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middle, trying and experimenting stages
occur when the first cigarette is smoked,
often at the urging of a peer, and
becomes repeated but irregular. It is
important to note that those who
experiment often, or begin smoking at
an early age, are much more likely to
become regular smokers.113 Therefore,
age of initiation is important.

The final stage, nicotine dependence
and addiction, is characterized by a
physiological need for nicotine. At this
stage, the adolescent develops a
tolerance for nicotine and can
experience withdrawal symptoms (such
as dysphoric or depressed mood,
insomnia, irritability, frustration or
anger, anxiety, and difficulty
concentrating) if he or she attempts to
quit. However, of those who try to quit,
few succeed without help, and there is
a high probability of relapse.114

In the early stages of smoking, i.e., at
initiation, psychosocial factors are
decisive, and those factors are most
often capitalized on in the themes used
in tobacco product advertising. In the
final stage, as smoking takes hold,
physiological factors (and even health
concerns) dominate. A document
prepared by Imperial Tobacco Ltd.
stated:

At a younger age, taste requirements and
satisfaction in a cigarette are thought to play
a secondary role to the social requirements.
Therefore taste, until a certain nicotine
dependence has been developed, is
somewhat less important than other
things.115

Many behavioral and personal
characteristics influence an adolescent’s
decision to use cigarettes or smokeless
tobacco products, including:
rebelliousness; risk-taking personality;
use of other legal or illegal drugs; belief
in the perceived utility of smoking (to
cope with stress, control weight, or
improve one’s self-image); low self-
esteem or depression; disbelief of or
discounting health risks; and poor
academic achievement.116 Cognitive
factors specific to children and
adolescents also play a role in the early
decision to smoke. Children and
adolescents often focus on present
needs and concerns, and ignore risks
that might exist in the future. They
exhibit a sense of personal
invulnerability that permits them to act
as if they were immortal.117 Tobacco
advertising plays on these feelings and
exploits these adolescent
vulnerabilities. As one report, created
for a Canadian cigarette company,
stated:

Starters no longer disbelieve the dangers of
smoking, but they almost universally assume
these risks will not apply to themselves

because they will not become addicted. Once
addiction does take place, it becomes
necessary for the smoker to make peace with
the accepted hazards. This is done by a wide
range of rationalizations.118

3. Industry’s Marketing Practices
Industry documents indicate that

cigarette manufacturers have conducted
extensive research on smoking behavior
and attitudes in young people and how
advertisements should be made to
appeal to young people. Documents
from Philip Morris’ files indicate that
the company did, at least on one
occasion, conduct research about the
smoking habits of young people,
questioning people in Iowa, including
teen-agers as young as 14.119 More
specifically, research conducted for a
Canadian affiliate of one U.S. cigarette
firm focused on the need to attract
young consumers, stating:

Ads for teenagers must be denoted by a
lack of artificiality, and a sense of honesty.
Attempts at use of celebrities ***do not seem
to really click. If freedom from pressure and
authority can also be communicated, so
much the better.120

Research conducted by an American
cigarette firm, and confirmed by other
tobacco companies, revealed another
significant behavior: most smokers
continue to purchase the brand they
smoked when they became regular
smokers. Brand loyalty is seen in many
consumer products (such as toothpaste,
coffee, and automobiles) but is
particularly strong for tobacco products.
A 1989 ‘‘Wall Street Journal’’article
showed cigarettes as having the highest
percentage of brand loyalty among
consumers of any consumer product, at
71 percent.121

Knowledge about brand loyalty
among cigarette smokers, coupled with
the fact that most smokers began
smoking before the age of 18, may
explain why cigarette manufacturers
have focused advertising and
promotional efforts on younger people.
R.J. Reynolds devised what it called a
‘‘Young Adult Smokers’’ (‘‘YAS’’)
program that was apparently designed
to appeal specifically to young smokers,
18 to 24 year olds, and more narrowly
to 18 to 20 year olds. An element of that
program, known as FUBYAS, an
acronym for First Usual Brand Young
Adult Smokers, captured the concept
that a smoker’s first regular brand is the
brand a smoker will stay with for years.
This program featured the use of
promotional items, such as hats and tee
shirts bearing the Camel brand name,
the cartoon Joe Camel, and imagery, that
appealed to young people. Although
these programs were ostensibly directed
at people between the ages of 18 and 24,

company memoranda suggest that the
target population included high school
students. For example, on January 10,
1990, a manager in Sarasota, Florida,
issued a memorandum asking cigarette
sales representatives to identify stores:

* * * that are heavily frequented by young
adult shoppers. These stores can be in close
proximity to colleges [,] high schools or areas
where there are a large number of young
adults [who] frequent the store.122

On May 3, 1990, when the ‘‘Wall
Street Journal’’ published this
memorandum, the cigarette firm stated
that the memorandum was a ‘‘mistake’’
and violated company policy by
targeting high schools.123

Yet, on April 5, 1990, a manager in
Moore, OK, issued a similar
memorandum regarding the YAS
program asking sales and service
representatives to identify what was
termed ‘‘Retail Young Adult Smoker
Retailer Accounts.’’One criterion for
identifying a YAS account included
facilities ‘‘located across from, adjacent
to are [sic] in the general vicinity of the
High Schools or College Campus
[sic].’’ 124 This second memorandum
suggests that promotions aimed at high
school students were part of the
company’s marketing strategy.

Sales figures suggest that the YAS
program was extremely effective. Camel
quickly became one of the most popular
cigarette brands among people under
age 18. Prior to the introduction of the
Joe Camel campaign, Camel cigarettes
commanded no more than 3 or 4 percent
of the youth market. One year into the
campaign, the youth share rose to 8.1
percent and by 1991 it was at least 13
percent.125

While not all advertising campaigns
are so blatantly directed at juveniles,
campaigns using more universal themes
can be as effective with young people.
According to an advertising executive
with the advertising agency that created
the Marlboro cowboy, ‘‘The Marlboro
cowboy dispels the myth that in order
to attract young people, you’ve got to
show young people.’’ The cowboy
theme of independence can be
translated into other venues that have
appeal for young people and be sold as
an appropriate and desirable image.
According to John Landry, the Philip
Morris executive credited with
designing the Marlboro campaign, the
Marlboro theme sells because it fits
young people’s desires. In 1973, Philip
Morris sponsored the Marlboro Cup for
the first time. Landry recalls that
‘‘Secretariat [the winning horse] became
a hero to young people. Youth were
reaching out for something, and
someone they could identify with * * *


