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Loading Preview, the preview is currently unavailable. You can download the sheet by clicking on the button above. Most Recent Reviews Recent Top reviews UpDATED PLAYLIST UK singer-songwriter Griff takes us to church. LISTEN NOW Unit Kelleigh for a double cover of songs by Todaydi226; 128;s Country artists. WATER NOW Our weekly
video series recapitulates the latest and greatest in music. Remembering Drakeo, the Ruler Essentials recall one of the most revered voices in Los Angeles. Apple Music TV: Watch Now On the Air 24/7 Apple Music Radio Shows Country Faith Radio with Hillary Scott New Music Daily Radio with Zane Lowe Hip-Hop/R&B Throwback Radio with LowKey
Party Starters Radio with Rebecca Judd Easy Hits Radio with Sabi Southern Craft Radio with Joy Williams Music that their marketing efforts have had some effect on teen smoking behavior and claim instead that the sole purpose of marketing by individual companies was to influence existing adult smokers to smoke the companyaOAA cigarette
brands rather than those of a competitor. Furthermore, the industry argued that there is no evidence that cigarette marketing affects young people’s smoking behaviour and that a definitive study on this issue has not yet been carried out. This section examines the evidence relating to the industry;128;A;A;A; ~A;A the actual behaviour of using images
to appeal to young people. Tobacco companies have consistently stated that the purpose of spending billions of dollars on the cigarette market is to attract and retain current adult smokers on their cigarette brands (Tye et al. 1987). Furthermore, companies deny that marketing campaigns are intended to increase demand for cigarettes among
existing smokers or to encourage young people to start smoking (Cummings et al. 2002). The economic value of the switching amount of the brand that you however, does not justify marketing costs (Tye et al. 1987; Siegel et al. 1994). Indeed, because © Most brands are owned by some tobacco companies, most brands would not have a substantial
impact on the profits of any company. The most plausible justification for advertising costs at the levels that has been observed would be to attract new customers to generate a long-term cash flow for companies (Tye et al. 1987). In addition, the nature of the images used in advertisements clearly appeals to the aspirations of teenagers, suggesting
that they are a target (Perry 1999). ACROSS INDUSTRIES, marketing is intended to sell existing products and to facilitate the introduction of new ones to the market. In the 1986, Emerson Foote, former CEO and founder of McCann-Erickson, a global advertising agency, said, the cigarette industry has organized to art that cigarette advertising has
nothing to do with total sales. This is complete and absolutely pointless. The industry knows it's pointless. I am always amused by the suggestion that advertising, a function that has proven to increase the consumption of virtually every other product, somehow miraculously does not work for tobacco products (Foot 1981, Paid 1668). The tobacco
industry aggressively pursues marketing strategies at Build national and global brands aimed at young adults (Cohen 2000; Hafez and Ling 2005). Based on RJR Joe Camel in a popular French campaign depicting a stylized camel of French cartoons (Cohen 2000) that was attracting a younger audience. Philip Morris'strategy "for Marlboro included
three main focal points: psychographic segmentation, brand studies and advertising/ communication (Hafez and Ling 2005). The company's strategy now seems to be translated into a standardised global strategy. The topics of the sector on the loyalty of the brand and inducing existing smokers to change brands, there are moments when the
managers of cigarette cigarettes company recognising that marketing reaches and influences underage teens. For example, in the 1997, Bennett S. LeBow, CEO of the holding company that owns Ligget, said: 2268; 128? "Mid-life, meaning those of less than eighteen years of age, and not only 18th years;" Years of age Huh? (Le77711111111B, Bow,
0662, 062, 062, 1365, VD7, VD7, VD7, 13 Later that year, i n the Minnesota dispute, LeBow also testified that cigarette companies targeted young people 128;~A; LeBow 1997a, Bates no. LG0312696/35, p. 343). Draper Daniels, who first created the Marlboro man for Philip Morris, wrote in his 1974 book entitled GIANTS, Pigs, AND OTHER REAL
PERSON, successful cigarette advertising implies showing the kind of people most people would like to be, doing the kind of things most people would want to do, and smoking in a storm. Donuts know any way to do this that does not keep young people smoking, and given current knowledge, this is something I prefer not to do (Daniels 1974, p. 245).
After Harley-Davidson USA, a motorcycle manufacturer, had authorised its name to Lorillard Tobacco Company for a brand of cigarettes called Harley-Davidson, the company expressed its concern for the advertisement of cigarettes to Lorillard in a letter dated in August 17th, 1993. Timothy K. Hoelter, Vice President and Advocate General for Harley-
Davidson, wrote to Ronald S. Goldbrenner, Associate Advocate General of Lorillard, stating, Recent attacks by California and FTC o n Joe Camel's advertising campaign are alarming and oblige us to be sure that our property will not be used to recruit minors, intentionally or otherwise (Hoelter 1993, Bates n. 91058719/8720, p. 1). Mr. Hoelter went on
to say, "We need to know what ads used, in which publications and on which posters. This will help us assess the likelihood that children can be goals or so close to theFollowing Lorillard's correspondence, Harley-Davidson commissioned a company experienced in child behavior to conduct an independent study on the likely attractiveness of
Lorillard's promotional campaign on children. The research company has conducted focus groups, group discussions, Individual interviews and telephone surveys and concluded that the "Lorillard" promotional campaign for Harley-Davidson cigarettes is aimed at "children below the legal age to buy or smoke cigarettes" (Harley-Davidson 1993, Bates
No. 93A 791A 722/1760, p. 30, 33). In addition, Harley-Davidson noted that Lorillard continued to refuse to disclose his test data and analysis of the likely effects of his promotional campaign, and Harley-Davidson concluded that the omitted data and analysis would suggest possible or probable recruitment of minors"(Harley-Davidson 1993, Bates No.
937). 91A 722/1760, pag. 34). In a confidential 1983-year report, R]JR stressed the importance of'young adults'for industry as a whole: ©, So, are younger adult smokers important to RJR? Young adults are the only source of substitute smokers. Repeated government studies (Appendix B) have shown that: Less than one third of smokers (31%) start
after the 18-year period, only the 5% of smokers start after the 24-year period. Therefore, the behaviour of young adults today will largely determine the evolution of the volume of industry in the coming decades. If the youngest adults stop smoking, the industry must decline, as will the non-birthing population. In this context, a positive trend in RJR
sales would require disproportionate share increases and/or strong price increases (which could reduce volume) (RJR 1983b, Bates n. 503A 473A 660/3665, p. 1). of images that provide little information about product characteristics. In fact, tobacco advertising meets many of the aspirations of young people using effectively themes such as
independence, liberation, attractive, adventurous, sophisticated, glamorous, athleticism, acceptability and social inclusion, sexual attraction, magrezza, popularity, rebellion, and "cool" (United States v. Philip Morris USA, 449F. Supp. 2d 1, 980 [D.C. 2006]; NCI 2008). The use of Joe Camel is an example to understand the importance of the image to
reposition a brand for a younger age group. The RJR has conducted extensive studies on smoking initiation by adolescents and on the factors behind the choice of their first brand (Cohen 2000). This research was oriented towards the repositioning of Camel for a younger market, or as is said in RJR documents, "Outhening" the brand (Carpenter 1985,
Bates No. 506 768 857, p. 1). In fact, R]JR documents are full of references to the importance of the image to reach the Camel market target, including comments as follows: To stimulate [young adult smokers] to think of alternative brand names, advertising and brand personality must "jolt" the consumer reference. Since CAMEL does not have a
different or unique (rational) demonstrative advantage to sell, this shock must be based on an emotional response and it is unlikely to be realized with a conventional or traditional advertising. Some studies have shown that the so-called "hot pushers" for young adults include some of the following topics: Escape into imagination. «Excitation/function
happened: Young adults focus their lives on the fun in every possible way and at any time possible. Their definition of success is 'the enjoyment of today' which differentiates them from older smokers (RJR 1986a, Bates No. 506 768 775/8784, p. 9).Newport smokers have been seen as partisans, those who do their thing and [are] fun-loving'and'in all
areas Newport smokers have been seen younger and more fun than Kool and Salem fumators226; What? No 92272605/2648, p. 65). A 1991 Lorillard? In addition, the industry has exploited issues of rebellion to attract younger customers. For example, a report for a Canadian subsidiary RJR described young male smokers as smoke through a phase in
which they try to express their independence and individuality (Pollay 1989, p. 240). In another document it has been observed that Huh? appeals to their rebellious nature; Ness Motley 1982, No. 800057286/7321, p. Bates. 14). In addition, a document B&W 1978 said, the image will continue to be important in the selection of brands for teenagers
128; Huh? What? (B&W 1978, Bates n. 66670711/7714, p. 1). These efforts to encourage brand loyalty by building a brand image are particularly important for young people and young adults. Tobacco lifestyle-oriented marketing messages addressed to young males have served to link the image of the tobacco brand to the user ~Pierce et a 1. 2010
Yeah. In addition, RJR has adopted a campaign aimed at young adult social trends, The relationship between social relations and youth smoking i s well established through previous research and revisions, including the 1994 Surgeon General 226; 128;s report on the prevention of tobacco use among young people 1994). This report summarized the
particularly strong association between sibling and peer smoking and smoking initiation among young people. The relationship between teenagers' perceptions and their use of tobacco is also well documented. As demonstrated in both cross-sectional and potential longitudinal studies, young people’s perceptions of their social environment, including
peer norms, perceived cultural norms, and perceived parental expectations, strongly predict smoking in this age group (Chassin et al. 1986; Conrad et al. 1992; USDHHS 1994). Parental influences are both associated with a teenager’s decision to start smoking, but it is important to understand the relationship between smoking initiation and peer
influence. Peer influence is a factor that has been consistently shown to influence the onset and maintenance of smoking. As discussed above and in Chapter 4, it is also important to consider that, to the extent that the marketing and promotional activities of the tobacco industry encourage peers and parents to smoke, these influences contribute to
adolescent smoking (USDHHS 1994). Therefore, peer and parent influences act as mediating variables between advertising and adolescent smoking. Therefore, including peer influence only as an independent variable in studies examining the direct effect of cigarette advertising on adolescent smoking will lead to an underestimate of the total (direct
and indirect, mediated by smoking) effect of cigarette advertising and other media influences. Protobacco , such as exposure to smoke on screen in movies (Wills et al. 2007, 2008; Ling et al. 2009). People want to be popular, to be seen as individuals by their friends, and to resemble those they admire the most. Cigarette advertising exploits these
teenage desires, using images to create the impression of popularity, individuality Relatives. There is substantial evidence that tobacco advertising affects teenagers... the attractiveness and pervasiveness of smoking, and the weight of the evidence suggests that cigarette marketing, particularly image-based advertising, and peer influence have
additive effects on smoking among adolescents (USDHHS 1994). A study by Evans et al. (1995) in California, which examined the relationship between adolescent exposure to tobacco marketing and smoking predisposition, also looked at factors such as peer and household smoking and perceived educational outcomes. In this study, tobacco
marketing increased the susceptibility of adolescents to smoking regardless of exposure to friends or family who smoke. When combined, minimum exposure to tobacco marketing and exposure to other smokers increased the likelihood of smoking susceptibility by four times (Evans et al. 1995). Further research has examined the complex
relationships between tobacco marketing, peer relations and adolescent smoking behaviour. In particular, the marketing of tobacco can influence the selection of peer groups, which in turn influence the smoking behaviour of adolescents. Pechmann and Knight (2002) reported the results of a randomized experiment that compared two conditions:
exposure to cigarette advertising (compared to non-cigarette advertising) and exposure to peers who smoke (compared to peers who do not smoke). Both exposure to cigarette advertising and their peers who smoke have had major effects on the positive stereotypes of teenagers of smokers and on the intention to smoke. When considered at the same
time, however, the data revealed a mediation relationship for cigarette advertisements. In particular, the significant influence of cigarette advertising on smoking intentions has become when positive stereotypical beliefs about smokers were considered, suggesting that cigarette advertising increases positive attitudes towards smokers, which
increases teenagers” willingness and predisposition to smoke. These results also confirm the idea that tobacco advertising affects teenage smoking on several fronts. of influenza (Deighton 1984; Pechmann 2001; Pechmann and Knight 2002). Advertising fosters positive attitudes and convictions towards smokers; As observed by Leventhal and
Keeshan (1993), teenagers can then be attracted to peers who smoke and reflect those positive attitudes triggered by advertising. The idea that teenagers choose their peer group on the basis of their attitudes towards smoking and their behaviour has been supported by numerous studies aimed at explaining the homogeneity of the peer groups
(Ennett and Bauman 1994; Engels et a 1. 1997; Kobus 2003; de Vries et al. 2006; Mercken et al. 2007). that contemporaries play in adolescent smoke: socialization and selection. Smoking contemporaries socialize non-smoking members of a social network by increasing the perception of the prevalence of smoking, modelling behaviour and through the
process of acceptance between peers. Teenagers who consider smoking to be predominant are more likely to smoke (Chassin et al. 1984; Sussman et al. 1988; Botvin et al. 1993). In addition, adolescents who have positive beliefs towards smokers or who smoke smoke themselves choose contemporaries who affirm the beliefs and attitudes that have
been triggered by tobacco marketing. In this respect, tobacco marketing, socialisation and the selection of friends contribute to creating a dynamic system that serves to increase the social networks that smoke teenagers (Kobus 2003). It is clear from the industry's internal documents, statements and court statements that the tobacco industry
understands the need to be accepted, especially among young people, and has sought to exploit this need with its marketing efforts. For example, in a 1984 report, a scientist Philip Morris said that "we should not try to understand why © young people have Crude instinct. From their choices of food, clothes, transportation, entertainment, heroes,
friends, meeting places, etc., it is clear that they do. More important to us (and probably forOther product categories) is why they make some choices instead of others (Tindalall 1984, Bates No. 200126500/5045, p. 28). In a statement in the case of the United States Department of Justice, Nancy B. Lund, a director of Philip Morris, testified: At least
what we know about young adult smokers, for some of them, the fact that Marlboro is a popular brand, can be a factor in Marlboro, can be a factor in why they choose Marlboro Marlboro; A confidential document by Leo Burnett (Philip Morrisse226, advertising agency that developed Marlboro Man) recommends adding camaraderie (peer appeal) to
the core values of Marlboro Country (Philip Morris USA 1998). Recently as 1999, a Philip Morris is a National Market Structure Study226; Report, popularity key226? Philip Morris'plans to market Parliament cigarettes at 18-24-year-olds in 1987 included the following statement:This group of young people is more likely to take decisions based on
peer pressure. To convey the idea that everyone smokes in Parliament, the brand should have continuous levels of visibility in as many points of sale as possible (Philip Morris USA 1987, Bates No. 204528748/7092, p. 16). The strong exposure leads to overestimation of the prevalence of smoking among adolescents, and this is understood as a
significant risk factor for adolescents leading to smoking (Botvin et al. 1993). Philip Morris was not the only company to understand the importance of peer pressure and its relevance to marketing campaigns. RJR studied Marlboro's success and attributed part of this success to peer acceptance. A RJR document 1986 has stated that the key force is
mutual acceptability and delay. Marlboro is perceived by the young Adults as a brand that provides a sense of belonging to the peer group 1986a, Bates n. 505938058/8063, p. 7). In a document 1986 RJR on the Joe Camel campaign, Vice President for marketing R.T. Caufield stated:Overall, CAMEL advertising will be oriented towards the use of equal
acceptance/influence to provide motivation for the target smokers to choose CAMEL (Caufield 1986, Bates No. 503969238/9242, p. 1). In another example, this from the 1984, in the development of marketing materials for its next Time brand, RJR has characterized the target group as highly influenced by their peer group influenced by the choice of
the brand of their friends. The third Family (code name per time) differs from competitive brands using important images that reflect the positive social appeal of equal group acceptance. The images of the third family portray a relaxing and pleasant social interaction where acceptance by the group provides a sense of belonging and security (J.
Walter Thompson 1984, Bates No. TCA13320/333333, p. 5). Pollay observed in an article published in 2000: Put briefly, it seems that TEMPO advertising was too trendy and heavy with its style and diffusion, becoming transparent interested in a youth market. This fired back because © adolescents are decidedly disinterested in the symbols of
adolescence, wanting symbols of the adult age aspiring to (Pollay 2000, p. 143). The industry's evidence of understanding in the 1970s, 1980s and 1990s the importance of peer approval for adolescent smoking behaviour is widespread and well documented. Continuing from this understanding, marketing campaigns have tried to highlight the
popularity of brands, hoping that this translates to their being perceived as more popular among equals. Two steps of the strategic research report classified RJR subtitled ~~1277are illustrative: (Burrows 1984, Bates No. 501A 928A 462/8550, p. 28). Lorillard considers Newport to be his "mark of equality" among young adult smokers (Brooks 1993).
Lorillard 1993b), and a creative strategy adopted in the 1999 with the aim of increasing volume and achieving long-term growth was to develop creative performances that continue to strengthen and renew Newport's advantage as a benchmark among young adult smokers, strengthening Newport's perception of smoking pleasure in social settings in
relation to their lifestyle. Continue to exploit the net heritage of the Pleasure campaign to strengthen the fun, spontaneous and optimistic image of the brand through a variety of settings that depict social interaction, spontaneous fun, recreational and smoking situations (Lorillard 1999, Bates No. 98196A 920/6942, p. 8). Philip Morris, Director of
Marketing and Support for Sales Decisions, used the term'herd smokers'to refer to the more popular brand smokers, such as Marlboro, Camel and Newport, because © These brands attract most young adult smokers. The brands of the herd are the most popular, they are for smokers who probably follow the herd, A kind of group mentality (USA v.
Philip Morris USA, 449F. Supp. 2d 1, 1026 [D.D.C. 2006].Tobacco companies continued to promote promotions for young adults in bars and discos during the 1990s (Sepe et al. 2002; Biener et al. 2004; Rigotti et al. 2005), also because © These young people were considered to be trendsetters who had a great chance of influencing the behaviour of
their peers (Katz and Lava). ck 2002; Sepe et al. 2002). A study on young adults in California reported about 33% of all young adults go to bars and clubs at least sometimes, and bars Club goers had more than three times greater chances of being daily smokers and more than three times the chances of being social smokers (Gilpin et al. 2005).
Marketing towards young trends-setters remains important. In a relevant study, Hendlin and colleagues (2010) used documents and analyses of the tobacco industry to understand why and how RJR and other tobacco companies marketed tobacco products to young adult consumers who are fashionable social (& hipsters226;a) to recruit other tobacco
producers and average consumers, as well as young people looking at hipsters as role models, to smoke. These authors discovered that since 1995, when RJR has developed its marketing campaigns to better adapt to lifestyle, image identity and hip trend attitude, Camela23, the brand identity had actively moved to convey more closely the hipster
character. Camel underlined events such as promotional music tours to connect the brand and smoke to attractive activities and symbols for hipsters and their emulating masses. In summary, far from being a determining factor in completely independent youth tabagism, peer influence is another channel of communication on which industry can
capitalize to promote smoking by young people. It is important to note that the tobacco industry usually attributes smoke to peer pressure, but does not recognize the relationship between advertising and peer influence or the effects of advertising on regulatory behavior and perceptions of popularity and peer acceptance. Tobacco companies have
consistently stated that the purpose of cigarette marketing is to attract and maintain existing adult smokers on their cigarette brands, but the evidence examined shows that such efforts also affect the influence between peers on smoking andsmoke among the young. people. people.
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