initiation is Period $ as they exhibited In Period 4.

Discussion

Throughout the history of tw cigarette indusiry we have
dtatinguished four distinct periods in whicttwe could relate Ihe
impact of marketing strategigs to the uptake uf smoking,

Cigarette marketing during the first two of these periods
(Perinds { snc 2) focused exclusively on males. Periods 3 und 3
were characterized by innovative merkcting aimed ot fomules,
Or initiation rate trend (slope) annlysos cloarly show thet
marked increases im the rate of amoking uptake (nthe
particular gender group targeted by these campoigne were
coincident with the boginning of each. Such un effect wes not
observed among the nontargeted aencter. The following histori-
cal review describes these campaigns inmore deteil and relatos
their onset to the changes in trends in emoking initistion rates.
The early growth of the industry fallowing the Philadelphia

Exposition in 1876 included a major advertising war chet
preceded the formation of the monopnly, American Tobasoo
Compony Trust, in 1889. This arvertising war pitted industry
jeaders, whose promotion practice was to Include a picture of «
scuntily dressed female inside euch packet of cigarettes.
against James Duke,who was onc of the fret to experiment an
& large acale with a broad tpectrum marketing strategy. Duke

$800,000 on In 1689 (Kober, 1967, Wagner, 1971).
During the period frum 1880 to 1896, lubacco Consumption
increased sixfold, most of which was sttributsble (o cigarette
consumption (Hocnecel ct al., 1958).
There wat a strongpublic rcaction 10 this saphl growth in the

tobacen industry. The early use of "soft pornogsapliy" the
basis for produci promotion was reported to have had young
boys scrambling after elgarctre packs. There wae wideeproad
consternation with whol was perceived to be a powerful
corrupting influence of the cigarette industry an young boys.
The firs: editorial that focused attention on this appeared In
the New York Times in 1879, und as concern grew. public

usgaitvs In Pertod 4 bul waa not different from zero in Period §

used Nis Competitive cost advantage ¢© seriously outspend his
rivals he bas becn quoted as taying he spont an unheard of

18/16/1995 16:57 2028229117
BURNESS COMMUNIC HI LUNS IDL -QuL~UsH seve

JOBNAME. REA Nov, 14/6 PAGE: 5

AHA-OPA PAGE 18

SESS: 7 OUTPUT: Fri Aug 11 37:20 1995 ef,
JapafGisk3s (hea) /hea]232/232203

SPECIAL SECTION: TOBACCO MARKETING VS. TEEN SMOKING 3

Table
Results ofPerlodwise Regression Analyzes

Period

Z ;
Spe Shope SlopeAre gu Wel

a10-33 yoort
Ol (<.01 28)

01

Fomale Dt (.92) { 00 (.49)
Punt j<.03}

05 (47

Mele -09 <8t) {31%17 yours -085 (54)

GDfa, e
14(<01)

(04! ™
09 (481) [4.08] .25 11

06 (.49} x3Malo .70 (.46) $1 (<.01)

Pua ° 601 {77 €,03)
BN (49)03

Nowe. The p values for the hacer slopes we parentheses: tho g Values for comnarivon of males to
furmalos ave in braces. | the p vatiias fir within-gandor compnrisons fur slope ln vor tate poring to slope
in ibe petind are in breckois, | }: hep values « 09 are shown n buldtace typy
(>) pvaluc tor test ofelope = 0: for teat of ome' ify) pvalac of
teat ofslopes

Trends in Intiledon Rates From theNHIS tn Periad §
(1968-1977)
Foraice aged 10 to 13 years showed an increase in initiation,

whieh penked fn 1972 to 1973. Thus, the slupe fur Period 3wes
only slightly positive end not different from she slope furmales
(p 459). Females aged 14 to 17 yours chowed a conaldcrabic
Jacresss in initietion (pouitive slope), whereas tha rate smong
males remained essentially stable; the differenow In these
stones was significant (p # 03), Males and fraies 18 years uf
age end older showed declining Inittation rates (significantly
negative slopes), although the Gccreases were Stooper (<lnpe
more nagalive) among males than among fcmeles(p < .01).
Compared with Period 4, during Period 5, males aged 10) to

13 yeers cogupd thelr decline in initiation: the slope hat! beon

(a S 00). Mules aged 14 to a years showed aboul the same
rato of decline: and males uver 17 yeurs Increased their rate of
decline eubstantially (sloge muro negative). Slopes lormales in
thase older age groups wore significantly Uifferent In Period >

enmpared with Period 4 (yp < .01), Perales aged 1¢ to 17
years hacia significantly increased race of inithation in Pestwd 3

compared with Perit! 4(p< 01); snd those aged 18 io 721

yeart showed « docrease (negative sinpe) in Period 5, whercas
initiation had shown an Increase during Period 4 (p < .03).
Older females maintained sbout the same stuble rate of
initiation is Period $ as they exhibited In Period 4.

Discussion

Throughout the history of tw cigarette indusiry we have
dtatinguished four distinct periods in whicttwe could relate Ihe
impact of marketing strategigs to the uptake uf smoking,

Cigarette marketing during the first two of these periods
(Perinds { snc 2) focused exclusively on males. Periods 3 und 3
were characterized by innovative merkcting aimed ot fomules,
Or initiation rate trend (slope) annlysos cloarly show thet
marked increases im the rate of amoking uptake (nthe
particular gender group targeted by these campoigne were
coincident with the boginning of each. Such un effect wes not
observed among the nontargeted aencter. The following histori-
cal review describes these campaigns inmore deteil and relatos
their onset to the changes in trends in emoking initistion rates.
The early growth of the industry fallowing the Philadelphia

Exposition in 1876 included a major advertising war chet
preceded the formation of the monopnly, American Tobasoo
Compony Trust, in 1889. This arvertising war pitted industry
jeaders, whose promotion practice was to Include a picture of «
scuntily dressed female inside euch packet of cigarettes.
against James Duke,who was onc of the fret to experiment an
& large acale with a broad tpectrum marketing strategy. Duke

$800,000 on In 1689 (Kober, 1967, Wagner, 1971).
During the period frum 1880 to 1896, lubacco Consumption
increased sixfold, most of which was sttributsble (o cigarette
consumption (Hocnecel ct al., 1958).
There wat a strongpublic rcaction 10 this saphl growth in the

tobacen industry. The early use of "soft pornogsapliy" the
basis for produci promotion was reported to have had young
boys scrambling after elgarctre packs. There wae wideeproad
consternation with whol was perceived to be a powerful
corrupting influence of the cigarette industry an young boys.
The firs: editorial that focused attention on this appeared In
the New York Times in 1879, und as concern grew. public

usgaitvs In Pertod 4 bul waa not different from zero in Period §

used Nis Competitive cost advantage ¢© seriously outspend his
rivals he bas becn quoted as taying he spont an unheard of



PAGE 1916/16/1995 16: 57 2028229117 AHA-OPA
BURNESS COMMUNICATIONS TEL: 301-654-1539 Oct 16.95 14:18 No.030 P.15
JOBNAME: HEA Nov. 14/0 PAOD: 0 SESS: 7 OUTPU1: tt Aug 21 1995 :

N

6 JOHN F, VIEKCE AND ELIZADLTH A. GILPIN

vintements wore issued by emincut cducatiuned lendess of the dudiescents during Period 2 showee & marked increase in
President of the New York Bourd of In the cas lyIR@s, this public concern led to the formation of the pupulas
anticigareite foague. By 1910. this anticigurette fougue hut
introduced laws hanning the sale of cigurottes to minor in
many states. Nuch efor did ont prevene tmnking Inttintion
among the cohort of mates burn before 1890, who werr
adolosconis during thts pertud: 13% af rules in thiscohort had
started amoking regularly before the agc of 18 yeats (Figure 1).
comparedwith less then 0,5% in females (Figure 2).
Shorily after the court-ordered break-up of the tobacco

indusiry monopoly sn 1931, the R. J. Reynolds Tobacco
Cunqmny fawoduosa the Camel branu of cigarettes, which

time. Tho eerketing corupalgy iat launched this brand was
Wadertakon with an expensive towneby-tuwn Promotional ap-
proach. The teaser ("Cumole Arc Coming') was fulluwed by
unprecedented advortising of the brand (a print and
media. In 19113, tha R. J. Reynolds Tobseoo Company apen:
nearly $800.000 nn advertizing and promytion: this amouut
bnereated io $2.2 million by 1916 and 70 $8.7 million by 1031
(Figure 7; Tilley, 1985). The money spent on marketing leveledOff about 60% of total profits. Prom 1913 to 1931, the R.}.
Reynolds Tobacco Company's market share rose from 0.2%.
representing the safe of 1,5millon Camel cigurettes, to $0% of
Oil cigarcite sales, or 183 billion Camel elgareiics (Tilley,
198s).
In 1911, Reynolds was interviewed on how he cume by his

Minty vellets in advertising. He responded that he started with
@ small edveitiving budget for plug tobscco in 1894 andobserved that his sales sine wusiderebly. A fourfold merensein his advertising budgos in the following yeur was associsicdwith a doubling of Bis sles. Accoreing tu the Winstun-Solem
Jowmal in 1914. he said thet, alter that, he did uot eced aymore proofof the advertising (Tilley, 1988).The further increase in smoking uptake among adolescent
males In Period 2 coincided with this intensive marketing
campaign. Males in tbe 1990-1899 birth ovhort who werr

vere tore tose eee
Gaterder Year

Figure 7. Sales uf Camel cigurettna and amount spent hy AD.
Reynolds tomarket Come! cigniettes by calondar your. Dats ahtaines
Srom Tilley (1985).

toltladon cumpared with those born befors 1890 (Figure 1),Put initiation wes sull low in (his cohort of fomalcs (Figure 2).IB addition, rigures 3-5 indicate thet the initiation rates for
Young males in Period 2 were increasing much more rapidlylhan for femples, and the statistical compansons in Table }
support chit Oiervation, ihe sale of Camel cigurenen wasbuumcd (Pigure 7) by the changing image Of cigareties in thefortes part uf the Uevade, during WorldWor i. Cigureties wereviswed es an aide ww hulp widicrs endure the train at thefront. In the words of n Lynn, Maasachuseus, Evening Post
reporior, & narcotic was needed to the nerves some-what, to deaden the (Gubol, 1978).The Red Cross becume one of Magy sseociations raisingmoney to dispatch cigarertes to ailled soldiers. Across theUnited States. there oppenred canteens ot which soldicrareceived free chewing gum, toothpave, and Sigarattes (Kon.nett, 1987). During this period, the rate nf amnking initiation
among females remmined low anu fairly stondy,In the 1920s, the cigarette industry was dominated hy three.trands (Camel, Chesterfield and Lucky Strikes) that appearedInuttingutshable from cach other on blindfolisd consumertesting qa ennunt, 19S). Furthermore, the industrymaintained# pilve equivalence between these brands, fncuslag competi-tion ouly i{} hele marketing strategies. In the first 40 years ofthe cigaroue industry, ciguretse smoking had been character-ized ne a habit to be pansued only by msn. ta 1919, the

Compeny produced a Cigarette ed aimed opecificsilyat womon, but public outcry led ty its Prompt withdrawal.
Apparentiy the publio was not yct ready 70 accept the idea ofwomen smoking.
This situation had changed by the mid-1920, when Chester-field ciqurettes produced yn acceptable and efeotive murket-

ing campaign aimed at women with he "Hinw Some MyWay"
Message in 1926. The conduct of this Campaign wae associatedwith a 40% increase in sales over the 2-yeur period (Tennant,1930), However, the MajOr Success story was the marketingcampaign tor Lucky Strike cigsrettes developed by AlbertLaskor for (ne American Tebaceo Company. Lasker's seleo-Hon we director was barcd on his track record afsuccessful promution Wo women (Gunther, 1960). This "Reachfor a Lucky Inssead uf a Swoer' campsign focused verypointedly on women's fear of gelning weight and was associ.ated with a cepid rine in suice, taking tho brung trom seles of13.7 hilllon cigarettes in 1935 (third-ranked Us end) w ever 40billion and market leadership by 1930. Importantly, the R. J.
Reynolds Tobacen Company, the heaviest user of cigaratioMarketing, did not change its murketing farmat to include
WOMEN 88 8 Larget proup unte 1920. tha year inwhieh it ion themarket leadership, Through the sarly 1990s, women tontinuedto be & major target group of cigarette marketing, and manyadveriising messages suggesied posable health benofils of

to the Radings among adulcscantmales in Period 2, »
major In smoking uation among femuies took placeduring those veaty uf Period 3. Although the slope of theinitiution roves among females aged 10 to 13 yoars was notdifferent from zero in Period 3, the avavlute rates were much
higher then in Period 2 (Figure 3). Males agod 10 tu $3 yeurs

day, euch the President of Stanford Universi anJ tac

contained «wevterblend of cohaccos (han other brands of the

-- Profits

smoking.
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day, euch the President of Stanford Universi anJ tac

contained «wevterblend of cohaccos (han other brands of the

-- Profits

smoking.
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changed trom s stets of increasing initintion (positive
slope) 10 One Of decreasing (nogative slope) in Period
3, Again, a u fonwics aged 14 17 yours the magnitude of

rate of increase (slope) was not diffcront from Perived 2, sales
in this age group did not chunge their initiation rate during this

perind Smoking uptake in underaged girls tripled uver the
decade. the majority of the increase ocevrring during the
suvecsstul Lucky Strike marketing campaign. Females 18 vcurt
and older (Figures $ and 6) increased the slope at their
iniuation tate comperedwith Petiad 2. demonstrating that itis
women's campaign also had 8 maior impact on the uptake of
smoking m older females. Oldcr males exhibited stable ratcs

ducing this period, and stopes for Period 3 were not different
from those of Period 2. The specificity of major increases 10

fernales suggests that the Lucky Strike und Choscerfield market.
ing campaigns were succcsstul In reaching heir target audi

Data from both the CPS and NHIS are consistent regarding
these curly tronds. The nvajor surge iu uptake uccurred among
males in the decode from 1910 through 1919, Amung Semaies,
however, substantial uptake oscurred in the second half of the
slecade from 1920 through 1929, when femates born from 1910

through 1010 reached lete adolescence. Outa on cigarette
consumption also show ihese surgat (Figute 8). Consumption
rose dramatically between 1915 and 1919, when malas hegan
smoking In tage numbers, und then joveled off before showing
pnotner increase in the sccund half of the 1920s, when more
females becume smokers. (USDHHS, 1989b),
Consistent with what occurred Guring World Wer I, ond ior

the same reasons, smoking initiation in males also showed #a surge uring World War Ul (oeginning of Period 4).
Cigerotteswore fies ur clicup for military personnel, and many
men begen to smokewhile u the aullliery (Nonnstt, 1987), The
cigarette Industry bad chonged since the 1930s, whicit u singio
cigaretiewas expected to moot atl consumer tostcs, companies
wore devalnping "niche" drands \o complement tholr gencrat
brands. The protiferution of cigureite brands during this

period resulicd in s constant stream of acivertialny. fn addition
10 print meclia and billboards, cigarettes wore heavily aver.

Figure 8, Per capltn c!guratte. consumption in poueds for posauns ove
14 youre by calendar year. Dats obtelned from Macrame! at at (1055).

tsed on radio and later on television. So much was going on
that it is impossible sort oul the effects of any major
advertising target emphases during Period 4 (USDHHS. 1994).
Beginning in 1980, there. was A continuous progression of

slemitic studies linking smoking with disease. These siudica,
subjects ofwhich were predominately men, led vo the historic
1964 Surgeon Genicral's report, which commilicd the govern
ment to take action against smoking to protect the public
health of the population. Initiation began to decline in all age
groups of males follawing he war. but af a much stecper rate
is Uwe vider age groups. We have previously repuricd that
iniuataun sates OF EduIt Males aNd females dropped below 1%
per ycar by the nid-19805 (Qilpin ci al, 1996). Fomaies under
27 showed modcat increases iv inktgtion suring this period
(Figures 3-5).
Beginning in 1967, the Fairness Doctrine wes uppiled to

ciguretie ndvertising on television, which ccaulted in the fice
provision of 1 community seevice ontiamuking sormmorcial (or
approximately every 12 cigarettr commercials (H. Geller,
forsonal communicution. September 24, 199%). This reprs-
sented the fire major antismoking advortising campaigr, and lt
costinued unill cigerctts advertising was witktrawn from the
broadeust media in 197]. This Campaign was ussocinted with a
major decline in por cap: te cigarette consumpuion (USDHHS,

Warner, 1977).
Throughout the 1960s. the cigarette scvertising dolier was

widerreprosented among the print media targeled at women.
Starting in 1967, the level of cigaretic advertising pluced in
shove targetedmedia lines cascu ty the levels expected it women
were a priority target marke! for the Cigurotts Indusiry (Warner
& Cintdenhar, 1992), Botween 1967 and 1970, four Uleren
women's brands were launched with major markoting
sampalgnd. However, the hrands with advertiaing that cmphe-
sized femininity did not survive. Very quickly. tho Virginia
Slims brand became (he "niche" market loncar and its advertis-
ing strcsscd aulonoiry, wlemour, and thinness. The Philip
Morris Company announced that the Virainiu Slims launching
inciuded the biggest introductory marketing program ever in
the Insiory af the company (Janes, 1987). The advertising
themswas "You've Come a Long Way Buby," which was very

in enpturing the wumen's liboration zoltgeis. By the
carly 1970s, wurnen's brands hud reached $16 billion in sales
(Joncas, 3907), Huwever, ihis Rales level wis not sustained
throvgh the goncrul of cigarette Consumption (hat
started In 1973, possibly ano ingged result of (he broedcuss
medin advertising ban.
Crnvagvently, Periudg $ contained two opposite influences

that could have affected the tute of emoking uptake. The fini
large seule sntismnking campaign on national telovision cuutd
be expe sted (o discourage nonsmokers trom starting to smoke.
Alternatively, the successful Inunching of women's brands
cuuld be expecied to promote smoking Initiation among

he initiation rates fur {Figure 4) oven thengt the

45

3

1.8

1

femates. We cun study the impuct of these iwo competing
influences on adolescents atid young edulis by examining the
Initiation trends for Period S (Figures 3 and 4). The initiation
Tac among adolescont mates (10 to 17 years old) remained
fairly sieudy in this period. Mowever, smoking Initiation rates
among formate adulescenis aged 10 to 1/ years, particularly 14-
lo 1% yeor-clds, increased supidly unt 1914 to iv70. Jn

10981ae 1016
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another sudy, we demonstrated (his (0 be the Case, especialty
for femaieswho did not cventuully attent catigge (Pictce et af,
1994). In contrast, Initiation among 18-10 21-year-old temules
declined rapidly, compared With the continued slow incrense
Vusing Porlud 4 (Pigure 2). Tho decline among muics tn this
age accelerated (slopo mote negative (Nan in Period 4),
aa it did formales aged 22 iv 23 youre (Figure 0). Pematcs aged
33 to 3S yeore of age continucd tu decrease initiation at abuul
the same rate as for Period 4 (Figure 6). Thus, the public
health campaign appeared to successfully reugh edulte, with
little 'epparent impact on adolescents, whorens the campaign
for women's cigurette brands influenced only the
component of its target audience.
Thus, It would appear that the effectiveness of tobacco

marketing practions in encouraging nonsmokers lo start smok-
ingmayo de limited to the adolescent population. qTdowover,
avery state nas laws thet ban the sale of cigarettes to mints
(USDHHS, 19890). These laws are blatantly disregarded by
many vendors (Kionoff, Fritz, Lundrine, Niddic, & Tully-
Payne, 1994) wiw appear w be responding to adolescent
demand. Tobucty marketing bulb demand, and.
heros, urgent public poliey action is needed to catund the
broadcast advertiting bun to aff inbacoo murkoting pructicca,
including print nnd billvosrd advertising, sponsorships. sule or
give-away ofpromotions! merehanstiee, and pomt-of-caly udvor-
teing displays,
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ANNOUNCEMENT FROM Telephone: 301-946-1858
LESKO BROTHERS E-Mail: 76703.4201@compuserve.com

October 1995 Web Site: http://www.cquest.com/leskobrothers.htm!

KIDS KICK BUTTS
ON THE WORLD WIDE il

Max Lesko (10) and Morgan Lesko (13), who have been fighting the tobacco
industry for five years, now are involved with the national Campaign for Tobacco-Free
Kids. They invite everybody to visit their brand new Home Page on the Intemet. On the
World Wide Web, they urge people to support the U.S. Food and Drug Administration
proposal that would get rid of colorful ads like Joe Camel and tobacco gear that tell kids it's
cool to smoke. The FDA solution also would ban cigarette vending machines and self-
service displays and require [Ds that will make these deadly products less available to kids.

The Lesko Brothers' address is: http://www.cquest.com/leskobrothers.html. The
whole purpose is to encourage kids and adults to write a Ictter of support to: Dr. David
Kessler, FDA, Rm-1, 12420 Parklawn Drive, Rockville, MD 20857.

:

MAKE SMOKING
EXTINCT!

w

Since 1991 Morgan and Max have proved how easy it is to get cigarettes. They have
bought 25 packs of cigarettes from vending machines and only been stopped once -- bya
customer. They have testified at the Montgomery County Council and the Maryland State
Legislature but the tobacco lobbyists have all the power. In August, they were at the White
House for President Clinton's announcement of the FDA proposal to keep tobacco
companies away from kids. Clinton calls them "the cigarette vending machine killers." The
Lesko Brothers say, "ACT NOW and support the FDA before more kids get hooked!"
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proposal that would get rid of colorful ads like Joe Camel and tobacco gear that tell kids it's
cool to smoke. The FDA solution also would ban cigarette vending machines and self-
service displays and require [Ds that will make these deadly products less available to kids.

The Lesko Brothers' address is: http://www.cquest.com/leskobrothers.html. The
whole purpose is to encourage kids and adults to write a Ictter of support to: Dr. David
Kessler, FDA, Rm-1, 12420 Parklawn Drive, Rockville, MD 20857.

:

MAKE SMOKING
EXTINCT!

w

Since 1991 Morgan and Max have proved how easy it is to get cigarettes. They have
bought 25 packs of cigarettes from vending machines and only been stopped once -- bya
customer. They have testified at the Montgomery County Council and the Maryland State
Legislature but the tobacco lobbyists have all the power. In August, they were at the White
House for President Clinton's announcement of the FDA proposal to keep tobacco
companies away from kids. Clinton calls them "the cigarette vending machine killers." The
Lesko Brothers say, "ACT NOW and support the FDA before more kids get hooked!"



AMERICAN MERICAN LUNG ASSOCIATIONe. American Heart@CANCER Associations.
Fighting Heart DiseaseSOCIETY®

and Stroke

Coalition on Smoking OR Health
Contacts: EllenWilson @ 301-652-1558 or

Joe Marx @ 202-822-9380

MEDIA ADVISORY

PRESS BRIEFING TO REPORT ON NEW STUDY DETAILING THE INFLUENCE
OF CIGARETTE ADVERTISING ON TEENS

A new study to be published in the Journal oftheNational Cancer Institute next week examines how
tobacco marketing versus peer pressure compare in encouraging adolescents to smoke. The sweeping study of
adolescent smoking behavior is the first to closely examine exactly when and how cigarette advertising affects
adolescent smoking and the process by which nonsmoking adolescents become future smokers. (All media coverage
of this studv is embargoed for release at 4:00 p.m.. EDT. October 17 in accordance with the Journal oftheNational
Cancer Institute embargo.)

The results of a second study to be published in Health Psychology next month will also be announced.
This study examines the close association that has occurred between tobacco marketing and smoking initiation over
the last 100 years - illustrating the strong, specific and consistent effect of tobacco marketing on increasing
adolescent smoking.

WHEN: 9:30 a.m., October 17, 1995
WHERE: Murrow Roon, National Press Club, 14th and F Streets, N.W.
WHO: Dr. John P. Pierce, PhD, Program Director and Sam Walton Professor for

Cancer Research at the University of California, San Diego Cancer and
Control Program (also former Chief Tobacco Epidemiologist under
Surgeon General C. Everett Koop,MD)

Accredited media may hear briefing by calling 703-736-7203 ("listen only" for 30 minutes). Space is
and will be granted to the first people who register with Ellen Wilson@ 301-652-1558.

limited

Adolescents are the only group that continue to take up smoking in significant numbers. They are twice as

likely as adults to smoke the three most advertised brands of cigarettes -- Marlboro, Camel, and Newport. Between
1991 and 1994, the prevalence of smoking among eighth graders rose 30 percent -- a time that coincides with the

controversial "Joe Camel" cigarette advertising campaign. Of the 3,000 children who begin smoking each day,
1,000 will eventually die of a tobacco-caused disease. One in every five deaths in the U.S. is due to tobacco use.

Food and Drug Administration Commissioner David Kessler, MD, has defined smoking as a "pediatric
disease" because nearly nine out of ten smokers start in the childhood or teenage years. The FDA has initiated a

proposed set of actions to reduce smoking among children by 50 percent within seven years. The FDA has

requested public comment on its proposal, which is intended to break the cycle ofnicotine addiction at its source --

in childhood.

The event is part of a national campaign in support of the proposal by President Clinton and the FDA to
reduce smoking among children. The campaign is supported by over 100 national health, medical, religious,
teacher's, and children's organizations. Participating groups include the American Academy of Pediatrics,
American Cancer Society, the American Heart Association, the American Lung Association, and the American
Medical Association.
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WHO SHOULD BE

RESPONSIBLE FOR YOUR CHILDREN,

A BUREAUCRAT OR YOU?
4

:

Right now, the Federal bureaucracy warits total A proven solution is to teach young people how to
you and your children how ta behave. In short, resist peer pressure and to enforce the existing laws
they want to become responsible for teaching in 50 states denying children access to cigarettes,
your children about important lifestyle decisions We support and are funding efforts to expandand yalues. current educational programs for parents, teachers

In our society, the Government should not and children---programs that teach children how
replace parents and teachers when it comes to resist peer pressure and make more fully-to educating our children about smoking,drinking informed decisions,
and other important lifestyle decisions. This message is brought to you in the interestWe all agree we must da something to keep of an informed debate by R.j.Reynolds Tobacce
sigarettes out of the hands of children under the age Company. To receive a free | 2-page brochure and
of eighteen But the answer isn't more bus eauctacy Youth Education Kit, call 1-800-366-8441

TOGETHER, WE CAN WORK IT OUT

035

4
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THE WHITE HOUSE

Office of the Preise Secretary

For Immediate Release

PRE: 02-02

May 2, 1996

STATEMENT BY THE PRESIDENT

Smoking is # pedistric disease that shows no sign of abating, in part bacause young
people ara constantly barraged by messages that glamour and grit can be found in pack of
cigarettes.

My Administration has proposed the nation's first comprehensive initiative to reduce
children's use of tobacco products. But government cannot solve this problem alone,
Everybody must do their ahare to help parents keep their kids tobucco-free.

I applaud 3M Media for accepting responsibility for the impact billboards have, We
must all work together to protect our children from the lures of tobacco.

30-30-30-

2024566210 05-02-@4 04: 31PM Pane tinR=96%
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10531 SW Capitol Hw
Wetiarcl , OL.

94219

May , 1996

Dear Ms. Del Rio:

I was heartened to read an article in The Oregonian this week about how Kyle Horton and
his classmates at Markham Elementary School compelled a billboard company to remove a
tobacco billboard that was in full view of the playground and even your classroom.

Two weeks ago I spoke to students at Woodbridge High School in New Jersey who were
participating in the first "National Kick Butts Day". Woodbridge was one of more than 40
schools in 11 cities throughout the country whose students assembled that day to focus
attention on the use of tobacco products by our young people and its harmful effects. I
would have loved to have told the Woodbridge students -- several years older than your
students -- about what your class did for Markham, because it would have been an
inspiration.

Ms. Del Rio, whether they know it or not, your class performed an extraordinary service to
their school, their classmates, and their community. They are part of a groundswell of
activity by our young people working to protect themselves and others from the dangers of
tobacco.

I am working very hard to combat the health problems caused by tobacco, and, last year I
proposed comprehensive regulations that would reduce our young people's easy access to
tobacco and would rip down those tobacco billboards and other ads -- such as your late Joe
Camel billboard -- that teach us that smoking is cool and glamorous. I know, however, that
we will not succeed without the support and action of our fellow Americans such as Kyle,
because government cannot do it alone.

Your students' actions show that they are not only our leaders of tomorrow, but also the
leaders of today. They are to be commended.

G / G #: 6G6629S06 "391340 ALVIGANWI 990: GS: 0T 96-91-S : A@ LINAS
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THE WHITE HOUSE
WASHINGTON

26 October 1995 Sout Lal

MEMORANDUM FOR LEON PANETTA
HAROLD ICKES
ERSKINE BOWLES
PAT GRIFFIN
MARCIA HALE
DOUG SOSNIK
DON BAER
LORRIE MCHUGH
JULIE MOFFETT
EVELYN LIEBERMAN

FROM: JENNIFER O'CONNOR

RE: FYI

The American Cancer Society is beginning to run ads tonight on
CNN that focus on kids' smoking to support the President's
initiative. The press release is attached.
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SOC ETYP

EMBARGOEDUNTIL 10:00 AM
THURSDAY, OCTOBER 26

CONTACT: TomBrandt 116
Bilzsheth Rridgers (404)329-7544
Joann Schellendach (212)382-2169

AMERICAN CANCER SOCIETYTVADS
SUPPORT FDA REGULATION OF TOBACCO

WASHINGTON (October 26, 1995) - The American Cancer Society {s urging public support of
the proposal to protect children from tobacco through the Food andDrag Administndon (FDA)
through a new series ofTV ads CNN,

These ads will begin on Thursday, October 26 during "Larry King Live" to help educate
the public about the issues adolescent tobacco Lae

The first advertisement, "Younger and Younger" Illustrates how the tobacco industryhas wed
promotions! materials that appeal to children fo lure children to their products.

Additional ads may be placed over the next The depicts alarmingly young sge* at
which children begin to smoke,

The ads were created to reilerate the Importance ofthe approval ofthe Pruposed FDA regulations
lo protect children from tobacco whlch were outlined by President Clinton in his August 10 press
conference. A comment periud ending on January 2, 1996 is catablizhed to allow the American
people and concerned organizations the opportunity to
TheAmericen Cancer Socisty fullysupports outlinedby theasking volce its approval well.

the proposed regulations.
is

"The facts simple: nicotine Is addictive drug," sald Dr. Blake Cady ofthe American
Cancer Society Board of Directors. Moet qyasskorg rtatt aking bafore thay're 18; « that
the tobacen industry has known for ycars. That'swhy emoking has been oalled «pediatric
disease, And it's also why the tobacco Industry targets kids~ if they cag't get children
hooked nicotine, they won't have adult customers."

The AmericanCancer Society bulleves that ebildrennnut be protected frorn tobacco that the

proposed PDA regulations address many of the key issues associatedwith adolescent tobacco

before January 2, 1996 al:
Docket #95N-0253
Dockets Branch
Pood and Drug Administration
Room 1-23
12420 Parklawn Drive
Rockvile,MD 20857

Concemed cftizens can express their support ofthe proposal by sending letters to theFDA

:

smore-

Nationa1 Home Olfivs National Medle

404329-5729 « Fan 404-529-6787 212-88-2169 ¢ Fan 312.719.0103
1599 Clifton Rd., NE « Atlanta, (cA 30329-3251 1160 Avenue of the Amerlous ¢ Now York,NY 70636

y00/200E POOSPESTOETE 01 FS0 - 90) ROLE S6-PZ-0T
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The American Cancer Society and other concemed organizations, including theAmerican Heatt

already illegal for children to vec,

Assyciatiun, American Lung Association and AmericanMedical Association areworkingefforts to address the need to protect cur chikiren from aproduct that is
additiona

For further information about what you can da tn protect
the proposed FDA regulation oftobacco, calf the American Cancer Society gt 1-800-ACS-2345,

tobacco and to support

00/6004 PQ0976STQCT6 OL ESQ - 000 MORE KVFI "60 96-10-01

The American Cancer Society and other concerned organizations, including theAmericen Heart

already illegal for children to vse,
together on additional efforts to address the need to protect cur chikiren from @product that is
Assyciaton, American Lung Association and AmericanMedical Axsooiation working

the proposed FDA regulation oftobacco, call the American Cancer Society gt 1-800-ACS-2345
For further information about what you do tn protect children from tobacco and to support

ESQ
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CONTACT: Tora Brandt
Blizabeth Bridgers (404)329-7544
Joann Saballanbuch (217)382-2169

116

AMERICAN CANCER SOCIETY UNVEILS
"YOUNGER AND YOUNGER" TELEVISION AD
TO SUPPORTPROPOSED FDA REGULATIONS

WHO: TheAmerican
WHAT: Unveils an advertising campaign to begin airing on the CableNewsNetwork

(CNN) ® urge public suppart of the FDA proposal toprotect children from
tobacco,®

WHEN: The first ad in the campaign, "Younger and Younger" will begin airing on
Thursday, Octobar 26,

WHY: Ths American Cancer Society believes that theproposed regulations to

protect children from tobacco ofvitel inportance to the health endwelfare of
our society and of future generations. While the tobacco proclaimed
that they do not beliove children should sacks, their marketing tactics clearly
target oblidren. More children are beginning to ats younger age. While
adult smoking has declined in recent years, saoking bas Increased emongwith lerge in

promotions.

* Storyboards ofthe firsta, "Younger and Younger" included in this peckage. Video copies
ofthe ad are available upon request.

Natlonal Home Offer National Modis 0Mice

212-282-3169 » 213-719-0193599 C iftua Rd., NE « Atlant, GA 10929-1281 180 Avoauo oftheAmericas * New York, MY 10030

700/104 500976910816 N HSQ = 90) MOE +60 98-10-01
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Coalition on SmokingOR Health
1110 ConnecticutAvenue, NW, Suite 820, Wash inginn, TM" 20036

Telephone: (202) 452-1184 Facsimile: (202) 452-1417

OPERATION STOREFRONT

adult volunteers. The project was aimed at documenting the pervasiveness of tobaco advertisingand promotion aimed at youth. Teams of one adult and two teens, age 15-18, surveyed their
communities, using a random sample of previously selected retail outlets.

Operation Storefront was conducted in using over 700 teen andthe spring of 1995,

Some results: an average of 25.26 tobacco ads and promotions per store

a significantly higher number of tobaco ads in stores within 1,000
feet of

significantly higher number of tobacco ads is stores in which the
ads are below three fest

significantly higher number of exterior tobacco ads in "young
neighborhoods

The teens being recruited for this event all participated in Operation Storefront, and have
continued fo be active in opposition to tobacco advertising in their neighborhoods. The teens
in question are from Chinatown and the Mission neighborhood, a predominantly Hispanic areaof San Francisco.

AWER CAN AMERICAN American Heart
SOCIETY*
CANCER

LATION. Disease
and Srroke
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Friday, June 14, 1996 Edited by Jack W Cannon

[ IN THIS ISSUE 1

Tobacco Company Links Lung Cancer Risks To Milk
STATE SUITS

L.A. County To Sue Tobacco Industry For Treatment
Judge Rules Lawsuit Against U.S. Tobacco Industry
More on San Francisco Lawsuit

{ ADVERTISING ISSUES
Clinton targets televised liquor ads

[ EXCISE TAXES ]Health care bill includes cigar, pipe tobacco tax
Massachusetts moves to 25-cent tobacco tax - paper

{ MEDICINE / SCIENCE
Offspring Of Smoking Mothers Have Higher Blood Pressures

[ LOBBYING AND LOBBYISTS ]
House Members on Tobacco Committee Take Cigarette Company Trips'Grass Roots' Lobbyists Must Play by the Rules
Texas Democrats reject tobacco support

{ POLITICIANS AND ELECTIONS ]
Statement Of Minnesota Attorney General Hubert H. Humphrey III

On Bob Dole's Statement That Tobacco Should Not Be Considered A Drug
Dole Scores Clinton on Tobacco Controls
Tobacco Foes Criticize Dole on Addiction Comments
Clinton Campaign Assails Dole on Tobacco Links

AGRICULTURE ]
House OKs '97 agriculture spending

CESSATION
Nicotine Treatment Can Help Addicted Smokers

Tobacco Company Links Lung Cancer Risks To Milk
MADISON, Wis. (AP) A new advertising campaign by tobacco giant
Philip Morris is raising eyebrows in America's Dairyland.
The company that sells Marlboro cigarettes and dozens of other
brands says milk drinkers can run as much of a risk of getting
lung cancer as people exposed to secondhand smoke.

The company is using print ads and the Internet in Europe to
compare the health risks of secondhand smoke exposure to those
posed by milk, diets high in saturated fat, cookies and chlorinated water.
State Agriculture Secretary Alan Tracy said the report ''does not make anyintuitive sense.'!'
Milk producers and scholars in Wisconsin say they doubt the
campaign will hurt milk sales.

in general has a fairly strong, wholesome image, and I think peoplestill believe in that,'' said Jason Demeny, sales manager, Wisconsin WheyInternational.
''Honestly, one study like this is not going to have a verydramatic effect, especially if it's found to have been somebodylike Philip Morris who was behind it. Even after hearing
something like this, it wouldn't have as dramatic an effect.''
Likewise, UW dairy technology scholar Norman F. Olson said he believes ''the
average consumer is going to see through this apparent weak linkage.''
Philip Morris representatives deny they're trying to say that
cookies, milk or water treated with chlorine are a health risk.



'*It would be ludicrous to suggest that one biscuit or a glass of milk a dayis a real risk and should be banned,'' said David I. Greenberg, vice presidentof corporate affairs for the company's European Union operations.
'*But opponents of smoking want to ban secondhand tobacco smoke,
even though the evidence on relative risk is even weaker.''
'*Relative risk'' is defined by the company as a statistical measure that
expresses the findings of a study of disease in the human population.
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AP-WS-06-14-96 1621EDT

STATE SUITS:

L.A. County To Sue Tobacco Industry For Treatment

Wire Service: OTC (COMTEX Newswire)
Date: Wed, Jun 12, 1996

Los Angeles-June 12-FWN/UPI--LOS ANGELES COUNTY Supervisors said
today they will file a lawsuit against tobacco interests, seeking
huge damages to recover costs related to the treatment of
smoking-related illnesses.
The move comes less than a week after San Francisco became the
nation's first major city to file suit against the tobacco
industry.
County supervisors voted Tuesday to join the San Francisco case
or have a Los Angeles law firm file a separate suit on the
county's behalf against six tobacco companies and two industrytrade associations.
The states of Texas and Florida have already filed lawsuits
seeking damages from the tobacco industry for the health impactsassociated with smoking.
A study by the University of California at San Francisco two
years ago determined smoking-related illness cost the county $1.2billion a year, of which $372 million is paid by the publichealth system.
Phillip Morris U.S.A. issued a statement saying that "the
threatened lawsuit by the county of Los Angeles would seek to
hold an entire industry liable merely for the sale of a legal
product to adults."
Copyright 1996

Judge Rules Lawsuit Against U.S. Tobacco Industry
Wire Service: OTC (COMTEX Newswire)
Date: Thu, Jun 13, 1996



Austin, Texas-June 13-FWN/UPI--A STATE DISTRICT JUDGE todaycleared the way for Attorney General Dan Morales to proceed withhis $4 billion federal lawsuit against the tobacco industry.
The ruling by state Judge Joseph Hart was seen as a major setbackfor tobacco industry lawyers who had filed their own lawsuit last
year in attempt to head off Morales's legal action.
Hart abated the tobacco industry suit, which means he will retain
jurisdiction while the state proceeds with its suit ina
Texarkana federal court. Texas is seeking $4 billion from the
nation's cigarette makers for the costs of treating people with
smoking-related injuries.
Hart said in his ruling, "It makes no sense whatsoever for two
different courts to decide different but major issues in what
should be one lawsuit."
He also said the Uniform Declatory Judgments Act, which the
tobacco industry had cited, "Should not be used as a means to
deprive the real plaintiff of the traditional right to choose the
time and place of the suit."
The judge declined the state's motion to sanction the tobacco
industry for filing its suit, which Morales claimed was
"frivolous."
Jack Maroney, an Austin attorney who represents Philip Morris
Inc., said Hart "refrained from ruling on the merits of our
claim. He deferred ruling on the tobacco industry's motion
questioning the attorney general's authority to bring this type
of case."
Maroney said he was pleased that Hart denied the state's motion
to dismiss the case and the motion for sanctions.
Morales said that with Hart's "proper and appropriate" ruling,
"we have the green light to proceed in federal court."
The state's suit, filed March 28, alleges that tobacco companiesviolated federal mail and wire fraud laws, racketeering and
conspiracy laws, state and federal antitrust laws and consumer
protection laws. It also claims that tobacco companies lied about
the addictive powers of nicotine, suppressed research into a
safer cigarette and engaged in recruiting teenage smokers.

Maroney filed the tobacco industry's response last week, saying,
"We deny the allegations made by the attorney general. This
lawsuit is nothing more than an unwarranted political attack ona
legal industry that has always operated in a legal fashion in
Texas."
Maroney has filed a motion with the federal court in Texarkana to
move the trial to Austin on a change of venue.

Copyright 1996

More on San Francisco Lawsuit
Scarcnet Strategy Exchange
Americans for Nonsmokers' Rights13-Jun-96 at 07:39 AM
Distributed with permission

Notes have been posted requesting information on San
Francisco's decision to file suit against six major U.S.
tobacco companies. Maybe this note will provide a little
more information.
But first: in related news, Los Angeles Council Member
Marvin Braude, who has sponsored all of the city's majortobacco-related ordinances in the past, introduced a resolution
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directing the city's Chief Legislative Analyst to researchinitiating a similar suit through contracting with an outside
law firm on a contingency basis. (That's what San Francisco
and many of the 9 states have done.) California's largestcity -~ and the nation's second largest -- could soon
follow San Francisco's lead!
The San Francisco suit began as a resolution introduced by
Supervisor Angela Alioto. Alioto has sponsored many of the
City's tobacco-related legislation in the last several years,
and has staked out this issue as one of her own. She recently
dropped out of the San Francisco mayor's race (which was won
by Willie Brown, former Speaker of the California Assembly
and quite possibly the single largest recipient of tobacco
industry campaign contributions in the country). She thenfailed to win the Democratic nomination to run for California's
State Senate. Term limits will force her off the Board of
Supervisors by the end of this year, and her political future
at that point is uncertain.
In any event, Alioto introduced a series of tobacco-related
legislation in the last month or so, including the resolution
to sue the tobacco industry. The resolution passed the
Board (unsure what the vote was), and was signed by Mayor
Brown. Louise Renne, San Francisco's City Attorney, has been
very strong on tobacco-related issues in the past (she is a
former -- or maybe current -- President of the local ALA or
ACS), and was therefore expected to pursue the case once the
resolution passed.
Why did Willie Brown -- a strong ally of the tobacco industry
when he was in the Assembly -- sign the resolution? It's purely
speculative, of course, but here are my various guesses:
* Probably the toughest election Brown has ever faced in

his life was the 1995 Mayor's race, where he was attacked
from all sides for his sleazy deals, particularly his
deals with the tobacco industry. He maintained that their
money has not influenced him; this was the first chance for
him to demonstrate his avowed independence.

* Brown is reportedly angry with the tobacco industry. In
the 1994 elections, Democrats lost control of the Assemblyfor the first time in many decades. 41 Republicans and 1
(oops -- 39) Democrats were elected. Brown managed to
persuade one Republican to become an independent, and
for a time managed to hold onto the Speakership, but a
series of special elections ultimately resulted ina
Republican majority. The initial election of a majorityof Republicans was a direct result of Philip Morris
secretly contributing $125,000 to a little known Republican
challenger of a first-term Democratic incumbant in a tight
race during the final week of the campaign. Brown quite
naturally blames the tobacco industry on his loss of power.

* The Board of Supervisors is extraordinarily loyal to Brown.
It's almost like mind control! I suspect the resolution
passed with a veto-proof majority; and I doubt that Brown
would want this particular resolution to be a test of their
loyalty.

* Most importantly: how could Brown oppose it without lookingtotally beholden to the tobacco industry, in a city
decidely in favor of stricter tobacco regulations? What's
to lose? The City found a law firm specializing in these
types of cases, who is already representing at least
two other states in similar suits, who was willing to take
the case on a contingency basis. If they win, the City
reaps MILLIONS, even after the attorneys' fees. If they lose
they've only lost a tiny amount of time for some of the
City Attorneys coordinating with the law firm. What's not
to like?

That's my take on it.
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- Kevin Goebel

ADVERTISING ISSUES:

Clinton targets televised liquor ads

06/14/96 - 07:09 PM ET

WASHINGTON - Already battling the tobacco industry, President
Clinton added a new political target Friday: Liquor companies.
The White House pressed distillers to honor a 48-year voluntary
ban on TV ads for hard liquor.
The action pitted Clinton against one of the world's largestdistillers, Canadian-based Seagram, which just began airing
whiskey commercials in Texas. The company is run by a powerfulpolitical family with ties to Clinton.
"The president feels the ... voluntary ban on advertising by hard
liquor manufacturers is a good thing and has helped protect
children," presidential spokesman Mike McCurry said.
Clinton also is hoping that the liquor challenge bolsters his
credentials on social-values issues for the presidential
campaign.

Seagram spokeswoman Bevin Gove in New York said the negative
White House reaction would not change company plans for a
month-long campaign of 30-second commercials. "We certainlybelieve the distilled spirits industry should have the right to
access broadcast airways in a responsible way, much in the way
beer and wine has done," she said.
Aides said Clinton planned to use his weekly radio address
Saturday to urge the industry to maintain the ban. He may single
out Seagram in an address that aides described as "pointed."
There were no plans Friday for Clinton to ask TV stations to
refuse the ads.
Like his uphill fight to curb tobacco advertising aimed at
children, the political motive behind Clinton's latest move was
twofold: Strengthen his voice in the "family values" debate with
Republican rival Bob Dole and show resolve on tough issues.
Clinton has promoted a number of issues related to children and
families. He supported V-chips to help censor TV smut and
violence, school uniforms to curtail gang violence, a campaign to
reduce teen pregnancies and pressure on television executives to
include more children's shows.

Criticism of hard liquor ads came a day after Dole mounted hisfirst attack on Clinton's efforts to regulate tobacco and
eliminate ads aimed at youngsters. The former senator lashed out
again Friday, saying states - not the federal government - should
crack down on youth smoking
"We know it's not good for kids, but a lot of other things aren't
good," Dole said while campaigning in Birmingham, Ala., a tobacco
state, "Drinking's not good. Some would milk's not good."
Crown Royal whiskey ads began airing this week on an NBC station
in Corpus Christi, Texas. They are a first for a major liquor
company since the Distilled Spirits Council of the United States
created a voluntary ban in 1936 for radio and in 1948 for
television.
Rep. Joseph P. Kennedy, D-Mass., proposed legislation Thursdaythat would turn the voluntary ban into law and banish hard liquorads. Clinton has not taken a position on the measure.

In the ad running daily on KRIS-TV between 9 p.m. and 10 p.m., a
puppy enters carrying an obedience school diploma. A second puppyenters carrying a bottle of Crown Royal as the voice-over says,"Valedictorian. Critics say the ad is aimed at young people,



which Seagram denies.
With liquor sales sagging, other distillers are closely watchingthe reaction to Seagram's ads. Seagram considers the ad a pilot
project designed to test the benefits of broader campaigns.
The ads already have created an awkward political situation for
Clinton. Edgar M. Bronfman, co-chairman of Seagram, and Edgar
Bronfman Jr., president and chief executive, are major donors to
Democrats and Republicans.
Clinton attended a New York tribute to the elder Bronfman last
year. The son has attended fund-raisers and social events with
Clinton, and is considered a friend.
By The Associated Press

EXCISE TAXES:

Health care bill includes cigar, pipe tobacco tax
Boston Globe
Globe Statehouse Bureau, 06/14/96

As Massachusetts legislators move toward imposing a 25-cent
cigarette tax increase to fund health care for uninsured
children, they may also create a new state tax on cigars and pipe
tobacco.
The version of the health care bill passed by the House earlier
this week contains an amendment, found by reporters yesterday,
imposing a new tax on loose tobacco and stogies of 25 percent of
the wholesale price. It would yield $4 million to $5 million
annually for the state, said the amendment's sponsor, Rep. Steven
A. Tolman (D-Brighton).
The bill is now before the Senate. Gov. William F. Weld has
declared he will veto the proposal, but it appears likely that
supporters have enough votes to override his veto and make the
taxes law, along with the new health care plan for 160,000
uninsured children.

we're increasing the tax on cigarettes, we also should
increase the tax on cigars,'' said Rep. James T. Brett
(D-Dorchester), Taxation Committee cochairman.
The federal tax is about $1.12 per 1,000 cigars, Tolman said.
This story ran on page 47 of the Boston Globe on 06/14/96.

Massachusetts moves to 25-cent tobacco tax - paper
96-06-14 09:04:09 EDT

BOSTON, June 14 (Reuter) - As Massachusetts lawmakers move toward
imposing a 25-cent cigarette tax hike to fund health-care for
uninsured children, they may also create a new state tax on
cigars and pipe tobacco, Boston Globe reported.
The House earlier this week passed a health care bill that
included a new tax on loose tobacco and cigars of 25 percent of
the wholesale price, the newspaper said.
The amendment's sponsor, Rep. Steven Tolman, estimated the tax
would yield $4 million to $5 million annually for Massachusetts,
according to the Globe.
The measure is now before the Senate. Mass. Gov. William Weld has
said he will veto the bill, but the Globe reported supporters
appeared to have enough votes to override the veto and make the
taxes law.

OI



Tolman was not immediately available for comment.

--Boston bureau, 617-367-4106

(c) 1996, Reuters Limited.
MEDICINE / SCIENCE:

Offspring Of Smoking Mothers Have Higher Blood Pressures
WESTPORT, Jun 14 (Reuters) - Neonates and infants of mothers who
smoked during pregnancy have blood pressure elevations related to
the number of cigarettes smoked per day, according to a report in
the June issue of the Journal of Pediatrics.
Greek researchers examined 73 neonates born to mothers who smoked
during pregnancy, 43 neonates born to mothers who quit smoking
early in pregnancy, 83 neonates born to mothers passively exposedto smoking during pregnancy and 170 neonates born to nonsmoking
parents. Dr. Nicholas G. Beratis of the University of Patras
School of Medicine and his associates measured blood pressure at
1, 24, 48, and 72 hours of life, and followed some of the babies
for up to two years. Only healthy, full-term neonates were
included in the study.
For babies born to mothers who smoked at least 15 cigarettes per
day, both systolic and diastolic pressures were significantly
greater than in the control babies from the first hour of life.
For neonates born to mothers who smoked 7-14 cigarettes per day,
mean systolic pressure was significantly higher at 48 and 72
hours of life, but mean diastolic pressure was elevated only at
the first hour. There was no difference in systolic or diastolic
pressures between babies born to women who smoked 3-5 cigarettes
per day and control babies. Also, there were no differences
between neonates born to mothers who used to smoke but
discontinued in early pregnancy and neonates born to mothers who
never smoked, or between neonates born to mothers passively
exposed to cigarette smoke during pregnancy and control babies.
At 12 months, systolic and diastolic pressures were still
elevated in infants born to mothers who had smoked at least 15
cigarettes per day. At 24 months, no differences remained between
these babies and the controls. Children of smoking and nonsmoking
mothers had similar weight, length and heart rate at one and two
years.
According to Dr. Beratis, because the elevated blood pressures
observed in children of mothers who smoked during pregnancy
eventually returned to normal, the increases may reflect
physiologic changes rather than the anatomic changes attributed
to tobacco smoke during intrauterine life. He adds, "...The
circulatory abnormalities identified in fetuses after maternal
smoking as well as the observation that fetuses of smoking
mothers are in a state of chronic tissue hypoxia may be related
to the increased blood pressures found in the infants of such
mothers."
J Pediatr 1996;128: 806-812.
- Westport Newsroom 203 221 7648

Copyright (c) 1996 Reuters Limited.
LOBBYING AND LOBBYISTS:

House Members on Tobacco Committee Take Cigarette Company Trips
6/15/96 12:18 AM
By JAN CIENSKI
Associated Press Writer

RICHMOND (AP) -- The head of the congressional committee in
charge of tobacco hearings took two trips paid for by large
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6/15/96 12:18 AM
By JAN CIENSKI
Associated Press Writer
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cigarette companies, financial disclosure forms showed.

A Democratic member of the same committee also took a trip paidfor by the Tobacco Institute, the trade organization for tobacco
product manufacturers.
Thomas J. Bliley Jr., R-7th, who heads the House Commerce
Committee, took trips to North Carolina paid for by the two
largest cigarette companies, R.J. Reynolds and Philip Morris.
Frederick C. Boucher, D-9th, traveled to Telluride, Colo., fora
conference on legislative issues at the expense of the Institute.
Neither Bliley nor Boucher were available Friday for comment, and
telephone messages left with their Washington offices were not
immediately returned.
The documents made public Friday by most House and Senate memberslists broad ranges of investment income, assets and liabilities,
along with a precise accounting of non-congressional income,
business transactions, travel paid by interest groups and
positions held outside Congress.
The forms are designed to expose conflicts of interest, not to
disclose precise net worth.
Last year was the final chance for members to get most gifts and
free meals before tough new rules kicked in this year. But
disclosure forms showed very few perks.
The only member of the congressional delegation to report a gift
of more than $250 from a single source was Frank R. Wolf, R-10th,
who said he accepted a private flight from Washington to Toronto
worth $552.80.
Wolf reported the value of his trip to the penny because he
classified it as a gift. But the value of Bliley's and Boucher's
short trips was not disclosed because they were classified as
''fact-finding'' tours and not subject to the same reporting
standards.
The disclosure forms showed that, for the most part, Virginia's
congressional delegation stayed close to home last year, with
only a few members taking overseas trips.
Thomas M. Davis III, R-11ith, reported a fact-finding trip to
Israel sponsored by the American Jewish Committee, and James P.
Moran Jr., D-8th, flew to Kosovo in Serbia.
Herbert H. Bateman, R-ist, listed two golf trips among his
travels, the Senator Hatch Utah Congressional Golf Challenge in
Salt Lake City and the Danny Thompson Memorial Golf Tournament in
Sun Valley, Idaho, which raises money for cancer research.
In addition to the Colorado conference, Boucher flew to Alaska
for a discussion on the future use of the Arctic National
Wildlife Refuge.
The disclosure statements also showed that at least five Virginia
congressmen are millionaires: Sens. John W. Warner, a Republican,
and his Democratic counterpart, Charles S. Robb; House members
Lewis F. Payne Jr., D-5th, Norman Sisisky, D-4th, and Owen B.
Pickett, D-2nd.

Warner's largest reported asset was a farm in Millvale worth more
than $1 million. He also had between $500,000 and $1 million in
an interest-bearing checking account at NationsBank.
Most of Robb's family assets are tied up in blind trusts owned by
the senator's wife and child.
Payne reported more than $1 million in dividends from Wintergreen
Development Inc. stock. Payne is president of the company, which
operates a popular Blue Ridge Mountains ski resort in Nelson
County.



Pickett showed he owned several blocks of stock, each worth more
than $250,000, and a half interest in a Caroline County farm
worth at least $1 million.
Sisisky's holdings were by far the most extensive. His disclosure
form -- 51 pages long -- included five blocks of stock that were
each worth at least $1 million.
AP-DS-06-15-96 0011EDT

Copyright 1996, Associated Press.

'Grass Roots' Lobbyists Must Play by the Rules

Sunday, June 16, 1996 Page 6
San Francisco Chronicle

LOBBYISTS STILL wine and dine state legislators, and roam the
hallways of the Capitol with cellular phones in their pockets,
position papers in their briefcases and promises of campaigncontributions in their nudges and winks.

However, that old style of lobbying -- built on personal
persuasion -- is giving way to more sophisticated techniques,
especially with term limits breaking up some longtime
lawmaker-lobbyist relationships. Businesses and groups trying to
influence the Legislature are using more indirect methods to
exert pressure on Sacramento.

They have enlisted public relations firms that are mastering the
art of manufacturing ''grass roots'' campaigns that look and
sound like an honest-to-goodness groundswell of public concern on
an issue.
Worst of all, these lobbying efforts are not covered by the
California Political Campaign Reform Act of 1974.

That must change.
Here are some real examples of how special interests tried to
Manipulate the legislature while concealing their true
intentions:
_ An oil-industry group, trying to stop legislation that would
have encouraged utilities to develop electric vehicles, whipped
up a letter-and-phone campaign from people concerned about
utility rate hikes. The mailers soliciting public support did not
disclose that the oil industry was behind the campaign -- or why.
-- A tobacco company, working in concert with a public relations
firm, created a group called the National Smokers Alliance to
give the impression that average folks and small businesses were
banding together to fight further smoking regulation.
There is nothing illegal or even unethical about specialinterests trying to enlist public support for their causes. Butlet's call it what it is: lobbying.
Senate Bill 524, sponsored by Senator Quentin Kopp, I-San
Francisco, would subject these ''grass roots'' drives to basic
lobbyist reporting requirements. It would require PR firms whose
mission is to ''influence legislative or administrative'' action
to disclose their clients and compensation. Ruth Holton,executive director of California Common Cause, said those reports
would allow legislators and the public to assess which
grass-roots movements were ''a facade'' for special interests.
'It will take some digging, but at least you will be able to

find out where the money is coming from,'' Holton said.
The bill was approved by the Senate on a unanimous vote, but some
members of the Assembly have been working behind the scenes to



hold up a floor vote on SB 524.

This well-conceived measure needs an extra push. It needs a real
grass-roots response from citizens who want to know when specialinterests are bankrolling and orchestrating a ''groundswell'' of
public opinion.
(c) The Chronicle Publishing Company

Texas Democrats reject tobacco support
Raleigh News and ObserverPolitics Briefs
(Updated: Jun 14, 1996 8:47 p.m.)

Citing a state lawsuit against tobacco companies, the Texas
Democratic Party has decided that it will no longer accept
campaign contributions from the industry.
Bill White, chairman of the state party, said that it wanted to
avoid even the appearance that tobacco industry contributions
could be regarded as an attempt to influence public officials.
"This doesn't pass the smell test," White said. "To take money
from somebody whom the state government is suing sure runs therisk of appearing that they're trying to influence publicpolicy."
The lawsuit against the tobacco industry, to recover health-care
costs caused by smoking-related illnesses, similar to suits in
other states, is being led in Texas by Dan Morales, the state
attorney general and a prominent state Democrat.

Morales filed a $4 billion lawsuit against tobacco companies last
March. White said it would have been awkward for the party if the
tobacco industry were financial supporting events Morales
attended.
While contributions from the tobacco industry made up only about
five percent of $1 million received by the state party last year,
White said that Philip Morris, the world's largest cigarette
maker, was the party's single largest corporate donor.

Texas Republicans sneered at the Democrats' decision. "It's
typical Democratic grandstanding, said Ernest Angelo, a Texas
representative to the Republican National Committee. "And I
assume they are going to ban all Democrats from smoking at their
convention. []

Lester Van Pelt 3d, a spokesman for the state Republican Party,said that the party would continue to accept contributions from
the tobacco industry.
Tom Lauria, a spokesman for the Tobacco Institute, the industrytrade group, said that the organization does not comment on
situations in litigation.
But he did say, "Our political contributions are always made with
no strings attached. Any party or individual is within their
rights to accept or decline a contribution.

POLITICIANS AND ELECTIONS -

Statement Of Minnesota Attorney General Hubert H. Humphrey III
On Bob Dole's Statement That Tobacco
Should Not Be Considered A Drug
96-06-14 11:44:20 EDT
June 14, 1996

ST. PAUL, Minn., June 14 /PRNewswire/ -- The following



information was released by the State of Minnesota Office of the
Attorney General:
"As an Attorney General attempting to hold the tobacco industryaccountable for its actions, I find Mr. Dole's statement that
tobacco is not a drug very regrettable. When a prominentnational figure makes such a statement, it is a set-back to those
of us working in the states to convince kids that tobacco is a
drug that will addict them and kill them.

"If Mr. Dole does not believe me, the U.S. Surgeon General, and
the medical community, we would point him to the tobacco industryitself. An internal tobacco memo from 1963 said, 'We are, then,in the business of selling nicotine, an addictive drug...'
"Mounds of evidence points to the fact that nicotine is an
addictive drug. I urge that Mr. Dole read that evidence and
rethink his position."
Note: According to the New York Times, Mr. Dole said in Kentucky
yesterday that he opposes governmental efforts to treat tobacco
like a drug.
CO: Minnesota Office of the Attorney General
ST: Minnesota
IN:
SU:

Dole Scores Clinton on Tobacco Controls
Politics: He criticizes FDA's plan to regulate nicotine as a drug
and suggests that smoking isn't necessarily addictive.
Los Angeles Times
Friday, June 14, 1996
By MARIA L. LaGANGA, Times Staff Writer
Republican presidential hopeful Bob Dole opened a new front in
his electoral battle with President Clinton on Thursday,criticizing the administration's plans for regulating tobacco and
suggesting that smoking is not necessarily addictive.
Answering questions during a floating fund-raiser on a
paddle-wheeler in the heart of tobacco country, Dole said he
agrees that cigarettes should be kept away from children and that
he "didn't mind closing down vending machines and things of that
kind and putting them out of the reach of children."
But the "more serious question," he said from the Belle of
Louisville as it steamed down the Ohio River, involves the Food
and Drug Administration's plans to treat nicotine as a drug,
allowing the agency to regulate tobacco.
"I don't think the FDA has the authority to do what they want to
do now," Dole said.
He expressed doubt about "whether the FDA . should claim the
jurisdiction and determine that cigarettes are a drug. Then youin effect are banning cigarettes and production of tobacco."
Dole, on the second day of a campaign swing through several
states, followed his riverboat trip with a rally in Louisville
that attracted about 1,000 people.
Clinton carried Kentucky in 1992, but tobacco growing is one of
the mainstays of the state's economy and the FDA's move to
regulate the substance is unpopular with some voters here.

Overall, however, Clinton strategists believe the tobacco issueis a winner; they view it as one of a cluster of
"family-friendly" proposals with substantial public appeal. And
how much it hurts Clinton in tobacco-growing states remains in
doubt. Even in Kentucky, recent polls show him with an edge over



Dole.
Clinton's focus has been on finding ways to keep teenagers from
taking up smoking, calling the habit "a pediatric disease." Justlast month, he demanded that tobacco companies "do the right
thing" and end all advertising targeted at young people.
Also during Clinton's term, the FDA conducted a nearly two-yearinvestigation of tobacco. The agency concluded that nicotine was
a drug--because of its addictive properties--that came under its
jurisdiction.
The FDA said its power to regulate tobacco came from its drugstatutes and its authority over medical devices, since cigarettes
were "drug-delivery" systems.
Dole previously has questioned the FDA's jurisdiction over
tobacco, but Thursday's comments were his "most extensive to
date," said spokesman Nelson Warfield.
"I wish the FDA would spend a little more time on medical
devices, including new drugs," said Dole, who insisted that
tobacco affects different people differently.
"Is it addictive?" he asked. "To some people, smoking is
addictive. To others, they can take it or leave it. Most peopledon't smoke at all. I hope children never start."
Responding to Dole's comments, Clinton's reelection campaignissued a terse press release inferring that the Republican's
views were influenced by tobacco company contributions to a
now-defunct conservative think tank he had founded in the early
1990s.

"Apparently, when it comes to Dole's policies, you get what you
pay for," the statement said.
During his Louisville speech, Dole attacked Clinton on another
front, criticizing the president for his veto earlier this year
of a bill to prohibit so-called partial-birth abortions. The
candidate said the Clinton veto was "the worst thing that he's
done since he's been president of the United States."
But for Dole, the evidence also continued to mount that despitehis efforts to mollify the GOP's warring factions on the abortion
front, the issue remains nettlesome for him.

Last week, Dole pledged that the GOP platform adopted at the
August convention in San Diego would retain existing language
calling for a constitutional amendment outlawing abortion. But he
also said he wanted the document to include a "declaration of
tolerance" for those Republicans with different views. He then
angered conservatives by specifying this week that the
declaration be inserted directly into the abortion plank rather
than in the platform preamble, where it could refer to a varietyof issues.
Christian Coalition Executive Director Ralph Reed warned Dole on
Thursday that he faces a potentially losing fight in San Diego on
the placement issue.
"I think either the Dole campaign makes a big issue out of this
and tries to force it into the pro-life plank itself, in which
case there will be resistance, or they just throw it out
there and don't make a major issue out of it," Reed said during a
luncheon meeting with Los Angeles Times editors and writers.
He added: "Our sense is that a majority of the platform committee
delegates are not going to want it attached only to the pro-life
plank."
Also Thursday, GOP sources confirmed that Rep. Henry J. Hyde
(R-111.), the chairman of the platform committee, is among those
upset by Dole's desire to insert the tolerance language into the
abortion plank. A spokesman for Hyde, Sam Stratman, reiterated



Hyde's strong feeling that language on tolerance must cover "a
multitude of issues" and not simply abortion.
Warfield, the Dole spokesman, said Thursday night that in
response, the candidate plans to meet with Hyde next week. Dole
"wants to hear [Hyde's] concerns face-to-face, Warfield said.
And in Louisville, the crowd at Dole's rally was peppered with
signs bearing antiabortion slogans, as well as others emblazoned:
"Choose a Pro-Life V.P."
Don and Elizabeth Meinshausen of Radcliff, Ky., were among those
saying that abortion is the No. 1 issue for them.

"If [Dole] changes the platform, he probably won't lose our
vote," Don Meinshausen said. "If he chooses a liberal or moderate
vice president, there's no way he'll get our vote."
Today, Dole will make stops in Alabama, Georgia and North
Carolina.
Times staff writers Marlene Cimons and Edwin Chen in Washington
and Bill Stall in Los Angeles contributed to this story.
Copyright Los Angeles Times

Tobacco Foes Criticize Dole on Addiction Comments

By LAURIE ASSEO
Associated Press Writer

WASHINGTON (AP) -- Congressional tobacco foes accused Bob Dole of
siding with the cigarette industry Friday by denying that smokingis necessarily addictive.
''The last thing our kids need to hear is a statement from a man
who would be president that smoking is not addictive,'' said Rep.
Henry Waxman, D-Calif. *\Senator Dole, side with our kids, not
with the tobacco industry.''
Dole, the presumed Republican presidential nominee, said Friday
while campaigning in Birmingham, Ala., ''We know it's not goodfor kids, but a lot of other things aren't good. Drinking's not
good; some would say milk's not good.'!
Dole said he doesn't want young people to smoke but added,'Let's let the states do this. Let the states crack down on it
in Kentucky or wherever it is.'!
He said Waxman ''believes in big government,'' and later added,
''Waxman's overblown. He has been for years.''
On Thursday, Dole said in Kentucky he supported efforts to keepchildren from smoking and to ban cigarette vending machines. But
he said the Food and Drug Administration should otherwise stay
out of the tobacco issue.
If the FDA decides to regulate tobacco as a drug, Dole said,
*'then in effect, you're banning cigarettes and production of
tobacco, so it's going to affect a lot of people.''
Waxman said Dole was wrong to suggest that the FDA was
considering a ban on cigarettes, and added that the overwhelming
consensus of the medical community is that nicotine is addictive.
Rep. Dick Durbin, D-I1l., said Dole's comments show that Joe
Camel -- the cartoon advertisement figure -- is in the lead to be
his running mate. Durbin, who co-chairs the Congressional Task
Force on Tobacco and Health, said tobacco is as addictive as
heroin or cocaine.
Waxman and Rep. Marty Meehan, D-Mass., wrote to Dole saying,
'*You have in effect misled millions of Americans, especially



children, as to the actual goal of the FDA and basic scientificfacts on addiction.''
Waxman said Dole's campaigns over the years have accepted manythousands of dollars in contributions from the tobacco industry.
''Times have never been better for the tobacco industry,
especially in the Congress of the United States,'' Waxman said.''I£ Bob Dole becomes president the tobacco industry will have
the White House as well on its side.''
Dole, asked Friday about accepting tobacco money, said: ''As far
as I know, they're in a legal business. Am I supposed to tell
somebody in a legal business they can't contribute to our
campaign?''
AP-WS-06-14-96 1545EDT

Clinton Campaign Assails Dole on Tobacco Links
Friday June 14 8:42 PM EDT

WASHINGTON (Reuter) - President Clinton's re-election campaign
Friday accused Republican challenger Bob Dole of being in the
pocket of tobacco interests after Dole said smoking was not
always addictive.
The Clinton campaign released a two-page fact sheet listing
$368,350 that Dole had accepted from tobacco interests over the
past 16 years, either for his various political campaigns or his
political action committees.
A 'why does Bob Dole think cigarettes are not addictive? Follow
the money,'' the fact sheet said.
Campaigning in the tobacco-growing state of Kentucky Thursday,
Dole attacked efforts by the U.S. Food and Drug Administration to
regulate nicotine as a drug. He said he did not believe tobacco
was addictive for all who use it. ''For some people, smoking is
addictive; others, they can take it or leave it. I hope children
never start,'' he said.

think the more serious question is whether or not the FDA has
jurisdiction,'' Dole said, adding that defining cigarettes as a
drug means ''you are in effect banning cigarettes and the
production of tobacco.'!
Clinton's campaign press secretary, Joe Lockhart, scoffed at
Dole's comments on the addictiveness of tobacco and said they
appeared to be linked to what he called Dole's collection of
''hundreds of thousands of dollars from tobacco interests.''
''Apparently when it comes to Dole's policies you get what you
pay for,'' Lockhart said. ''Bob Dole should spend more time
looking at the scientific evidence and less time counting his
campaign contributions.''!
Dole Friday rejected the criticsm, saying there was nothing wrongwith accepting legal contributions from tobacco companies. ''Am I
supposed to tell somebody who's in a legal business that youcan't contribute to my campaign?'' he asked while compaigning in
Birmingham, Alabama.

Senate Democratic Leader Tom Daschle also joined the attack,
saying Dole's position flew in the face of all availablescientific evidence. think there are better ways to win
votes than to pander to tobacco companies,'' Daschle said.
The fact sheet listed four contributions to Dole's 1996 campaign:
$16,500 from U.S. Tobacco, $5,000 from RJR Nabisco, $500 from the
Cigar Association of America and $250 from American Brands. The
others were to his past Senate campaigns or political action
committees associated with Dole.



Clinton's attacks on tobacco have been a feature of recent
campaign speeches. In one appearance this week in Glendale,California, he said his administration was the first to ask the
tobacco industry to accept regulation of advertising aimed at
children.
''Every day, every single day, 3,000 kids start smoking and 1,000of them will die sooner because of cancer, emphysema, heart
disease or some other smoking-related problem,'' he said. ''Thatis a stunning thing. That's the biggest single health problem in
America. So I believe we have to keep working on it
Dole must win tobacco-growing Southern states to standagClinton in the Nov. 5 election. Clinton carried only two of the
major tobacco states in 1992 -- Tennessee and Kentucky.

AGRICULTURE:

House OKs '97 agriculture spending
Wire Service: UPn (UPI US & World)
Date: Wed, Jun 12, 1996
Copyright 1996 United Press International.
By IAN CHRISTOPHER McCALEB
<<EXCERPT>>

WASHINGTON, June 12 (UPI) -- A marathon debate on funding levels
and priorities for the sprawling Agriculture Department -- the
federal government's largest Cabinet-level bureaucracy -- ended
Wednesday evening with House approval of its 1997 appropriationsbill.
The measure, which diverts $53.1 billion in 1997 budget authority
to the department, passed by a 351-74 vote, after a full day of
debate that focused almost entirely on philosophical matters
rather than fiscal concerns.

Although still a significant portion of the fiscal 1997 federal
budget, the $53.1 billion figure is $10.3 billion less than
Congress approved in fiscal 1996, and $5.3 billion less than what
the Clinton administration requested in its 1997 budget outline.
Broken down into specific outlays, $39.9 billion is reserved for
mandatory spending programs, including $27.6 billion for the food
stamp program; $8.7 billion for child nutrition programs -- $3.7billion of which goes to the Women, Infants and Children program;
and §1.6 billion for the Federal Crop Insurance Corp.
The remaining $12.8 billion is reserved for discretionary
programs, which include research and extension programs, as well
as the Rural Housing and Food Safety and Inspection Services.
Nearly three hours of the day's debate were devoted to an
amendment presented by Rep. Dick Durbin, D-I1l., instructing
Agriculture to cease spending on tobacco crop insurance and
tobacco-related extension services.
The object of the measure, Durbin explained, was to deny tobacco
producers at least a portion of the estimated $98 million theyreceive in subsidies from the federal government annually.
He predicted the amendment would save the government some $25
million, which could be rolled over into rural development
programs.
"I£ tobacco is killing our children, why does the federal
government still subsidize the growth of tobacco and tobacco
products?" Durbin said. "American consumers and taxpayers have
had their fill."
Reaction to Durbin's amendment was fierce, with some southern
members expressing personal outrage because the denial of cropinsurance for tobacco farmers would likely hurt poor, rural



farmers whose lands will support no other crops.
"This is a mean-spirited attack on small farmers throughout the
South," said Rep. Jim Bunning, R-Ky. "Tobacco farmers grow a
legal crop. They are not outlaws, and should not be treated as
such."
"TF you do away with this program, then ironically and
paradoxically you are helping big tobacco," said Rep. Harold
Rogers, R-Ky. "Then tobacco will be grown only by the big
companies. They'd love that."
The amendment failed by a razor-thin margin of 212-210.

CESSATION:

Nicotine Treatment Can Help Addicted Smokers

NEW DIMENSIONS 7-14
By DR. JOSEPH LOWY
New York University Medical Center
For AP Special Features

One effective tactic that can help many smokers give up cigarettes is to treat
smoking as an addiction to a potent drug -- nicotine.
Nicotine is not the only factor in breaking the habit. Manysocial and personal influences are involved in long-term smoking.
But smokers who want to give up the habit encounter withdrawal
symptoms that include irritability, anxiety, restlessness,
difficulty concentrating and increased food intake, all caused by
the new absence of nicotine.
Only about a quarter of smokers who give up the habit do not
experience such withdrawal symptoms, which are most intense in
the first 24 hours and often can last for weeks.

Nicotine is only one of some 4,000 constituents of cigarette
smoke, but it is responsible for many of smoking's effects,
including temporary euphoria, a decrease in appetite and
alteration of the heart rate.
There are five recognized stages that smokers who want to quit go
through, starting with the first thoughts of giving up cigarettes
and going through to maintenance of a cigarette-free existence.
Behavioral programs are essential to reaching a smoke-free existence. Such
programs are often available through the American Lung Association, the
American Cancer Society, medical centers and other groups.
Clonidine, a drug used to treat high blood pressure, can help minimize the
symptoms of nicotine withdrawal. Nicotine replacement is also common as partof an overall stop-smoking program.
Nicotine gum became available without prescription in 1984, and
quickly became a best seller. Nicotine skin patches have been
available for some time. Some patches are made to be worn for 24
hours; others are taken off at night. There are a variety of
patches that supply different doses of nicotine.
One study found that 18 percent of smokers in self-help programs
were still not smoking after six months. The success rate for
those using nicotine gum was 33 percent.
The success rate for behavioral programs was reported at 36
percent without nicotine gum, 57 percent with it.
Eventually, many smokers who use the patch or gum can give upnicotine entirely. The best approach to that end combines a
behavioral program and a nicotine substitute.
Dr. Joseph Lowy is a Clinical Instructor in Medicine at New York
University School of Medicine.


