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There should be no illusions about the tobacco industry’s single-minded, overriding purpose: to sell more cigarettes,  by getting young people to start, and already-smokers to smoke more. The transnational industry will say and do anything to expand their business world-wide, into whatever country it can, nothing else matters. This alone might not be enough to indict the industry, but they produce a product that is addicting, deliberately so, and simultaneously one that is absolutely proved to be a major cause of premature death and disability around the world.  
 Dr. Judith MacKay (Chairperson of the Policy Advisory Committee of WHO-TFI, and Director, Asian Consultancy on Tobacco Control) has put it boldly:

The tobacco epidemic is being shifted from the rich to the poor countries, which have little experience in dealing with transnational tobacco industry executives and lawyers.  In the future, it is likely that the transnational tobacco companies will become even more belligerent...around the world they will continue to deny the health evidence, especially on passive smoking; persist in obstructing national government actions with spurious arguments on “freedom” and the supposed impact of tobacco control measures upon the economy and employment; increase their marketing and promotion, which includes donations to political parties, governments, sports and arts bodies, universities and health organizations; to sue individuals, organizations, even governments; and to fight tobacco litigation in the courts.... The tobacco industry, like the malaria-carrying mosquito, operates across national boundaries, and a coordinated trans-border approach is needed. (Foreword to Ross Hammond, Addicted to Profit: Big Tobacco’s Expanding Global Reach by Ross Hammond, published by Essential Action, P.O. Box 19405, Washington DC 20036. The document is on the web at <www.essential.org/action/addicted>.)


To combat the industry,  tobacco-control activists around the world and the Tobacco-Free Initiative of WHO are examining the previously secret tobacco industry documents obtained in the course of law suits to alert citizens, the media, politicians, policy makers and opinion leaders to what the industry intends and how it goes about its business.  Here are presented a few samples of interest to SEARO, both from the industry documents and from trade journals, “in their own words.” 

INDIA


Marketing to children is a world-wide phenomenon. The industry says they market only to young “starters,” but 80-90% of adults who smoke “started” in their adolescence.  Advertising and promotions are deliberately targeted to youth.


1) From a secret document discovered in British American Tobacco files:

An undated, unsigned and hand-written 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 packet would  “reflect the durable youth values [of] rebellion, glamour & danger, etc.” by being distinctively black.  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.  In the tiniest print possible and almost falling off the page (lower left) is the “Statutory Warning: Cigarette Smoking Is Injurious To Health.”.  Details and photos may be found at  <www.gate.net/~jcannon/tobacco.html> .



The industry claims it is only selling to adults who already smoke, to get them to change brands.  Clearly this is nonsense, they mean to expand the market dramatically with new brands marketed to different segments of the population, and from cheap to expensive. Those countries with fewest restrictions are prime targets.


2) From an tobacco industry trade journal:

“With economic reforms taking place and foreign influence becoming more and more important, Indian cigarette manufacturers are optimistic that their sales will grow strongly in the near future.... With a population of 900 million, India is a country of big numbers and big opportunities. While the Indians turn their attention to western trends, which become more and more important in the country, the industry hopes that the global trend towards cigarette smoking will establish itself within Indian society....  As a matter of fact and apart from governmental pressure the world-wide anti-smoking campaigns have not arrived in India yet. Indians can still smoke almost everywhere, and cigarette advertising often links the act of smoking to success in life or portrays young people, something forbidden in several countries around the globe.” (Tobacco Journal International, September/October 1995, pp. 16-25.)

BANGLADESH 


There is a strong element of high-handedness in industry’s the drive to sell cigarettes in developing countries, but sell it will - whether directly by export or through licensing, joint ventures or outright purchase of local companies.


1) From a public relations document of the industry information organization:

“Given the difficulty in obtaining qualified people from within member countries to take on such an assignment, it is possible that the SG [Secretary General of INFOTAB] will recommend the hiring of an additional Regional Coordinator.” (RJR 503838766-67, 22 March 1982.)


2) From a tobacco industry trade journal:

“Up and Coming: The future looks bright for the Bangladesh tobacco industry. Good value is important in Bangladesh, where the per capita income is a mere USD 220.... Most of the population live day-to-day. Only about 20% of the 123 Bangladeshis smoke tobacco.... The cigarette market is growing at 6.4 percent annually.... With new joint ventures on the way, the introduction of new brands is bound to follow.” (Tobacco Reporter, October 1998, pp. 148-149.)

INDONESIA


Tobacco industry executives’ heads swim when thinking about the young Asian population.


1) From a CEO’s briefing book prepared by Philip Morris counsel:

“China, Indonesia and India are cited as the most desirable emerging countries to invest according to an Ernst and Young LLP survey. What are PMI’s [Philip Morris International] plans with respect to these markets?....  INDONESIA: Continue with our licensing arrangements. Last year we recorded double-digit volume growth.”  (PM 2044747411, 24 February 1995.)


2) From a Philip Morris marketing briefing book:

“Indonesia is the fastest growing market in the world and already the fifth largest, and Marlboro is growing well off a small base.” (PM 2048306518, 1 January 1994.)


And business practices seem to require a touch of “crony capitalism.”


3) From a Philip Morris marketing survey of Asia and Australia:

“Indonesia. The key to our success in Indonesia will be effective government relations. Will Rajawali group be able to provide this?” (CD5 2048300197, 19 January, 1993)


The argument is often made that a poor country needs the tobacco industry for its economic survival. This has been amply disproved.  The costs of illness, eroded soil, loss of nutritious crops, more than make up for any short-term economic gains. Even economists at the World Bank have come to realize this.  Nonetheless, the argument is often persuasive to Ministers of Finance.


4) From a public relations firm, Burson-Marsteller:

“World-wide, there are an estimated 139 million people around the globe dependent for a living on the income derived from tobacco, of which 88 million are in Asia, 15 million in Indonesia alone.” (PM 2501285011, 30 June 1993.)

THAILAND


One technique the industry employs is to screen and recruit those scientists who are not known to be anti-smoking, particularly around the issue of second hand smoke (environmental tobacco smoke).  These consultants then testify at legislatures, present papers in scientific gatherings, speak to the press; and thus lend an air of legitimacy to the false industry claim that ETS has no impact on the health of non-smokers, women and children in particular.


1) From the “ASIA ETS CONSULTANT STATUS REPORT”


“By the time of our October meeting, we had recruited a total of seven consultants in three markets -- Drs. Reverenic and Somera in the Philippines, Drs. Liao and Bacon-shone in Hong Kong, Drs. Kim and Roh in Korea and Dr. Wongphanich in Thailand.... Our consulting relationship with Dr. Wongphanich was agreed to because of her position as president of the Asian Association of Occupational Health and her potential, partly as  consequence of that position, to support our activities in the Asia region.” (PM 2500048978, 14 February 1990.)


When accurate survey data are obtained, they can be used to reveal the industry’s untruths.


2) From  dissident, minority Philip Morris stockholder’s resolution, “Domestic and Foreign Lobbying”:

“The US tobacco industry, including our company, has lobbied to open markets in foreign countries, especially in Asia, to U.S. brands [under Section 301 of the 1974 Trade Act].... Part of the resulting trade agreement allows our company broad advertising rights with little or no warnings, with much of this advertising impacting women and children. Since the opening of these markets, smoking our company’s products has increased dramatically. From 1985-87, the percentage of teenagers smoking in Taiwan increased from 26% to 53% for males and less than 1% to 13% for females, with the brand of choice being Marlboro.” (CD5 2500021899, about 1989.)


3) From Philip Morris counsel on the same subject in preparation for law suits filed against the industry in California and New York:

“Section 301 countries. Introduction of U.S. cigarettes in Japan, South Korea, Taiwan and Thailand, along with limited advertising (except Taiwan), has not resulted in increased smoking in those countries.” (PM 2022816123, 27 October 1993.)

SRI LANKA


In every country, tobacco companies claim to be “good corporate citizens,” buying good will by donations to the arts, community groups, and farmers.


1) From  tobacco industry journal:

The Ceylon Tobacco Company ( BAT subsidiary) claim to be helping farmers combat soil erosion even in non-tobacco agriculture. The industry pointedly reminds readers that “Ceylon Tobacco is the largest single contributor to the national exchequer and the largest employer of manpower.” (Tobacco Journal International September-October 1998, pp. 63-64.)


Nonetheless, the main object of the tobacco business is to sell more and more cigarettes, in particular to young people to get them started on  lifetime of smoking.


2) From  new expose’ of the industry’s tactics internationally:

In Sri Lanka BAT sponsors lavish discos at which nubile “golden girls” hand out free cigarettes; BAT circumvents the ban on radio advertising by underwriting contests aimed at teens. (Addicted to Profit: Big Tobacco’s Expanding Global Reach by Ross Hammond, published by Essential Action, P.O. Box 19405, Washington DC 20036. The document is on the web at <www.essential.org/action/addicted>.

