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Marketing to Youth in Several Countries


On April 29, 1995, Steve Parrish, Senior Vice President for Worldwide Regulatory Affairs of Philip Morris Companies, Inc. Spoke to the PM Board of Directors at the Sea Island Retreat in Georgia (USA). He emphatically stated that PM’s goal worldwide was “to help shape regulatory environments that enable our businesses to achieve their objectives in all of the locations where they do business.” 
  Chief among the aims of shaping was to develop a voluntary code to market only to adults, and to launch industry-driven campaigns worldwide against youth smoking (“It’s the Law” in the USA, for instance).  Two examples were given: In Poland, “we led an effort that prevented legislation to further restrict tobacco advertising, by developing an industry advertising code of conduct.”  In Russia, “the Moscow city government was prepared to run a very negative anti-smoking billboard campaign. PM was present at a meeting on the issue and offered to take part in the program provided it focused solely on youth [’access’ in margin note]. As a result, what may have been a broad, very negative campaign is now a positive youth oriented billboard program carrying the tag line ‘Smoking can wait.’” In a hand-deleted paragraph Parrish wrote further:”A core issue here is youth smoking, and our intent over the next five years is to take effective actions and to put sufficient resources behind those actions, so that we significantly increase our credibility on this critical issue.”


There is no logic for the industry on one hand to argue vociferously that advertising has no effect on youth initiation or even adult consumption of tobacco (see Briefing paper no. 1), but then try make us believe that a “Smoking Can Wait” campaign would reduce youth initiation.   It is clear that the “positive youth oriented” campaign was intended at the very least to prevent government anti-smoking  regulations and counter-advertising. It did so in Moscow by paying for the city’s program to its own specifications.  But by calling attention to the “forbidden fruit” - the industry always maintains children begin smoking as an act of rebellion and experimentation - PM probably assured itself of a new youth market.  Just one year after Parrish’s declamations, PM CEO Geoffrey Bible announced triumphantly at the 1996 Annual Meeting of Stockholders the enormous growth of PM markets and profits worldwide, led by Marlboro and L&M:.  

“This kind of success shows that our tobacco business has tremendous room to grow. And that is why we have spent more than TK billion dollars [code word] for acquisitions...in the large cigarette markets of Central and Eastern Europe.... That is exactly what we are doing in Poland [emphasis in original].... And don’t forget, Poland is the ninth largest cigarette market in the world.”


Philip Morris guaranteed itself the attention of juveniles in that “ninth largest cigarette market” by a proposed 1994 “Juveniles Shouldn’t Smoke campaign in Poland targeting 10-15 year old children and their teachers in 18,000 schools, with leaflets and posters (“at least should be signed by the Ministry of Education with a discreet PM credit line”) that say that “juveniles should not smoke.”  Of course, “The campaign should not seek to make any claims about smoking and health related issues.”  At the same time, the “target group would also be reached by advertisements in family and general interest magazines,” emphasizing that the decision to smoke was an adult prerogative.  The real basis for the campaign was to steal the issue from “the very vocal and visible” anti-smoking movement in Poland, “whose major aim is attacking the industry by whatever means possible.”
  What is curious about this fairly obvious document is that it was hidden from view as an attorney-client privileged item, labelled by company lawyers in obfuscatory terms, “Memorandum From Employee to Employees and Counsel Concerning Need for Legal Advice Regarding Proposed Briefing on Research Policies.”


The real face of Philip Morris marketing is revealed in a marketing presentation in January 1987 in Brazil , where L & M is “centered on B-Low and C Social Class Smokers,” and offers “a brand with international heritage (look) aligned with the socio-cultural scenario of value for individual expression...marking the current life-style of the young consumer.”  Just to be sure what is meant by “socio-cultural scenario” a geographic map is offered on the next page listing such items as “polysensuality,” “indetermination,” “irrational,” “rej. of authoritarianism,” “new autonomy,” “search for change,” “sens. to failure,” “sens. to violence,” “hedonism,” “sens.to soc. pressure,” “sens. to manip.,” “plasticity,” “need for roots,” “blushing of sexes,” and other attributes that describe perfectly the adolescent in turmoil.  Moreover, the cigarette would be positioned as a “brand with a price benefit,” i.e. affordable by the target market described.
  Despite continuous industry disclaimers that “cigarette advertising does not cause people - young or old - to smoke,”
 the campaign in Brazil was ready to push forward with point of sale marketing, “strong outdoor weight” and TV.

How  such campaigns paid off is demonstrated by annual reports: whereas in 1994 and 1995 “Latin America is our fastest growing region and we are making in excess of [USD]250 million in operating income,” in 1996, “Latin America is one of our fastest growing regions, we are making in excess of [USD] 400 million.”


Code words and pious declarations that the industry doesn’t market to children are shibboleths of the 1990s.  Industry planners were not so careful before then.  A Brown and Williamson marketing research plan is described in a memo to W.L. Telling from R.A. Causey dated February 8, 1984 on letterhead of “bwit” “internal correspondence” from Louisville and specifically refers to male adolescents as part of teenagers as part of an “anticipated target market” for a new brand of cigarettes in the Philippines.
  

Subject: Target Market Profile Study -- Philippines (83-46) .... The purpose of the study was to profile young (age 15-29) Philippino [sic] males, the anticipated target market for a proposed new brand (Hollywood--launch date still undetermined). Information regarding leisure activities, music preferences, media usage, smoking habits, etc., was collected to help management plan for this launch.... The study was conducted as part of a syndicated urban market survey fielded quarterly in greater Manila by the research agency, Consumer Pulse, Inc. The Pulse survey covers a broad range of consumer product-related areas and is conducted among 800 randomly chosen respondents from all economic classes and age groups. Questions addressing our informational needs were added to the November, 1983, wave of this study; and, given our sample requirements, interviews were successfully completed among 335 males aged 15-29.

The study examined smoking prevalence (50%); duration (53% one to five years, 31% five to ten years); average amount smoked (12 sticks per day); brands used (75% any filtered cigarette, of which 67% Marlboro, 25% Philip Morris); source (84% from small variety shops).  Also surveyed were leisure activities, music preferences (by smokers and non-smokers), apparel buying preferences, “Awareness of and Participation in Promotional Activities” (91% were aware of tobacco-sponsored activities such as raffles, contest, sports tournaments, concerts - more in the 15-24 age group - with participation in such events by over half), and media profile. 


A now famous undated, unsigned and hand-written document has emerged from the yet uncomputerized B.A.T. files  (See attached) stored in Minnesota - a subset of the larger cache in Guildford, England.
   The two-page document describes “Project Kestrel,” a plan “To develop a brand which breaks the rules: to appeal to a new generation and shock their parents”; a brand which would be “ completely unconventional...encouraging their rebellion, not necessarily just against parents...an alternative to drugs.”  The proposal went on to call for more “kick” by free-based nicotine using ammonia technology (“AMTECH” in the code word), “to generate nicotine enhancement.” Other additives, abhorrent to “Mr. Average Smoker,” should be added: flavors like root beer and Brazilian fruit juices whose very foulness would attract youthful attention.  The cigarette would encourage the rebellious aspect if it were easily noticed: The writer suggested incorporating  a “high sidestream paper.”  The packet would “reflect the durable youth values [of] rebellion, glamour & danger, etc.” by being distinctively black.  “In short, then, anything goes.”


This almost reads like self-parody, and on 14 August 14 1997 an embarrassed BAT  attorney claimed that “Project Kestrel” was just some marketing idea that was not “even close to being commercialized.”  Yet an advertisement in the Navahind Times (Goa, India) only the week before  for BAT’s new product, “Just Black” (10 to a pack, affordable for youngsters) shows a rebellious  adolescent school girl extolling the dangerous virtues of her motorbiking boyfriend and Just Black cigarettes (see attached 
).  The ad said nothing about disgusting flavors, but in the tiniest print possible and almost falling off the page (lower left) is the “Statuatory Warning: Cigarette Smoking Is Injurious To Health.”.

�	Documents also read from the 39,000 “privileged” items as deciphered on <www.smokescreen.org/documents>.


�	Bates no. 2044046539, Smokescreen document PM25903


�	Bates nos. 2044046553-2044046555


�	Bates nos. 204837705 - 204837706, Smokescreen document PM26317


�	Bates nos. 2501047671 - 2501047673, Smokescreen document PM27143


�	PM 2500012098-99.


�	"Media Training for J.Scully, President Philip Morris K.K., February 27, 1996.” Bates nos. 2500121510 and 2500121524, Smokescreen document PM 26965


�	Philip Morris collection Bates nos. 2500012098 - 2500012099


�	Bates nos. 2048537855, 2048306819, 2047623367, Smokescreen documents PM159509, 158774,157864


�	Brown and Williamson collection 465261690 - 465261694. 


�	BAT collection, Bates no. 400649145 - 400649146


�	To be found at <www.gate.net/~jcannon/tobacco.html>





