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first dates. Although they went there
often, he could never get accustomed to
the name. Affettuoso; why not the Af-
fettuoso? At times when, for ene reason
or another, he had failed to make love to
his wife when she expected him to, she
would get up, dress, and go down to
the Adagio, It had preceded him. It was
her hame base. She felt safe there, From
what? Did he menace her with his in-
difference? With his egoistic, self-com-
miserating, tiresome search? He saw, in
a fresh moment of horror, the blowfish,
the allusive threat of the gay photogra-
pher. The bydrangeas had wilted and
looked like old foam on a heach; it had
been a dry, barren summer in Lisbon.
Why was he so grave and cautious,
bending enough to believe hut never

enough to be carried away? She would
return from the Adagio while he was
sleeping, and in the morning they waould
look at cach other accusingly across the
debris of the breakfast table, The fire
hadn’t gone out. Tt was hanked, hanked
against some long, unexpected, and im-
prohable winter,

“YWhat's she doing there?”” he asked,
lioping wildly for an appeasing, miracu-
tous answer, What?

“She’s on the bottle,” Jimmy said.

“Stop horsing around, kid,” Fielding

said.
“(ive *em hell, Art-bo,” the boy said.
“Tesus Christ,” Fielding said.
“Don’t swear in front of us kids.”
“YWhat you been doing, Jimmy?

I"iclding asked.

“DPve got my newe office, Marge, and P'm afraid
P no longer on the way up.”

“We were up at Grandma’s. She
told Ma I should be baptized.”

“yWhat did Ma say?”

“She told Grandma to take me down-
town and get me haptized if it made her
happy. Emily’s saving her allowance to
buy a Bible. I think we should all go to
church every Sunday and confess.”

“Confesst” said Fielding.

Heigh-ho, nobody at home. He
couldn’t get it out of his head. Confess,
What ever happencd to Pinky Puddles?
Why wasn’t she at home when that was
where she was supposed to het

“Emily and me played with rocks,”
Timmy said. “And Grandpa let us bsld
things out of wood. Let’s move to the
country. It’s awful in New York., Ev-
erywhere you look there’s a hig thing
in front of you. There’s a big thing this
way and a big thing that way. You're
surrounded.”

“Where’s Emily?” Fielding asked
wearily.

“She’s sleeping.”

“Is Mt really m the Adagio?”

“T told you. I got the number in case
there's a forest fire or a tidal wave or
something.”

e R

“T forgot to take my pill,” Jimmy
said.

“Your pill?”

“Ny little lover pill.”

“Whatt”?

“Dr. Wacky’s Little Lover Pills for
Promotion of Love Bug Bites. Do you
want to hear the ingredients? Sugar,
licorice, gum arabic, flour, artificial color
and flavoring, net weight.”

“Yes,” Fielding said.

“I got to go back to sleep now, Art-
bo, so I can watch more birds go south
tomorrow.  Whyn't you come home
and build a middle-income project, so
vou can look with met Ma loaned me
Grandma Fielding’s pearly binoculars.
You can see everything up close.”

“Yes,” said Fielding.

“Bye, Daddy.”

Fielding looked in the phone book,
then dialled a number,

“Ameriean  Airlines,  Reservations.
Miss Endicott speaking, May I help
you?”

Dark hair? Wearing one of those
white Blouses that button in the back.
You can see the hrassitre through it

“. .. help,” Fielding repeated, tone-

lessly. —QGILBERT RoGIN

OUTSTANDING opportunity for cook.
Experienced in management, Must be
soluble and soher—Adw. in the Houston
Chronicle.

3
You must mean “voluble.”
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A REPORTER AT LARGE

A CLOUD OF SMOKE

HEN a manu-

factured product

that most con-
sumets accept as useful or
pleasurable comes under
strong suspicion of heing
harmful to certain users,
a number of acute prob-
lems confront the manu-
facturer. Tosolve them,

he can do one of several
things. If heis quite satis-
fied that his product pre-
sents no risk, he can do
his best to reassurc the
public—and, if the sale of
his product is subject to
official regulation, the
government—of its harmlessness.  If
he recognizes that a risk exists for cer-
tain users, he can try to modify his
product, in order to render it as harm-
less as he knows how, or he can warn
buyers of the nature of the risk, or
he can withdraw the product from the
market until its safety is firmly estab-
lished. Whichever course he follows, the
nature of the difficulty before him js not
only technical and economic but moral.
Such moral dilemmas are recurrent in
American industry. At present, one of
the most serious of them involves the to-
bacce business—the oldest industry in
the country. During the past decade and
a half, a number of medical people have
produced an increasing weight of evi-
dence showing that an association exists
between people’s smoking habits and the
incidence of various discases, including
coronary heart discase, chronic bron-
chitis, emphysema, and lung cancer.

Of all the associations alleged to exist
hetween smoking and disease, none has
received more public attention than that
hetween smoking and lung cancer.
During the last half century, the annual
death rate from all causes in this country
has declined, but the death rate from
lung cancer, once looked upon as a rare
disease, is known to have increased strik-
ingly. Between 1935 and 1962, deaths
from lung cancer in the United States
rose from four thausand to forty-one
thousand, and while some of this in-
crease i accounted for by population
growth, the rate, standardized for age,
is still about ten times what it was in the
mid-thirtics, Among men, who are sey-
e¢n times as likely to die of the disease as
women, cancer of the lung has come to
be the predominant form of fatal cancer
in this country.

The extraordinary increase in the

an extensive review of
the subject. It concluded
that “cigarette smoking is
the most likely cause of
the worldwide increase in
deaths from lung cancer,”
and that the habit probably
also  contributed to  the
development of coronary
heart disease, chronic bron-
chitis, and lesser diseases.
Both societics have asserted
that while lung cancer is
rare among nonstnokers—

lung-cancer death rate first hecame the
subject of intensive investigation among
medical people in the late forties, and
at that time (as subsequently) a num-
her of possible causes were considered—
among them the increase in various kinds
of air pollution and the increase in the
habit of cigarette smoking. The role of
cigarette smoking attracted particular
interest because of the rapid growth of
the habit since the early part of the cen-
tury, when most tobacco was smoked in
pipes or chewed, Cigarettes became
popular during the First World War,
and between 1920 and 1948 the annual
consutnption of them rose from a rate
of about seven hundred and ffty for
cach adult in the population to about
twenty-four hundred. In 1949, Dr.
E. Cuyler Hammond, reporting to the
American Cancer Society on trends in
canver mortality, pointed to a strong
statistical connection between heavy cig-
arette smoking and the incidence of lung
cancer. Since then, scientific studies have
been undertaken in various countries—
the most elaborate of them in the United
States being conducted by Dr. Ham-
mond and Dr. Daniel Horn, and, in
England, by Dr. W, R, Doll and Dr.
A. B. Hill—and their principal result
has been to implicate cigarette smoking
as a factor intimately associated with
lung cancer. In 1960, the Board of Di-
rectors of the American Cancer Society,
having reviewed a number of these stud-
ies, gave as its judgment that “the
clinical, epidemiological, experimental,
chemical, and pathological evidence pre-
sented by the many studies reported in
recent years indicates beyond reasonable
doubt that cigarette smoking is the major
cause of the unprecedented increase in
lung cancer.” In 1962, the Royal Col-

lege of Physicians, in Britain, issued

and almost nonexistent
among nonsmokers in ru-
ral arcas—it is less rare
among cigar and pipe
smokers, and its incidence among cig-
arette smokers varies in direct ratio
to the number of ciparettes smoked
and the amount of smoke inhaled.
And both organizations have conclud-
ed that ordinary urban air pollution
seems to be a comparatively minor
factor in the incidence of tung cancer,
although the disease can be induced by
prolonged exposure to certain industrial
dusts and fumes. According to a sum-
mary made by the American Cancer So-
ciety carlier this year, the death rate
from lung cancer—death certificates be-
ing taken at face value-—is seven times as
great for people who smoke less than
half a pack a day as it is for nonsmokers,
while for those who smioke two or more
packs a day, it is more than twenty
times as great,

As a consequence of these and other
assertions, which were accompanied by
widespread publicity, the American to-
bacco industry has had to cope with a
lot of trouble. The trouble began to
be very noticeable in 1953, In that
year, the Jowrnal of the American Med-
ical Association carried an article by Dr,
Alton Ochsner—a physician who had
been warning his colleagues for at least
seventeen years of a suspicious relation-
ship between smoking and lung can-
cer—in which he flatly called smoking
a principal cause of the discase. Also
in that year, an article appeared in Can-
cer Research veporting on the results of
a study of the possible carcinogenic ef-
feets of tobacco smoke by Dr. Ernest
L. Wynder and Dr. Evarts Graham,
who concluded that cancer could be
induced on the skin of mice by tobacco-
tar condensates, and yet another article,
entitled “Cancer by the Carton,” ap-
peared in Reader’s Digest. Following
this publicity, cigarette sales declined
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for the first time in twenty-one years.
The situation was perturhing enough
to induce the major tohaceo manu-
facturing and handling companies ta
take full-page display ads in the press
at the beginning of 1954; these an-
nounced that the industry, while it had
full confidence that its products were not
injurious to health, was “pledging ad
and assistance to the research effort into
all phases of tobacco uge and health,”

and had set up a Tobacco Industry Re-

[
a

search Committee, to he directed by
scientist of unimpeachable integrity and
national repute,” which would have
available the services of “an Advisory
Board of scientists disinterested in the
cigarette industry.” The scientific di-
rector appointed was Dr, Clarence Cook
Little, an eminent geneticist and cancer
specialist, who was then divector of the
Roscoe B. Jackson Memorial Labora-

tary, at Bar Harbor, Maine, and who
had formerly been managing director of
the American Society for Control of
Cancer, the predecessor of the American
Cancer Society. Since its formation, the
Tobacco Industry Research Committee
has spent over six million dollars, con-
tributed by tobacco manufacturers, for
the support of research by various medi-
cal groups into various aspects of smok-
ing and cancer and other diseases, In
the nearly ten years that the committee
has been at work, Dr. Little has con-
sistently maintained that the relationship
between smoking and health has been
insufficiently investigated and 15 too
complex te warrant a conclusion that
smoking is a cause of lung cancer or of
other diseases; that it remains to bhe seen
whether genetic, hormonal, emotional,
or other differences between smokers
and nonsmokers—as well as differences

L

“Mpr. Bliss, it was really sweet of you to ask me to your Thanksgiving dinner”

in their external environment—afford
clues to their differing health risks; and
that the cause of lung cancer, as of can-
cer in general, is still unknownn.
Several eminent medical men agree
with Dr. Little. However, various gov-
ernments abroad have considered the
weight of the evidence associating ciga-
rette smoking with lung cancer so im-
pressive that they have adopted a policy
of discouraging cigarette smoking, es-
pecially among younger people. In Brit-
ain, where the lung-cancer death rate is
even higher than in the United States,
the Ministry of Health, acting on a rec-
ommendation of the Rayal College of
Physicians, has heen engaging for the
past year in an extensive publicity cam-
paign to warn people that cigarette
smoking is dangerous to health, and so
far about a million posters—a typical one
entitled “Before You Smoke, THINK:
Cigarettes Cause  Lung
Cancer”—have been dis-
tributed to British schools,
clinics, and post offices, and
put up in various public
places.  As a result of the
government’s approach to
the problem, the Tndepend-
ent. Television Authority,
the group that governs com-
mercial television in Britain,
has come to an agreement
with British cigarette manu-
facturers to  restrict  the
showing of cigarette coni-
mercials to the hours after
9 p.M., in order to mini-
mize children’s exposure to
them. In Canada, too, after
the Canadian Medical Asso-
ciation issued a report that
characterized  cigarette
smoking as “a grave and
extensive health problem,”
cigarette commercials have
heen veluntarily restricted to
late-evening hours, Various
restrictions on cigarette ad-
vertising have been put into
etfect by the governments of
West Germany and Den-
mark, and cven the Soviet
Union has meunted a poster
campaign  asserting  that
smoking 15 an unhealthy
habit. Tn the United States,
the American Medical As-
sociation has not yet taken
an official stand on the na-
ture of the association he-
tween smoking and lung
cancer. Nor has the United
States government, But in
October of last year, largely
as a result of a letter sent
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to the President jointly by the American
Cancer Society, the American Heart
Assuciation, the American Public Health
Association, and the National Tuber-
culosis Association asking that a com-
mittee be appointed to examine “the
social responsibilities” of business and
government in protecting the health of
the public, the Surgeon General of the
United States Public Health Service an-
nounced that he had appointed an Ad-
visory Committee on Smoking and
Health to “make a comprehensive re-
view of all available data on smaking and
other factors in the envirenment that
may affect health,” This review, he said,
would be followed by recommendations
for action, if necessary, The first phase
of the study is now nearly completed,
and it is expected to be finished and pub-
lished before the end of this year.

The American cigarette industry,
while it has suffered some hard Blows,
has by no means been laid Jow by them.
[f one were to match the weight of all
the unfavorable publicity about smoking
against the weight of cigarette advertis-
ing campaigns, advertising and smoking
weould unquestionably trinmph. The ini-
tial drop in cigarette sales has long since
been recovered, Since 1953, the number
of cigarettes smoked in this country ma
year has risen from three hundred and
cighty-seven hillion to more than hall a
trillion. Only part of this increase can
be accounted for by the expansion of the
population; on an adult per-capita hasis,
the fgures have risen from 3,559 ciga-
rettes in 1953 to 4,005 this year. In
England, cigarette sales dipped about
four per cent in the year following the
Royal College report on smoking, but
the drop has since been recovered and
the English tobacco manufacturers are
now selling more cigarettes than ever.
As for the American cigarette industry,
its prosperity, whatever its difficulties, is
greater than at any other period in its
history.

In growing to its present state of af-
fluence, the industry has undergone con-
siderable changes in its patterns of ciga-
rette merchandising over the last {ew
years. T'he most naticeable changes have
been, of course, the introduction of
many new brand names and the rise in
the popularity of filter cigarettes. Twelve
years ago, there were five big brands—
Lucky Strike, Camel, Chesterficld, Old
Gold, and Philip Morris—which ac-
counted for ninety-five per cent of
ali cigarette sales in the country. Now
fifteenn brands account for roughly
the same percentage. The large ciga-
rette companies of that day and this—

[ R. J. Reynolds, American Fobacco,
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Why to plan 6.

your choice of 85 nightspots. And when it's time to
go, climb Telegraph Hill and say goodbye to 2 t;ays,
4 islands, 5 bridges and more than a dozen cmt?s.

If that seems like a lot to cover in 3 days—it is.
And it’s only part of San Francisco. To see it all,
just make one change in your plans—stay a week.

Why to plan 3 days in San Francisco.

In three days you can get a taste of San Francigco.
Sample such exotic dishes as saltimbocca, shrz.m,p
tempura and abalone meuniere. Visit Fisherman’s
Wharf. Ride an 1890 cable car. Walk across the
Golden Gate Bridge. Later, you can see a stage play,
a Chinese opera, or a Broadway musical. Then take

For your free illustrated guide, write San Francisco Convention & Visitors Bureau, 1375 Market St., San Francisco 3, California

lard, and Brown & Willlamsen—are
now maml‘f;icturing fifty-one different
brands, in sixty-nine sizes and packages.
The familiarity of some brand names,
like Philip Morris and Old Gold, has
faded in the public consciousness; now
the big names include Kent, Winston,
Marlboro, and L & M, and nobody can
get through an evening of television
without encountering showers of com-
mercials for such newer brands as
Newport, Salem, Spring, Montelair,
Belair, and Alpine. Among these newer
brands, the majority are filter cigarcttes
of one length or another, The filter
has perhaps been the principal merchan-
dising device used by tobacco manufac-
turers in their attempt to reassure smok-
ers about possible health hazards, In
the early fiftis, filter cigarettes con-
stituted barely one per cent of all ciga-
rettes sold; now they account for al-
most fifty-five per cent. Presumably,
the function of a filter is to trap conden-
sates—including nicotine and the so-
called tars—from the smoke of a cig-
arette. ‘T'he first filter cigarette to be
promoted here in a big way was Kent,
which was put on the market, at a
premium price, by Lorillard, the mak-
ers of Old Gold, in 1952, At the time,
the only other filter cigarettes were
Brown & Williamson’s Viceroy, which
had a crépe-paper filter, and Benson
& Hedges’ Parliament, which had a
filter packed with a tuft of cotton. Loril-
lard, which had been failing with Old
Gold and needed something new, in-
troduced Kent with a great fanfare
over its “exclusive Micronite flter,”
made of stuff that had been “developed
by researchers in atomic-energy plants.”
In 1953, when the question of stmoking
and health had become a matter of
general public discussion, the prospects
for Kent, helped along by hygicnic-
sounding advertising about the material
in the Micronite filter (“so safe, so pure,
1t%s used to filter the air in leading hospi-
tals” ), looked promising to its makers.
But Kent sales slumped not long there-
after, partly hecause many smokers
found it so hard to draw smoke through
the filter that they scarcely had the
sensation of smoking at all, Neverthe-
less, Lorillard’s competitors were all
hard at work on filter cigarettes of their
own. Brown & Williamson put new in-
fusions of advertising money into pro-
moting its Viceroy. Philip Morris not
only hought out Benson & Hedges in or-
der to get the cotton-Altered Parliament
but proceeded to develop a filter ciga-
rette of 1ts own from one of its old prop-
erties, Marlboro. Reynolds, the makers
of Camel, came along with Winston.
American Tobacco, which already had

73

Make him happy
Christmas Day.
Keep him happy every day.

Alligator Stormwind®—most outstanding value
in finely woven cotton poplin. Handsame styl-
ing—smart colors. With zip-in luxurious acrylic
pile warmer.-$28.50.

Alligator Gold Label -America's most wanted
gabardine—fine al{ wool worsted in vour favor-
ite styles and colors-$45.75. With zip-in all
wool warmer—$58.75.

T
Alligator Samthur®— extra fine catlon wabar-
dine-smart new styling, good Inoking colors .-
$20.95. Also models with zip-in luRurious
acrylic pile warmer stightly higher.

Alligater Galetone® ~finest imported yarn dyed
cattons in plain and fancy weaves and smart
wovan patterns. Many smart slyles and caolors
—$289.95. Slightly higher with zip.in warmers.

Other Alligator coats in a wide choice of fine fabrics, smait styles and colors
$11.95 to $71.75 at better stores everywhere.

lligator

THE BEST KAME | LL'WEATHLKE COATS AND RAINWEAR
The Alligator Company - St. Louis, New York, Chicago, Los Angeles




Holiday in lace —

suddenly new, infinitely

alluring in Cle Borden's

skimmy cotton loce dress

with its own slip lined
with rayon® sibonne.
Black or red, & to l6.

In the Town Shop-50.00

At all lord & Taylor stores

the  cork-tipped, king-size Herbert
Tareyton, now dressed it up with a
“new Selective Filter,” featuring “an
entirely new concept in cigarette filera-
tion—-a filter tip of purified cellulose, in-
corporating Aetivated Charcoal, a fl-
tering substance world famous as a
purifying agent.” Liggett & Myers put
aut L & M, with a “Pure White Miracle
Tip of Alpha-Cellulose” {(“Just what
the doctor ordered” ), By 1955, the filter
boom was on in earnest, with cach to-
hacco company striving to outdo the oth-
ers in claims for the efficiency of its
particular filters. It was the beginning
of an cra known in the business as the

Tar Derby. The boom was a great gift
to the industry in that it counteracted
many of the injurious effects that pub-
licity about smoeking and health had been
having on sales. It was also a gift to the
ndustry in that while most of the manu-
facturers charged premium prices for
filter cigarcttes, the filters actually cost
less to pr l)(lllCL than the tobacco they dis-
placed. The filters used in some brands
were Cﬂpdhl(. of reducing, to some ex-
tent, the amount of tar and nicotine
noermally inhaled per cigarette, but the
ones used i several other brands, in
spite n{ their loudly proclaimed mevits,
weren’t, Aceording to Ir. Hammond,
some of the filters actually strained out
less tar and nicotine than the tobacco
they displaced would have done, TFue-
thermore, as time went on, most of the
tobacco manufacturers compensated for
the filter’s reduction of flavor by pack-
ing their cigarettes with stronger-fla-
vored grades of tobacco, some of which
had a higher tar and nicotine content
than before. Also, as time went an, they
added, for reasons of economy, “recon-
stituted” or “homogenized” material,
including tobacco remnants that in less
efficient days would have been discarded.
And, in order to let the customer know
that he was indeed smoking a cigarette,
several of the manufacturers began loos-
ening up their filters. The net result of
such changes was that smokers who
switched from regular cigarettes to fil-
ters in the belicf that they were reducing
the risk to their health were sometimes
expr)sing themselves to greater amounts
of tar and nicotine than ever. {To take
a couple of examples derived from a re-
port published in 1958 by a congression-
al investigating committee and based on
laboratory tests conducted by Consum-
ers Union: A smoker of Lorillard’s Old
Gold whe in 1953 switched to Loril-
lard’s Kent in order to cut down on
tar and nicotine would have accom-
plished his aim in that year, but by 1957,
if he was still smoking Kent, he would
have been inhaling, through the atomic-
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age Micronite filter, six per cent more.

tar and twenty-six per cent more nico-
ting per gigarette than he had nihaled
when he smoked Old Gold in 1953; in
the intervening years, Lorillard, to in-
crease sales of Kent, had loosened the
Micronite filter. Again, if a 1955 smok-
er of Reynolds’ Camel switched to the
same  campany’s Winston, he would
have found that in 1957 he was taking
in sixteen per cent more nicotine and
twenty-three per cent more tar than
he had been with Camel. OF course, it
might be argued that a Winston, heing
king-size and considerably longer than
a Camel, would contain more tohaceo,
and hence mare nicotine and tar, but in
1956 the president of Reynolds con-
ceded to a Senate-House committee that
a Winston actually contained cight per
cent less tohaceo than a Camel, In any
case, it should be added that today the
tar-and-nicotine  content of all ciga-
rettes—Ailtered  and  unfiltered—has
been markedly lowered.)

The furious Tar Derby reached s
climax in 1968, when the Federal
Trade Commission, which hitherto had
had little success in trying to get the
tobacco manufacturers to moderate their
claims for Alter cigarettes, put its foot
down and announced that no more tar-
and-nicotine claims would he permitted
in cigarette advertising, and that the
tebacco companies had made a “volun-
tary” agreement to this effect. Since
that time, cigarette advertising has car-
ried on without making specific, as dis-
unct from implied, claims about the ef-
feetiveness of flters, Nowadays, most of
the overt claims made about the ad-
vantages of particular cgarettes revolve
around considerations that arve entirely
stubjective and heyond the reach of
measure—considerations  of  “taste,”
“Havor,” “mildness,” and the like. Yet
the issue of health seems to underlie
cigarette advertising as strongly today
as it ever did during the Tar Derby. In
their glow of supreme physical weli-
being, the models in the cigarette ads—
whether the man and the gird snuggling
up ta each other on the deck of a yacht
and lighting up each other’s Tareytons
(“The Tareyton ring marks the real
thing”) or the champion water skicr
celebrating an exhibition of his skill by
pufing away at a Camel {(“Every inch
a real smoke” )—certainly secem to be
living refutations of any theory that
smoking might have something un-
healthy about it. In the last few years,
smoking—and romance between smaok-
ing couples—seems to have moved out-
doors from more stuffy surroundings.
This impression is reinforced by the ads
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for menthol-flavored cigarettes. Since
1957 or so, menthol cigarettes have be-
come the fastest-growing segment of
the business. They have been promoted
for their “cool” or “fresh” taste, and
the millions of smokers who have
switched to them-——partly, perhaps, in
the understandable, if mistaken, belief
that their smoke issomehow cleaner than
that of other cigarettes—may have had
this belief strengthened by gazing at
some of the countless television commer-
cials and four-color ads showing couples
plunging in and out of the surf on Carib-
bean-locking shores (“Newport smokes
fresher”) or dallying by waterfalls or
covered bridges surrounded hy delicate
greenery (“It’s springtime every time
you light up a Salem!”). And as the
cigarette-ad maodels seem to have taken
en masse to fresh air {in some com-
mercials air itself seems to have hecome
almost a commodity—as in Salem’s
claim that “Salem’s high-porosity paper
air-softens every puff”), so do they
seem to have acquired the habit of in-
haling. Fifteen years ago, when net-
work television was just getting started
and visual cigarctte advertising was pret-
ty much confined to the printed media,
tobaceo ads did not even go as far as to
show the models in the act of smoking,
let alene inhaling; the cigarettes were
merely held near the mouth. In the
carly television commercials, some of the
girl models, wlile they were smokers, ali
right, didn’t really inhale and weren’s
reguired to blow much smoke around.
Now the tobacco companies require as a
matter of course that maodels be able to
inhale properly, and even the voungest-
looking of the girls scem to be able to
do so pretty deeply. (Dr. Hammeond, in
an article surveying a number of studies
on smoking and health: “In relation to
total death rates, the degree of inhalation
is as important, perhaps more important,
than the amount of smoking.”) While
specific claims about the value of filters
in dissipating the effects of inhaling may
be taboo, the filters themselves are
very much in evidence in cgarette ads
and commercials. Whatever uneasiness
about his habit may lie in the mind of
a smoker, he can always look to the ads
for some kind of reassurance, and no
doubt somewhere he can find it. A Par-
liament smoker, for example, might take
comfort in hearing and seeing in com-
mercial after commercial that “Parlia-
ment gives you Extra Margin.” He can
have little doubt that the Extra Margin
is essentially one of safety, even though
the word “‘safety” is never mentioned;
Parliament commercials with the “Ex-
tra Margin” theme arc keyed to activi-
ties that involve physical danger, such
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as speedboat racing, pirachute jumping,
bobsledding, and ice hockey, and the
viewer is led to equate the cigarctte with
such safety devices as protective goggles,
crash helmets, and life preservers. How-
ever, if Parlament with its recessed fil-
ter is indeed something like a lif
server, Parliament advertising s silent
on the nature of any danger that the
stmoker is being preserved against. That
issie 18 clouded in smoke, perhaps very
like the smoke called farin a recent “sto-
ry board,” or iNlustrated seript for a pro-
posed Parlizment commueroal. A boy
and a gir], looking happy and secure with
the Extra Margins of seat belts and Par-
liaments, are jolting along in a jeep oyer
sand duwnes: “THEY LAUGIL AS THEY
HER REACTING:

LICIOUS DRAG ON CIGARETTE, &

ON HER AS STE REMOVES CIG...
LOOKS AT FILTER WITIT QUIET AP-
PROVAL, CUT TO HIM FAST. HE
BLOWS OUT SMOKE SO YOU ENOW
HE  TIINKS PARLIAMENTS ARE
GREAT.”

HE scale an which cigarette ad-
vertising is conducted 1s enormous
and is expanding steadily, Duving the
last ten years, the tobacco companies
have increased their annual expenditures
on television commercials from forey
million dollars in 1957 to about a hun-
dred and fifteen million dollars last
year, and as the number of brands on
the market has increased, so has the
competition between them—a struggle
in which battalions of water skiers, ajr-
plane pilats, and speedboat racers are de-
ployed to overwhelm the opposition and
assure the fidelity of the public to a par-
ticular brand. A good deal of earnest
conferring among the strategists of
the tobacco wars involves considera-
tians of “brand loyalty” and “hrand
image.” The creation of a brand image
invalves the manufacture and asseml
of prepackaged elements of a sort of da
dream—a st of visual and aural as
ations that will be launched from Madi-
son Avenue into the minds of scores of
millions of actual and potential smokers,
there to be kept orbiting incessantly
around the periphery of consciousness.
“Tremendous loyalties ave built up for a
product as personal as a cigareete,” the
vice-president of an advertising agency
in charge of a big cigarette account says.
“The food a man eats, the toothpaste he
are all pretty per-
sonal matters to him, but none of these
things tend to be as personal to him as the
cigarette he smokes, It attaches a tre-
mendous personal significance. He has
it on display all day long. He has it on

h
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draws its smoke into his lungs. Tt is safe e e LT T G opnamaps:
to say that many cigarcttes have a satis- ? ”w";f",f";{,’_f,»:-,.r.-. L T
factory taste, but the principal thing is ke T R e S
the personal identification with  the
brand.”

A good example of the creation of a
brand image oceurred in the promotion
of Philip Morris’s Marlhoro filter ciga-
rette. It was introduced into the ciga-
rette market on a national scale in 1953,
whea the filter boom was just getting
under way. At that time, the use of
filter cigarettes was still associated to 2
considerable extent with women. Fup-
thermore, Marlboro itself, up to then,
had been a woman’s cigarette, available
with either an ivery or a ruby tip, but no
filter. When the Philip Morris people
decided to go into the Flter husiness,
they picked the Marlboro name, with
the help of market rescarch, as a prom-
ising one, and then abandoned the old
brand except for the name. I[n promot-
ing the new filter Marlhoro, they re-
solved to strike at the prevailing notion
that “there was something sissy about
smoking filter cigarettes,” as a Philip
Morris executive recently put it. “We
decided to go in for male-oriented im-
agery,” he said. The result was a bar-
rage of Marlboro ads showing the filter ;
brand being smoked by determined- e, P eTus Bidk
looking males with tattoos on their arms,
“The image of the Marlboroe man that
we projected was one of the successful, YO ur ear Would never Suspect
up-the-hard-way sort of guy, who got 1
himself tattooed somewhere along the

it's the world’s tiniest 8 -transistor radio!

line,” the same Philip Morris executive ol
said. “Gray, mature, rugged—the Those pure tones, that room-filling volume, actually come pouring
' wealthy-rancher type rather than the out of a dainty, jewel-like radio you can hold in the hollow of your hand!
| Arrow Collar type. The brand person-
ality of Marlbora was altogether differ- But only your eyes would tell you so. To Lthe ear, this STANDARD
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Parliament, which was a sort of friend- ) i — e
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oniy secondarily. On TV, we do use toreiten warranty.
| Julie Tondon—she sits and sings the
| Marlboro Song, “You Get a Lot to Like Reputable stores the world over have been chosen to
with a Marlboro,” to a guy in a night demonstrate STANDARD radjos to you.

club or in the hack seat of a limousine—
but, generally speaking, the Marlboro

man is alone. He is reflective as he } S- I-A N DA R D
relaxes with the cigavette,  There is ®

‘ i kind of warmth. The Marlboro ap- tronic years ahead of other portable types.
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ing campaigns, became one of the best-
selling filter cigarettes on the market.
And, thanks to a big chunk of the thirty
million dollars that Philip Morris is esti-
mated to spend annually on advertising,
it still is. In an average week, perhaps
ninety million people are exposed to
Marlboro—ur, in the language of Mad-
ison Avenue, “delivered” to the adver-
tisers, at a certain cost per thousand
viewers,

For all the manipulative air of such
talk, it waould be quite incorrect to as-
sume that any given force of advertising
automatically assurcs a given degree of
success in persuading the public to buy a
particular brand of cigarette. Of the
fourteen new brands that the tobacco
companies have introduced with exten-
sive advertising and on a nationa] scale
in the last five years, very few have
been taken up by the smoking public in
a way that their manufacturers have
considered  satisfactory.  The market
place has been littered with what the
merchandisers sadly refer to as “brand
failures’—makes with names like Hit
Parade, Brandon, QOasis, and Duke of
Durham. “You never can count on
what’s going to happen when you in-
troduce a brand, even with the best
planning,” a tobacco exccutive has said.
“Let’s say you see a niche in the mar-
ket for a new product and you think

you ean put out something that will fill

it. You go to your experts, who come
up with acceptable comhinations of to-
hacco blends and fAlters. You test these
sut on consumer panels, just as you do
everything else—the color of the pack-
age, the design, the brand names you
have in mind, and so on—and eventually
you start manufacture and put the pred-
uct on sale in & regional test market. You
ask yourself questions: Is the media
weight youwre putting behind it suffi-
cient? Is this an item acceptable to the
retailers? Is it going to get repeats—
you’re getting the tryers, but are they
coming back? Is the taste of the prod-
uct more satisfying?  You listen to con-
sumer reaction—to the things they play
back to you. If you have a package in-
novation, is that playing hack? How
much do you need to remold your ad-
vertiging to fit the things that play back?
You need the answers to these and other
guestions before you make a Ccommit-
ment to go national. If you get a puosi-
tive answer, you put it in the corperate
mix and you’re ready to go. Once
you’ve committed yourself to going na-
tional, you've committed yourself to a
multimillion-dollar decision.”

The introduction of new and compet-
ing hrands of cigarettes on a national

HAL REIFF
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scale resembles a game of chance in
which the ante required for each player
hegins at something Lke eight million
dollars and playing the game itself can
he far mare costly than that; the Ameri-
can Tobacco Company is estimated to
have put between twenty and thirty mil-
lion dollars into the promation of its Hit
Parade brand before it gave it up as a
lost cause. However, the possible win-
nings are enough to insure no shortage
of players, and hardly a scason passes
without the entry of some new brand
from the test markets into the arena of
full-scale national promotion. The com-
petition being what it is, the contenders
seldom pass up an opportunity to seize on
a promoticnal point that they think may
give them an edge, however slight, on
their opponents—whether the edge is a
newly coined word for a filter or a new
and hygienic-looking set of surround-
ings for the television-commercial mod-
els to smoke in. Cigarette merchandisers
are constantly concerned with “dimen-
sions of difference’” (“At that time, the
brand’s dimension of difference was pro-
vided by the flip-top box”"} and “product
differences” (“Then Newport came
along and added ‘A Hint of Mint’ and
that was the product difference”). So
far this year, ne fewer than three new
filter brands—Montclair, Paxton, and
Lark—have been shot out of the
carporate mix and into the national
market, and their promoters haye made
the most of whatever differcnces exist
between them. Moentclair, with “a
unique development in compound fil-
ters,” is the only cigarette that “puts the
menthoel in the filter, where it cannot
burn” and “makes the last puft taste as
fresh as the first puff.”” Paxton, the “first
menthaol cigarette to meet the challenge
of today’s smoking needs,” features a
“new Humiflex pack™ and a “new team
of filters back to back,” one of the fil-
ters being “fortified with Pecton.” Lark
features a “three-piece Keith filter” that
contains “two modern outer filters plus
an inner filter of charcoal granules—a
hasic material science uses to purify
am.

What impurities, if any, these and
other such portentously described filter-
ing devices arc actually supposed to filter
out remains unexplained in the ads, In
fact, it is difficult to find a tobacco man-
ufacturer who will cancede that ciga-
rettes contain anything impure enough
to require filtering out at all.

HE fact that the tobacco industry
never deals overtly in its advertis-
ing with the issue of smoking and health

does not mean that it has no pronounce-
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ments to make on the subject. Most of its
pronouncements are issued by the To-
bacco Institute, Inc., a trade orgamza-
tion that was formed by the major to-
bacco manufacturers in 1958 to look
after some of their common interests.
(It is independent of Dr. Little’s To-
bacco Industry Research Committee.)
The Teobacco Institute, which has its
headquarters in Washington, is headed
by George V. Allen, the former director
of the United States Information Agen-
cy, and Mr. Allen, in speeches before
various organizations, has set forth its
position by saying that the answers to
guestions about smoking and health are
unknown, that the whele subject re-
mains a speculative one, and that while
some statistical studies have pointed the
way to further research, they have not
provided answers to the original ques-
tions. “We are not on a crusade either
for or against tobacco,” Allen has been
quoted as saying. “If we have a crusade,
it is a crusade for rescarch.” During the
pursuit of such research, he has called for
a “respite from thearics, resolutions, and
emotional statements” about smoking
and health. The Tobacco Institute, in
fact, is quite vocal on the subject of re-
search, and, with the help of Hill &
Kunowlton, a big public-relations outfie
with headquarters in New York, it sends
more than a hundred thousand physi-
clans around the country a quarterly
publication called Tobaces and Health
Research, a summary and compendium
of items having to do with research on
these subjects. T'he items are presented
under such headings as “Autopsy Study
Fails to Support Smoking Tie to Vas-
cular Ills,” “Lung Cancer Deaths 20 %
Overstated,” and “Experts Differ on
Royal College Repart.”

Besides pointing out to doctors what
it considers the statistical fallacies and
misconceptions in the studies that have
drawn a causal connection between
smoking and certain diseases, the Insti-
tute has had to contend with public
criticism not only of the industry’s own
use of statistics in the past (“"More Daoc-
tors Smoke Camels Than Any Other
Cigarectte”) but of the manner in which
it has continued to promote its products,
particularly among young people. In
England, the advertising of cigarettes
on commercial television—as here, the
principal medium used—is governed hy
a quite elaborate st of “guidance notes,”
drawn up by the television companies
and subscribed to by the tobacco manu-
facturers. They provide, among other
things, that “advertisements should not
encourage people, and young people in
particular, to believe that they will have
any advantage romantically, physically,
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THE NEW YORKER :
socially, or in their jobs if they smoke.”
Amuong the specific appeals to be avoid-
ed are:

“Hero appeal’” and the appeal to “man-
liness.”

The appeal of sacial success, or the sug-
gestion that smoking is part of the modern,
smart, sophisticated, or fashionable way of
Iifg, ..

The creation of a remantic atmosphere
i which it is implied that cigarettes are an
essential ingredient,

An impression of exaggerated satisfac-
tion; e.g., deep inhaling or expressions of
intense enjoyment associated with smok-
ing,

The use in advertisements of young peo-
ple unmistakably under the age of twenty-
one.

‘The suggestion that cigarettes overcome
“nerves” or strain, [or arc] an aid to re-
laxation or concentration,

Nothing like this set of restraints
exists in cigarette advertising on televi-
sion here, of course, and nothing re-
motely as thoroughgoing seems to have
been urged upon the American tohacco
industry or the television broadcastess
by their critics. However, last No-
vember, LeRoy Collins, the former
Governor of Florida and the current
president of the National Association
of Broadeasters, who has the reputa-
tion of being a maverick in the broad-
casting business, made a speech before
a group of broadeasters in Portland,
Oregon, in which he suggested that,
because of what he called “mounting
cvidence that tobacco provides a seri-
ous hazard to health,” broadeasters had
a moral responsibility to consider tak-
ing “corrective action” against the
televising of some types of cigarette
commercials, notably those featuring
well-known athletes and those express-
ly designed to influence young people.
The reaction of the broadcasting in-
dustry to Colling’ remarks was not at
all favorable, and for a while there
was talk that Collins would be asked to
resign from his job, Nonetheless, his
speech did have the effect of stirring
up questions about the wisdom of aim-
ing cigarette advertising at young peo-
ple, and last June the Tobacco Institute,
responding to this pressure, issued a
statement declaring that the tobacco in-
dustry had always taken the position that
“smoking is a custom for adults,” and
that, in conformity with this belief, a
number of companies had decided to
discontinue advertising in college pub-
lications and engaging in other campus
promotional activities, For years, most
of the tebacco companies had heen con-
ducting campaigns to persuade col-
lege students to smoke their particular
brands, both through placing advertis-
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industry became the biggest single source
of revenue for many such publications)
and through the promotional activitics
of paid “campus representatives” among
the student body, to whom they gave
quantities of sample packs for free dis-

tribution.

The Institute’s declaration that
smoking was “a custom for adules,” and
thus, presumably, not one for noen-
adults, did have one result that applied on
a broader basis than mercly the college-
publication level. This fall, the Ameri-
can Tobacco Company began an exten-
sive campaign for Lucky Strike cigarettes
in which the advertising copy contained
the statement that “smoking is a pleas-
ure meant for adults.” This senti-
ment appeared under a headline, spread
over two pages, that asserted, “Lucky
Strike Separates the Men from the
Boys . . . But Not from the Girls.” On
the left-hand page, the first part of the
headline was illustrated by a photograph
of a helmeted, Lucky Strike-smoking
racing-car driver who is smilingly flour-
ishing a winner’s cup as he recvives the
adulatory glances of youths pressing
close behind him; on the right-hand
page, the second part of the headline was
illustrated by a shot of the same model—
still equipped with his cigarette, smile,
and cup but minus the young male
fans—being hugged by a girl admi
Unfortunately, the ad men, having pre-
sumably set out to illustrate the theme
that cigarettes are not for boys, thus
achieved just the opposite effect by mak-
ing the smoking of Lucky Strike appear
to be the act that turns a boy into a man.
But such mistakes can happen in cga-
rette advertising. It is even possible that
they will happen more frequently in the
future, With the growth rate of the
cigarette market slowing down and
the competition between manufacturers
becoming increasingly heavy, there is
really only one way for the industry to
maintain its rate of expansien, and that
is by doing business with the great mass
of young people who reach smoking
age each year. Thisisaj tial market
that is literally getting bigger by the
minute, Over the past decade, the num-
ber of peeple between cighteen and
twenty-four in this country increased by
only twa per cent, owing to the low
birth rate of the depression years, but
over the next decade their number, ow-
ing to the high birth rate of the postwar
boom period, will increase by fifty-two
per cent. And in the young-adult popu-
lation bulge ahead the eighteen-year-
olds of 1966 are the fiftecn-year-olds of
1963. As these Ofteen-year-olds are
maturing, so i the tobacco for them to

smoke, as it lies waiting in millions of
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hogsheads in the curing warchouses of
the tobacco manufacturers,

FECAUSE of my interest in the
dilemma confronting the tebacco
industry, and because it seemed to me
too had that, owing to the relative
ananymity of so many of the responsi-
ble people in the industry, their per-
sonal views on the issue of smoking
and health—as distinet from the for-
mally phrased announcements issued on
their collective behalf—should be so lit-
tle known, I set out recently to interview
several peeple who are concerned with
the merchandising of cigarettes. YWhile
I cannot say that there was any great
cagerness to see me and talk about this
touchy subject, [ must say that when [
was received, it was always with great
courtesy and attentiveness.

My first call was upon James C.
Bowling, who is assistant te Joseph T,
Cullman IlI, the president of Philip
Morris, Inc., at the Philip Morris head-
quarters on Park Avenue—a  very
smart set of offices. Bowling is a well-
dressed, round-faced man in his middle
thirties who talks smoothly and equably
in a Southern aceent. He has spent all
his working hie with Philip Morris.
Lven when he was attending the Uni-
versity of Lousville, he worked for the
Company as a campus representative,
and after his graduation he worked for
it as a tohaceo salesman and then as a
supervisor of campus representatives,
making s way up through the ranks to
his present position. Bowling was smok-
ing from a pack of his company’s new
Paxton cigarettes—the ones with the
team of filters back te back—and, lke
every other executive T encountered, he
scemed to smoke almost incessantly, I
asked him for his views on the connee-
tien that has been said to exist between
smoking and discase; and he told me
that, like all his colleagues, he had
given the matter a good deal of serious
thought. “We helieve that there is no
connection, or we wouldn’t he in the
business,” he said earnestly, and, in a
phrase that was to become familiar to
me, he w on to characterize the
issue as “the health scare.” “I remem-
ber a speaker last year at the three
hundred and fifticth anniversary cele-
bration of America’s first tobacco crop
at Jamestown telling of the Is that
the tobacco industry had at that time,”
he said, “They had a health scare at the
meeption of the industry in America.
And the scare goes further back than
that—-King James issued his ‘Counter-
blaste to Tohacco’ in 1604, We've had
these trials from time to time, and each
time the industry has come through

Even in the dark vou'd know...
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stronger, because people have demon-
strated conclusively that they want to
smoke. YWhen the health scare hit in
1952 or '53, we were all staggered,
though. The matter was put forward
not as a thesis but as an ahselute fact.
Yet it was clear to us—and to a few
eminent statisticians, like the late Sir
Ronald Fisher—that the case was far
from proved, and the industry did the
correct thing by taking the atticude that
nothing could or should be done until
the facts were in. The work of the
Tobacco Industry Research Committee
has been under way for ten years, and
it has required a great deal of patience
for the industry not to answer the
attacks on tobacco during that time,
while the research has been going on. It
has required a great deal of restramt
not to lash back at the anti-cigarette
forces. The people on the T.LR.C.
are eminent people. We in the industry
have no contact with them, hut we read
all we can about the research they’re
doing. Everybody in the industry has
been forced to become an authority in
his peer group on the subject. It's im-
pussible for me, for example, to go
somewhere without mecting someone
wha wants to talk about it. T wonder
how many conversations about it take
place without a full understanding of
the facts. Gosh, we’re awed at how a
story can be told and retold by the
anti-cigaretee people, and how little at-
tention s given in the press to claims
for agarettes. But I'm also impressed
with the way many people are sifting
the facts for themselves and coming up
with the conclusion that the case against
tobacco is not proved.”

Bowling lit up another Paxton and
went on, “It surprises people sometimes
that we should take it so scriously. T
don’t know why we should take it light-
ly. 'm from Kentucky, and I know
what tobacco has meant to that one state.
Some people who attack the industry
den’t stop to think that we're people—
and people with a social conscience. Just
as I fecl I'm personally committed in
this business, so do other people. T don’t
know of one executive who has re-
signed as a result of the health scare,
The purveyor of pleasure-feeling may
have been put in some jeopardy by the
attacks of the anti-cigarette people, and
the attacks may have made us more than
a trifle self-conscious, but we believe that
we're right, and that history will show
this to be so. Meanwhile, people are
smoking and enjeying it. An emineat
physician sat in the chair you’re sit-
ting in not so long ago, and he said that
if peaple were to stop smoeking, there had
better be something pretty powerful to
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take its place or there would be more
wife-beating  and  job  dissatisfaction
than people’s natures could tolerate.”
From Bowling’s office 1 went on to
sce John T, Landry, a tall, clear-faced,
curly-haired man whe, at thirty-nine,
15 the company’s director of brand
management, which means that he is
responsible for the advertising of all its
brands. Landry came to Philip Morris
in 1956; previously, he had been the ad-
vertising manager for the Blue Coal
Corporation, in New York, and before
that he was in the advertising-research
department of Newsweek, He made it
clear to me that he really enjoyed be-
ing in the tobacco business. “It’s hectic,
it's competitive, and there are a lot of
easier ways to live, but it’s a great busi-
ness,” he said. “It’s a real big business, a
very responsible and honest business.”
Although Landry had a pack of Paxtons
on his desk, the cigarette he was smaok-
ing was a Marlboro, The executive in
charge of the promotion of a particular
brand of cigarette is expected to smoke
that brand, but Landry, being in charge
of all Philip Morris’s brands, could
smoke any of them with propriety, and
he told me that his personal preference
was for Marlboro. After some discussion
of brand promation, T hrought the con-
versation around to the issue of smoking
and health, “We all assume that, as Mr.
Cullman, the president of eur company,
said at the last annual meeting, ciga-
rettes will ultimately be exoncrated,”
Landry told me with conviction, “We
all feel that way or we wouldn’t be
selling them, We're parents, citizens,
members of society, you know. This
business has been a respectable husiness
for hundreds of years. 1 frequently get
asked by people I come across about
my attitude toward cigarettes. T’ve seen
nur research facilities in Richmond, and
I know that other companies have facili-
ties just as big, and up to this point
nobody has ever shown anything con-
clusive about cigarettes and health—
lung cancer and all that. It just hasn’t
been proved, I think if it were proved
I would give up smoking. 1 alsa think
I’d get the heck out of the husiness.
Naot because the business would be hurt
but because I would not like to sell
a product that was harmful. Even
now, I wouldn’t try to convince anyone
that cigarettes are physically good for
him, but from an emotional point of
view smoking cases tension, and if I
didn’t smoke I'd probably develop a tic
or soemething. My wife smokes, I smoke,
and we certainly don’t have any fear
of it. I don’t think that cigarettes will
ever be found to contain anything dan-
gerous to health, The problem is be-
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ing warked on, and in the meantime T
am very happy in this business.”

TFrom the offices of Philip Morris T
went to those of Benton & Bowles, the
advertising agency that prepares the ads
for about half of the company’s prod-
ucts, where I had an appointment with
Henry Pattison, the chairman of the
agency’s exccutive committee. Pattison,
who has direct charge of the Philip
Morris account, is a highly experienced
advertising man, and has been with
Benton & Bowles in an executive role
for more than twenty years. He is a
big man in his fifties, with a rather
cherubic face and an affable manner,
and he received me not from behind a
desk but at a small, round table, topped
with polished, tooled leather that was
decorated  with sample packages of
Philip Morris products. He was smok-
ing from a pack of Parliaments, Afrer
some talk about the merchandising of
cigarettes, we got around to my main
question. “L think that if it were ever
conclusively shown that there was some
connection hetween smoking and, say,
lung eancer, most agencies would not be
advertising cigarettes,” he said. “Butit’s
casy to get stampeded, and the tobaceo
industry 1s being very much maligned.
Fifty years ago, when T was a boy, my
grandfather was a druggist in Alexan-
dria, and T remember how Coca-Cola
was then under the worst attack you
could conceive of, People used to spread
the rumor that it was a dope—the most
unbelievable stories, all completely with-
out foundation. The same thing has
happened to the tobacco industry, which
has been under attack for a couple of
hundred years. People have been shot,
Now the industry has been presented
as a bunch of ogres trying to corrupt
American youth. The fact is that I
have never met a finer group in my life
than the people in the tobacco indus-
try—D’li stack them up against azy oth-
er group for morals, ethics, and beliefs.
And tobacco has given pleasure to an
awful lot of people. You should not act
on hunches, suspicions, and stir-ups,
This cancer business, now—nobaody
knows about it, T have to accept that
there is some connection between simok-
ing and health, but just what it is we
don’t know. You can concentrate on the
negative side—build 2 negative case for
cigarettes’ being banned—and ignore
the positive case. Some people may he
immoderate users, But I den’t think any
industry should be persecuted for the
immoderation of its users, provided the
industry hasn’t promoted immodera-
tion—-and certainly the tobacco industry
hasn’t. You won’t find anybody in the

cigarette business telling you to smoke
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two and a half packs a day. T was having
luneh the other day with a doctor, and
he said, “There’s the higgest killer in the
United States! What we're doing—
eating!” T'his anti-cigarette campaign is
not a haphazard thing; it’s a well-con-
ceived, well-directed campaign from
some over-all headquarters—from the
timing of releases to everything else.
Some of what 15 being put out goes so far
everboard that it makes me almost sure
it isn’t true. They say that sixteen thou-
sand people died last year of lung can-
cer. "The obvious conclusion is that they
were victims of cigarcttes. But nothing
is said about how many would dic of
lung cancer if all cigarette smoking
stopped, If wwe pulled that trick in the
advertising business, we’d be put in
Tl ™

I remarked that T had been wonder-
ing whether Parliament’s claim about
Extra Margin didn’t presuppose, to
some degree, an clement of danger to
smokers,

“I have a theory that everything
around us has an clement of danger,”
Pattison said, “Your swimming pool can
kill you. Cars can kill you. Coffee can
kill you. Justice Holmes said that secu-
rity is not the logical end of man,”

‘I the Ted Bates advertising agency,
Howard Black is one of the execu-

tives in charge of the Brown & William-
son cigarette aceounts—Kool, Viceroy,
Life, and a couple of other brands,
In discussing his attitude toward smok-
ing and health, he said that the posi-
tion of the tobaceo manufacturers was
analogous to that of an automobile
manufacturer confronted by statistics
about automohile accidents. “I don’t
think that the tobacco industry would
think of disbanding because one per
cent—or whatever the fipure is—of
heavy smokers died of lung cancer any
more than the automobile manufactur-
ers would think of going out of husiness
because five hundred people get killed in
auto accidents on the I'ourth of July,”
he said. “T'he automohile ind ustry s go-
ing to go on. So is the tobacco industry,”
The president of Brown & William-
son is William 8, Cutchins, a courteous,
gray-haired Southerner, who took me to
lunch at the Barclay Hotel and spake to
me of his philosophy, “T went into the
tobacco industry years ago, because it
was a perfectly honorable business, and
I set out to reap the rewards of free en-
terprise,” he said. “I'm doing what I'm
doing today because of the rewards that
the free-enterprise system has to offer.”
He went on to say that he was as anxious
as anyone else to see a well-reasoned
solution to the questions that had been
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PR . raised in connection with smoking and y ) ,ﬁ:"’ﬂ“'" £
i health, adding that some of the attacks
on the tobacca industry were entirely
unjustified, and that while many of
the scientists who held ““anti-cigarette

Wllal(]vpl. views”' were absolutely sincere, he did
- = not think that the case for cigarettes had
been presented to the public as it de-

y"ll served to be.

I asked Cutchins what he would do if
we‘ll" he came to accept the position that there

| i was a connection between smoking and
certain diseascs.

“The first thing I’d try to do would
be to correct it,” he said, “A fundamen-
tal of commaon decency as well as of
enlightened self-interest.” He advised
me to read a red-covered booklet—a
copy of which he had with him—called
“Headline Hunting with Statistics,”
which was a reprint of a speech given
before a group of security analysts by
Robert K. Heimann, assistant to the
president of the American Tobacco
Company. Later, I did so. Tt was a
full-scale attack on what the author y
called “the anti-cigarette crusade,” and pink. By Westbury,
sharply questioned the statistical validity 8tlg... 19.95
of various studies that have found a link Al mail orders postage free.
between smoking and disease, One sec-
tion of the speech wound up, “Not all of . i ?a&qkw i"d‘i’b
the questions are scientific ones. You %
might well ask whether the American 1310 F Street, N.W. Washington 4, D, C.
Cancer Socicty would be spending so
much time and money propagandizing
anti-tobacco statistics if the millions of

dollars they have solicited from the pub-
W‘_‘ar lic for so many years had shed any light
»

t on the causes of C&DCL‘]'.”

OME time later, I again encoun-

L tered Heimann’s name, in an article
WIth in the Twmes headlined 2 pDOURT
SMOKING 1S CANCER CAUSE.” Here
he was identified as “Dr. Robert K.
Heimann, a sociologist and statistician”
of the American Tobacco Company,
but when T went to call on him, T saw
him net in his capacity as a sociologist
and statistician but in his capacity as as-
sistant to the president of the American
Tobacco Company in charge of public
relations. He 1 a slightly built, rather
poker-faced man, who was once the edi-
tor of Forbes Magazine, Amnong other
things, he told me, with emphasis, that
experiments using cigarette smoke had
never induced lung cancer in an ami-
mal., (Dr. Hammond has said, with
equal emphasis, that experimental ani-
{ mals have so little tolerance for ciga-
rette smoke forced into their lungs that
{ they do not live long enough for further el
: : '} investigation. ) a wonderful conversati icce. But %

| A day or so later, Heimann arranged Bl ACK C*TWE FE.-.,I-I- SRS [ 2 .‘“"““ N plece. Dut tw @ H} N’ A l_; 5
Fhe new fragrance by Yardley to have me meet his chief, Robert B. A A RO I_!II' tnaist ou Johs Jumesqn. It is aff pot still J == MJ Ik @“I

i . b 3 115 Fant Poat tom Mok, P Faor whiskey—mature CArS i ak cuasks
""" Walker, who in April of this year suc- | FAG] WM AT ) atured 7 years in ouk casks.
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{ Txisir covvin made with famous John Jameson Trish
whiskey ! [t looks so gay . . . it tustes so grand. Its
magic lies in the fact that the colfee, John Jamesou
and the cream combine in some mysterious way Lo

HOW TO MAKE IRISH COFFEE

Into prewarmed stemmed 7.0unce goblet, put jigger
of John Jameson Lvish whiskey and 1 to 2 teaspoons
of sugar, Stir i strong black coflee to Y tuch of top.
§ - o Carefully Hoat efediffed whi 1 ik
i create a seductive new flavour. It is wlhat sclentists Hr N : e TR, O bl Dvind
— . ; trengh the cream,
call synergistic action, which means that the cooper- : - s
P.S. A stmple way to enjoy the synergistic action of coffer
m!}r! Jokn Jameson s to add 1 Jigger of John Janeson
Lrish whishey o coffee as you asually drink it.

ative action of the ingredients is infinitely more de-
lightful thun any of them taken indepcndcutly.
The synergistic action of Irish Coffee is
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BLENDED IRISH WHISKEY « 86 PROOY

IMPGRTED BY W. A TAYLOR & COMPANY, NEW YCRK, N, Y. » SOLE DISTR!IBUTORS FOR THE U.5S. A



MERCURY . . . THE CAR THAT MADE THE STATION WAGON BEAUTIFUL

At one time you had to sacrifice beauty to gain the extra room in a wagon. Over the years, Mercury led the way
in changing that. The room was kept, in fact increased (now 99.2 cu. ft. — just about the biggest there is). But
Mercury knew that with most owners the station wagon is their only car. It has to do triple duty...as a family car, a
“‘dress-up’’ car, and a cargo carrier. Mercury made it beautiful ... luxurious inside. Just how beautiful you can see in

the picture above. LINCOLN-MERCURY DIVISION MOTOR COMPANY MERCURY. .. The wagon Specialist

ceeded the late Paul Hahn as president
of American Tobacco. In contrast to
the New York headquarters of the other
tohacco companies [ visited—all of them
very modern-looking, with lots of for-
mica and hlocks of colors—the offices of
the American Tobacco Company have
a certain grand, old-fashioned air, and
the furniture there looks just as it must
have looked in the days of the late
George Washington  Hill, the great
tobacco-empire builder. The secretarices’
filing cahinets, desks, and chairs are all
made of solid oak, and on each desk is a
small silver plate engraved with its oc-
cupant’s name. Here and there are
plaques bearing various offiec slogans
devised by Hill, such as “Quality of
Product Is Essential to Continuing Suc-
cess” and “Get Your O.K. in Writ-
ing.” The offices of nearly all the execu-
tives are equipped with solid-mahogany
desks and chairs, and the office of the
president is on an even more solid
scale—a vast room, with panclled walls
of bleached mahogany, chairs of mahog-
any and black leather, a couple of black
leather sofas, and a huge desk of un-
bleached mahogany. YWhen Heimann
escorted me into this office, Walker, a
masterful-looking, gray-haired man of
fifty with a pink rose in his buttonhole,
was sitting behind Jus great desk in what
locked like a judge’s chair. It was in-
deed a judge’s chair, he told me when
he got up ta greet me; it had helonged
to Judge Gary, the first chairman of the
United States Steel Corporation,

Getting down to the purpose of my
interview, Walker said, “We are facing
some rough scas. But I am thoroughly
convinced that the tobacco industry will
survive and fAourish. The people in this
industry are loyal, dedicated people—
people dedicated to the good of the
country, people who have made a con-
tribution to humanity. I don’t want to
paraphrase Winston Churchill, but I
will. [ <don’t think that any industry
has given so much pleasure to so many
people for so many centuries, and is so
deserving of more consideration and fair
play than it is now getting.” Having
said this, he looked across at Heimann,
who was sitting on a sofa to one side
of hite, and remarked appraisingly,
“I'ha’s pretty good. ‘So much pleasure
to so many people for so many cen-
turies.” ” He lit up a Lucky Strike and
puffed at it with pleasure.

T said that some people felt there was
a mounting weight of evidence implicat-
ing cigarettes as the source of seme dan-
ger to heaith, and he replied, “There
isn’t a mounting weight of evidence,
There’s a mounting wave of propa-
ganda. The hypothesis about smoking
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" Perfume {from Paris by Houbigant) 6.50 to 20.00/Spray Perfume® 5.00/Spray Mist* 5.00
Dusting Powder* 5.00 / *Compounded in U. 8. /Prices plus tax
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Send ug
2,000 and
We'll send
"o back™

*{a month)

The New York Bank for Savings would love
to mail a regular check in any amount you
decide — not necessarily to you — but to
someone else you love.

All you have to do is send us some
money, watch it accumulate high divi-
dends, and tell us how aften and how much
to mail to whom.

We call this interesting plan an Endow-
ment Payout Plan. You'll call it convenient
if you have someone in mind you'd like to
provide for: parents, grandchildren, a
child's allowance, newlyweds. And the re-
cipient will call you a Guardian Angel.

It's easy. Start with a lump sum up to
$15,000 or a smaller amount and add to
it regularly. If you deposit $5,000 you can
provide $50 monthly for ten years — big
interest dividends are included.{

You'll always have the option of chang-
ing the amount of the payments. And, if
you decide you want to be your own rich
uncle, you can use the Plan for your own
retirement income.

Your money will be safe and always
available, Begin bestowing right now; mail
coupon below,
tbased on assumed rate of 4% compounded

quarterly. Interest-dividend rates are not guar-

anteed in advance. Rates vary in accordance
with bank earnings.

S —— e ———

The New York Bank for Savings, (Dept. NY-10)
Park Ave, So. at 22nd St., N. Y. 10, N. Y.

[] Please open a Payout-Endowment Ac-
count as specified. Enclosed for deposit

is §

Payout-Endowment Account for:

My Name

Address,

City. Zone. State.

| THE NEW YORK BANK FOR SAVINGS

| NEW YORK'S OLDEST SAVINGS BANK

P US|

MEMBER FEDERAL DEFOSIT INSURANCE CORPORATION

|
|
[
|
|
I
I
|
|
I
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I
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|
!

has not been proved. Now, under our
American system everybody is innocent
until proved gulty, and even then the
verdict is subject to appeal and reappeal.
This is not the vase here, Many dactors
subscribe to the chelesterol theory that
we’ve all heard so much about, Choles-
tero] may be the killer of us all. Bur
until it’s praved, should the whole dairy
industry be condemned? Should every-
hody give up ice cream even if it takes
a few hours off your life? Some doctors
say that we don’t have the answers about
cholesterol, and some say that we don’t
have the answers about tobacco. Ts it
fair to condemn the tobacco industry
under the present circumstances?  This
is a seven-billion-dollar business, and
the taxes on the tobacco industry last
year could pay for the whale space pro-
gram for a year,”

F all the tobacco-manufacturing
people I talked to, Morgan J.
Cramer, president of the P. Lorillard
Caompany, which manufactures Kent
and Newport cigarettes, was distinctive,
for a couple of reasons. For vne, he was
the only executive who even mentioned
(although he certainly did not elaborate
on} an issuc that T understood was
troubling the tobacco  industry—the
pending lawsuits brought against in-
dividual tobacco companies by the heirs
of victims of lung cancer, For another,
he was the only man to concede that
cigarettes might possibly contain sub-
stances worth filtering out. He didn’t
say that these substances were harmful,
but he «id say that “certain things in
smoking that don’t atfect taste, enjoy-
ment, or pleasure can be remaoved, and
since there has been some question about
them, they’re better out than n.” Te
that end, he said, his company had
come up with a new filter that would
remove phenal from the smoke,  (In
the available literature on smoking and
health, it seems to be commonly recog-
nized that phenal is one—Dbut only
one—-of the many substances in tobacco
smoke that are suspected of playing a
carcinogenic role.) But beyond this
I found no compromise. “I don’t be-
lieve that cigarettes are causing all these
diseases,” he said. “Cigarette smoking
has been in existence a long time, and
we consider that we have a serious re-
sponsibility to the smoking public. If we
were convinced that cigarettes  were
harmful, we wouldn’t be in the cigarette
business.”

Did he think, I asked, that cigarette
companies should inform the public—
by Iabelling or by other means—of the
statistical association that is supposed

FOR HIS WINTER WEEKENDS—
S.F.A's DEEP-COUNTRY
SUEDE JACKET, 95.00

This is one gift he will prefer to all
others, Our supple suede leather
jacket is tailored to perfection with
patch-lap pockets and three leather
buttons. In a rustic tone of tobacco
brown and in a complete range of
sizes, Men's Shop.

_;%;_4/

SAKS FIFPH AVENUE

English
L eather”

...the gift set of ALL-PURPQSE
LOTION and DEODCRANT STICK
$3.00 plus tax
individually, ALL-PURPOSE
LOTION $2.00 $3.50 $6.50
DEQDORANT STICK $1.00

MEM COMPANY, INC.
347 Fifth Avenue, New York

How to make a Jr. Executive feel

like the Chairman of the Board
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DESK SET
by Sheaffer

You couldn’t pick a more appropriate
Christmas present for a young man on
the way up (or already there, for that
matter). Even the case looks important.

But this gift is more than a status
symbol. Sheaffer Desk Sets combine
richly styled bases designed to comple-
ment any office and famous Sheaffer
pens with cartridge filling action,
superbly crafted with 14K gold points,
kept writing-moist in exclusive humi-
dor-sockets.

Give a Christmas gift that looks like
a real inspiration: Sheaffer, the most-
given desk set in America.

i
“*ﬂf@f&;’
7N

SHEAFFER'S

Choose from a wide varietly of Sheaffer Desk Sets at
your dealer’s, or write for free catalog: W, A. Sheaffer
Pen Company, Department ¥-1 1, Fort Madison, lowa.
(Set shown, in brilliant jet crystal, $20.00. Also avail-
able with personalized name plate.) ©1963, W.A.5.P. Co.
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CASHMERE LUXURY

=

These magnificent British
sweaters are the finest money can
buy. Fully fashioned, [aultlessly
detailed, made of 2-ply 100%
pure cashmere in exclusive
Alan Paine colors.
Atiractively priced.
Pullover, about $30.
Classic cardigan, about $37.50.
Sleeveless (not illustrated),
about $20.

Muse's
R. H. Btearns Co.
Wm. [lengerer Co.
Doerek Rayne, Ltd.
Sehwibe Ay
e BrSKIN
. Popue Co.
Ile Bros. Cao.
. Wilsen Co.
o Eludson Co.

Allants, Ga.....

Carr ry-Le-Sew,
Charlestn, W. Va
Chlengo & Suburb
Cinelnnati, Onl
Clevel .
Lallas,

Detpalt, Mich
Durkam, N.
Hartford, Coo
Hunsas Cliy, M
Lexinglon, Ky.
Loa Angeled, Callf.,
Louisville, Ky.
Madisan, Wid...
Minneapolis, Minn.
New York & Branches
Philadelpliia, Pa.
Phoenix, Ariz.
Piltsburgh, Pa.
Raleigh, N, C,
Rachester, N, Y
Sl Laonls, Mo,
sim Antonio, "1'exas
San Franelseo, Calif,.
Sehenvelady, N, Y,
Sumndg, N, ...
Washinglon, I, ...

waJuck Nenry
ndngelueci’s
«.Phelps-Terkel

Jldes, Dowalewn & Mall
MacNeil & Moore
w-Daylom's
. MWallachs
acksonr & Aoyep
woe-Goldwnter's
Jogeph [lorne Co.
Norman's, Ine,
farlly Clothing Ce,, Tne,
Siix, Haer & Fullep
-...Frank Bros,
Cily of Paris

Aublug Garfinekel

Frank L, Savage Inc. 17 E. 37 St., New York

to exist between smoking and discase.

“I"he public has been informed,” he
replied. ““T'he public knows all aboutit.”

My final interview was with Adolph
J. Toige, the president of Lennen &
Newell, the advertising ageney  that
handles the ads and commercials for
most of Lorillard’s cigarette brands.
Lennen & Newell annually  handles
about thirty million dollars’ worth of
Lorillard advertising.  After the com-
parative frankness of Cramer on cer-
tain aspects of the issue of smoking and
health, T hoped that Toigo might be
cqually informative. He is a short, gray-
looking man, with graying hair, a gray
mustache, and a rather pale face. He
was wearing a gray suit. As we talked
about the cigaretee business in his big,
panelled office, T found my hopes fading.
“Kent has grown maore than any other
filter cigarette,” he said. “We believe the
right combination of filter and tobacca
is responsihle, "That reflects our current
campaign. Lorillard has spent a lot of
money anticipating consimer require-
ments. Therd’s a lot of idealism in the
big corporations, [ have quite an aver-
slon to the opposite nterpretation.”

After a while, T asked him what he
thought about the cigarette-heaith ques-
tion.

“YVell, [ think it’s a controversial
subject on which there is no proof—no
established proof—of cigarettes’ being
harm{ul,” he said. “What’s more, 1
think it’s bene ficial to smoke. Otherwise
they wouldn’t be doing it.”

5 [ left Toigo’s office—and the
offices of Cramer, Bowling, Lan-
dry, Pattison, Black, Heimann, and
Walker before him—I could have no
doubt but that the lines had been drawn
and the battle joined. And I could no
mare foresee an accommadation he-
tween the opposing forces than I could
before I started.
—T'HoMAs WHITESIDE

Borron — Placing  four out
of the first five rumners in a
ten man race, WNashoba Re-
gional High cross country team
defeated Groton High 17-54 in a
dual meet yesterday.

By winning Nashoba regis-
tered its fourth victory in seven
tries this season. The order of
finish  and their times were:
Malcom Clouter (N) 10.22, Rub-
ert Day (N) [7.05, George Shar-
key (N) 17.14; Jay DeJongh
(3} [7.16, Steve Dopp (N) 17.24,
Walter Plecewicz (N), Larry
Hamilten { N}, Daug Ousley (N),

three muose frem  Newfound-
land.
~—H orcester (Mass.) Gazette.

Unfair!

ENGLISH
WORSTED FLANNELS

[From une of the oldest and finest mills
in England. our 10 oz, worsted flannel
ready-to-wear slacks are cut with the
famowus Chipp slim line. Switable far
yeur ‘round wear. Perfeet to wear with
blazers wul sport coats,

Cambridge, oxford, or clergy prey;
black-olive, or lovat $29.50

Plain fronl or pleated availal:le
Mail Ovders Accepted  No C.0.D.s

Add 7Sc for Postage

14 E. 4th Si.
CHIFF NEW YORK, N.Y. 10017 £Mis
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THE “BLACH BEAUTY BELT , . . awr own
tmporind [tolten dossic ., . ond Eghly
pousibly B Arest Bl in dhe warld,

g of wheleoil covad galiskin  with
d isdd nichal budkis, Alwe In lirswn-
eith Bondworksd ko suparh Bhenss i
wiass TA p A4, Llegeops In Raleemanship?®,
§i0=in wmotching waith wrops,. 5350
Placss addrees mall arderw and Apporsl
Fortfalio regues 3 Eddis Jocoba, Lhi,
Redwood SF, Besi ul Cherlas, Balie. T Md

THERI'LL ALWAYS BL AN ENGLAND
[From the London T'imes|

Hicu Courr or JusTicE
Queen’s Bencs Division

COMMANDIER LOSES

Boaks v. SouTH Lonvox Press Lo,
Before Mg, Justice LawTon and a jury

His LornsHir, on the verdict of the
jury, entered judgment for the South Len-
don Press Ltd,, in this actien by Licuten-
ant-Commander Georpe William Boaks,
of Palace Road, 8.W.2, for damages for
libel contained in an article in the South
Landon Presy on March 27, 1962, under
the title of “Heliport Bridge." The words
complained of were: “Commander Boaks
of Streatham whom [ usually describe as
nutty sends me a plan for Tower Bridge
that 1, for ance, think brilliant.”

The plaintiff, by his statement of claim,
contended that he was the secretary and
first founder of a society embodying in its
full name its purpose, namely, the provi-
sion of nation-wide helicopter service. Thhe
society's name was the British National
Airways National Heliport Network and
Central London Airport and Aerodrome
Association, The plaintiff, in a letter to
the features column writer of the Suouth
Landan Pregs, put forward proposals for
alleviating traffic delays arising from the
opening of the bascules of Tower Bridge
for passing steamers. The plaintiff con-
tended that the letter formed the basis of
comments giving rise to the words com-
plained of.

The defendants, by their defence, con-
tended that the words were not defama-
tory in themselves and that they amounted
to fair comment honestly made on a mat-
ter of public interest. The defendants
contended, infer alia, that in April, 1959,
the plaintiff announced his intention of
contesting three Parliamentary seats at
the next election and that in Aupust, 1959,
the plaintiff had applied for planning per-
mission to moor H.M.S. Vanguard by
Waterloo Bridge. It was further con-
tended that in February, 1961, the plaintiff
had asked for planning permission to use
his garden as a helicopter station and in
September, 1961, had asked the London
County Council to use his house as a mu-
seum.

The plantiff zppeaved in person; Mr.
Caolin Duncan for the defendants.

Sumanne-Up

His Lorpstiie, in  the course of his
summing-up to the jury, said that the de-
fendants stated that they had merely ex-
pressed an opinion that the plaintiff was
nutty, while the plaintiff could have main-
tained that they had intended it as a state-
ment of fact. If a newspaper stated that a
man had stolen 10s, from his grandmother,
had struck his mother and seduced his girl-
friend, and then concluded that the man
was a cad, it would be for the jury to say
whether that was a fair comment in the
context in which it was made. If the jury
were of the opinion that the statement was
defamatory of the plaintiff, then it was
for them to assess a reasonable sum by
way of damages,

Solicitors—Messrs. Oswald Hickson,
Collier & Co,
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The
ST. CHRISTOPHER

Unique Pocket or Fob Watch

This strikingly handsome timepiece, exclusively Movado, is as thin
as a coin. It is embossed with a beautiful St. Christopher (patron
saint of travellers) medallion. The MOVADQ movement is exception-
ally accurate, It can be worn either as a Fob watch — it comes with
its own plaited leather thong and stitched leather case — or with
a chain as a pocket watch. It makes a particularly tasteful gift —
is an eloguent way to wish “good fortune” to someone dear. The
St. Christopher. 14K Gold—$175. Sterting Silver—$115. Fed, Tax Incl.

MOVADO ’

Known the World Qver As the Quality Of Time

For jeweler nearest you or for free brochure write:
MOVADO, 610 Fifth Ave., N. ¥, In Canada: 44 King $t. West, Toronto
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