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- According to gosernment heaita otiicials, the most forcerul determinants of smoking by

10UNZ DeoPic are pdrents, pazr: and older sidiings.

dererminant ot smoxing by vou ple or anvone eise.

e smnking generally aprears to be mignast in chose countnies where adverusing is fordidden
and lowest 1n those countries where advernsing s aliowed. Tobacco product consumption
by vounz people 5 Jeshinatz ta manv countries where advertising is permitred and

® Adverusing 4 Tm: croduct bke sigarerras or laundry detergent does not operare to

increass overall demand for the product. Adverusing instead operaces to maintain or

el

eAZING COMPARY Maraer sharz wiiun the mcusiey.
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ucsassiul brand sovernses mus: break through the commercial clurer thar exists in

criace. Thus o be done most effectively by emploving eve-catching

: personality tor the adverused brand.

® Smokers. hike consumers of otmer praducss. are not an undifferenciated mass. Ruather.

mdividoal consumens tead o cluster in distiacuve 'rasce culeures’. Cigaretre manu-
racturess, ke manufacturess 1n other highiy compeunive markers, taior cheir brand

messages 10 those wio cansume therr products.

® Acvertsing bans and conren: conrzols are premused on an assumption anucaeucal to

demoq

values - thar ordinar citizens shouid not be informed about the products they

use or. .7 intormed. cannot be rrusted to make their own decisions.

PI166800G
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Introduction

~No one really pretends that adsernsing is 2 major determinane of smoking 1o this counery
or anv other™,
Michael Pertschuk

Faewer Courman

Federal Trade Commussion

In manv countries around the world, govzramenis have been under pressure from anu-

>MOKIAE JCTVISE (0 IO LCe 121304500 10 330 w.ddretic 3L ertising Of (O MIpnse Controis

OR Ihe content of Sigaretss idvermising tha: voulc 22 tanzzmount o a roral advernsing ban.

2:0n 15 thar

Tae premuse of o le 2 15 2 sigmincant determinanc ot

smoking 2y yvoung peopie :na sdu.ts anc mat bizning szarerte adverausing would reduce

»moKing Anu-smox:ing ads 3¢ates have isse2d 3 nomber of manitestoes attempnnz ta justiy
ezisiation banming cigaretts 1d' ersing on T basn,

[»}
This paper considars wherher banning cizirette advertising in fact wouid advance
the goal or reducing smokirz. Retving prnncipallv on data -eporred by government agercies

and by anci-smoking advieatas themseli 85, tn2 parter Szmonsirates that 1 agarette

adverusing 2an wouald avt afr2or opacsd prododt consumpuon. Moreover. the papes

demonstrares thar an advernsing baa wou.d run contrary to all conceprs ot ireedom ot

commercial spesch. raduce mae informanon availatiz to consumers. stfle competition among

‘major satha in adiestising. puciisning and

the Sigarerts manuiactur
other industries.?

Ansmoking al.ovates ol receatly mave fegun o proclaim chat aigarerte
advertising :s 4 major mt.uence on the deasion b vourg people to start smoxing. Berore
baanuing aigarecte advertisng Secame one of the:s princizal pohinical goals, anti-smoking
adyocares (R agreement w.ik government oiLaials and other experts: emphasised famuily and
oesz influences as the kew dzrerminants of smokinz, while advertising plaved liztie or no
demonsrrable role.

The conteanon chat tobacco advertising intluences peopls to smoke overlooks the
function ot advernsing i & “mature” produvt marker such as the market for cigarettes. In 2
mature product markes., where the produc: caregory 15 long-establisned and awareness ot the
product category is univessal, advernsing generally does not operate to increase overall
demand. Advernsing tnsiead operates 1o mainta:n or expand marker share within the
product category - to mainzain the lovalry of consumers who already use the brand being

advertised and co switch consumers who use other brands. In a marker such as tne United

REFERENCES

Tubaceo Issues [asr-ute or "ol Bamg2d | snern dpr 2.0 Eom=amuis Group. PRAT maawice wam s 28 . The

nami, C. s for Suppiise ind: ot 1 Ban en
C.saretie Adrernnna 3nd fromotion. p) - Des 1988,
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Stares. tor example, where a single macket-share pr:zz may ke worth as much as S400
million i sales (and where the mar<es seif 5 sirizxing'. and one out of every four
customers mav switch among brands in any given vear. it should come as no surprise that
Cearsite MARUIACIUrers are prepared o spend larzs o™, to ma.ntnin their markes share or

10 extaad their markes share by even a small incremen:,

To e successiul, however, brand advernsing must overcome two hurdles. 1t must

attract the viewer's sttennion and it must distinzuish the advernised brand from the

nuleitude of others on the marker. To breax throuzs the “clutier” that exists 1a the
advernsing markerplace, advernsers must frequentiv emsloy vivid sertings and employ bold
zrapnic design» and memorable brand slogans. To sezzrate the advernsed beand trom us
sompentors, 30 sdvectiser must create s distinet ‘persanaiity’ for the brand, Manuracturers
IVPICAIY COMMIT SIGRINICART resources 10 sustain brand idenntication and lovaley ro the

srand personahitv,

arseze advers

Prevenung the use of imags: emes and 508303 o2, 15 some

aroposed lexislanien would do. would Se 2quitalan: to no advernsing 3t alll Such
advernsements would noc atrrace the amzation of smoxers or distinguish one brand from
~nogner.

If c.garerze advernsing were a sigmficant factar m simoking. one wouid enpect te
find more smoking tn thnse countries nar ailow seok aaver:sing than in those countries
hat do not. [n general, however. one finas 'ust :ne opgosite. Whether considered from the
standpoint Of per capita consumption or the proporuon of smokers. the leve: of smoking
appears o be highest in those countries waere advernscng is “ormdden and lowes: in those
couninies woere advernsing is allowed. Ev2n more sigainicant, wobacso product consumpton
- including consumpuon bv voung peopie =15 deziinirg in manv countnies whers advertising
1> permurted. and increasing where advernsing is prohitired.

Adverusing bans or content controls would not reduce smoking amoag voung
ceaple or acults. Thev are premised - as are ail governmenrt artempts to suppress

3

:nformarnion ~ on the dargerous assumption that ord:nzrv citizens cannot be trusted to make
tieir own Jezisions. Such a premise 1s anrtithet:cal to the principles af both a frae marke:

sconomv and an open. democratic socien .
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