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Once upon a time, Lucky
Strike enilsted the support
of Santa (1936), a slender
figure (1929),
Coopar (1837) to push its
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A light refresher cough on cigarette advertising

By ALAN BLUM

medla advertlsing, at least one man-
ufacturer latched on to a daring
sales concept. A pretty glrl would be

i d on a serles of trading

hose who look upon cigarette

smoking as an Inallenable right
find it hard to believe that it is not
even a time-honored tradition.
Whereas tobacco has been used for
thousands of years, cigarettes —
the only tobacco product which re-
quires inhalling — were nol mass-
produced until a cantury ago. More-
over, while about 4,000 cigarettes
were smoked for every adult Ameri-
can last year, the per capita con-
sumptlon In 1880 was 25!

How did clgarettes become a cus-
tom? It all had to do with a sclentist
named Koch, who suggested that
spltting — constantly practised by
clgar amokers and plug lobacco

h — spread tubserculosis, the
19th century’s mosi fearsome
disease. It followed that a number of
“anti-spltting” ordinances were
passed. When tobacco manufac-
turers started fearing lost sales of
clgars, they shifted gears into ciga-
rettes.

Even before the concept of mass
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cards. In additlon to enhancing the
image of the previously frowned
upon clgarette, she could subtly
rafute the risk ol any adverse health
effact: Welcome clgarettes, for in-
stance, were "a light and delicate
smoke that you can Indulge in conti-
nuously without any possible Injurl-
ous effects.” They had "a llavor that
no other clgarelte has ever ob-
talned” and were ‘“‘aspeclally
chosen on account of the small per-
centage of nicotine.” Sounds fami-
liar?

Even well into the 20th century,
clgarette smoking s1l1l hadn't
caught an-and definitely not among
women. But with attractive advertis-
ing, the y compani gh
they'd be among the very lirst to
give women one version of equal
rights; “To Keep a Slender Figure,
No One CGan Deny, Reach for a
Lucky Instead of a Sweset," A wall-
promoted aura of romance and so-
phistlcation made smoking Camels
synonymous with being & “soclal
suceass,” And a plethora of our

prettlest people — Douglas Fair-
banks, Jr. and Jean Harlow, soon to
be joined by Gary Cooper, John
Wayne, Bob Hops, Gregary Peck,
Rosalind Russell, and dozens of
other movle stars — were our clga-
retie smoking modeis In the ads.

Oh, the companles did appeal to
us to consider our health as well as
our looks. They wanted children to
learn from reading the Sunday fun-
nies that smoking Camels could
glve them *'healthy nerves." Lister-
ine clgarettes, advertised by the
Lambert Pharmaceutical Company,
“relleved congestion in the nasal
passages.” The lungs also bene-
{lited from smoking. After all,
couldn't athletes like Lou Gherlg
and Mel Ott say they smoked "as
many as they please.” Even Santa
Claus found Lucky Strikes “easy on
my throat."

In the 1940's, Lucky Strlke Green
went to Wart And men in the armed
forces also clamored for Camels,
Any physiclan working in a
Veteran's hospital over the past 30
years could see that thay got them.
With cigarettes tucked into kera-
tions and sold al 4¢ a pack, the mill-
tary created an entire generation of

smokers who, far from belng able to
walk a mile for a Camel, became pul-
monary cripples. it was as down-
right patriotic to smoke Philip Mor-
ris as it was to buy war bonds, and
little Johnny could proclaim, “Call
tfor Phlilp Morrlsl” Nobody ever ask-
ed why his growth was stunted.

And how did the Industry respond
to the early reports In the 1940's
which assoclated clgarette smoking
with a varlety of chronlc and lethal
allments? “More Doctors Smoke
Camels Than Any Other Clgarette;"
“Many Leading Nose and Throat
Speclalists Suggest Change to
Phillp Morris;" “*More Sclentlsts and
Educators Smoke Kent;" and “L &
M, just What the Doctor Ordered.”

These advertising messages ap-
peared not just in print but on avery
major radio and television program,
including most primetime news
broadcasts. In the 1850s and 60s,
to allay the anxlety of thelr cus-
tomers, the tobacco Industry came
up with all sorts of "sclentitic
achlevements.”

Kent's “micronite filter” {thought
to have been made out of asbestos)
led the way, wiih a materlal “so
safe, 8o pure, It's used to flller the

air in many hospitals.” Camel got a
kid slster (with some added sugar
and a fliter) cailed Winston, which
defled the grammarians by “tasting
good like a clgarette should.” And
the Tareyton smoker, brandishing a
filter of activated charcoal," fought
the Surgeon General In the strests
rather than switch. Marlboro Is our
number one brand today, and the
one named most by teenagers. With
a fliter, It's a rugged man’s smoke,
but without It — back In the 19408
and eariy '50s — it was a lady's
favorlite, “MIld as May.”

Plus ca change, plus c'est la
meme chose. The more things
change, the more they remaln the
same. Have we really come a long
way In our knowledge of the epide-
mice of smoking-related diseases,
which began In the 1830s and are In-
creasing by leaps and bounds (e.g.
2,000 lung cancer deaths In 1930,
100,000 in 1878)7 Or do they stlll see
us coming from a long way off?

They won't bother telling us the
names of the hundreds of chemical
addltives used in cigarette manufac-
turs, or that “tar’ means "poison”.
But at every street corner and retall
store and In almost every major

magazine and newspaper, they want
us to see how they've co-opted the
very words for truth: Fact, Merlt,
True, Real.

And It is the advertisers, not the
edltors, who declde where clgarette
ads wlll be placed. Since too many
of the old-time celebrities like John
Wayne and Rosallnd Russell con-
tracted cancer, the clgarette com-
panles arrange to be placed next io
today's with-It people. It's cheaper
than having to pay royaltles, and,
since magazine advertising Isn't
percelved as hard-sell as television,
much mors effective in the long run.

While an Industry Is being called
to account for Its actions by a con-
cerned publig, It is responding with
more pretty people and more tough
talk, more blliboards and store dis-
plays, and more sponsorship of
youth-oriented sports and entertaln-
ment events. They might as well use
Richard Nixon's slogan, “Now more
than ever.” But meanwhile the mot-
to of Phillp Morrls — maker of
Marlboro, Virginia Slims, Merlt, Par-
llament, and Benson & Hedges —
does the Job quite weil: “Venl, vidi,
vicl." (| came, | saw, | conquered.)
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* 180 Pages

* 3 Ring Binder

* Limited Supply Avallable

A collection of the first five issues of the bi-monthly publication “Focus on Alcohol &
Drug Issues” published by The U.S. Journal Inc. Bound in a 3-ring binder to facilitate
storage, reference and use.
Issues Included From Volume 1.

e Alcohol & other Drugs in the Workplace

o Marijuana Update 78

o Teenage Drinking

o Women: Their use of Alcohol & other Drugs

o Alcoholism Treatment: Programs and Techniques

Order From: The U.S, Journai
2119-A Hollywood Bivd.
Hollywood, FL 33020

Warning: The Surgeon
General Has Determined
That Cigarette Smoking Is
Dangerous To Your Health,




