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When "More doctors smoked Camels":
Cigarette advertising in the Journal

Euen well into the twentieth century, cigareue smoking hadn't caught
on among mos.t men-and definitely nbt aitongwomen. nh tirougi iTii
medta aduerttsing a.nd oDerseas t.obacco funds for the boys at wdr, ciga_
rettes,beca.me firmly entrenched by the'1920i. f he iiacco compaiies
wer,e,r he Ji rsr to oJJe,r ,women equal rights, of a sort , with s logais such
as "l'm a tyc.ky gi1li "Blow some ny wayi" and ,,Do you in'hale? Eu-
erybody's.doing ir!'.' Reader.s of the Sunday funnies were told by bail_
players li.ke Lo,u,Cherig and Joe DiMaggi6,-,,They don,r ger yoir wind
, . . Jo mua,athtetes smoke as many as they please!" To respond to those
nagging, fuddyt-dyddy heatth doitbrers,'uirious salutary rtiiii iii
endorsements by doctors of certain brands began to appear. By the t 9J\s
cigarette aduertisements had made their wal, into me'dical journals,in-
cluding. the New_ York State Journal ol Medicine, The foillowing ariicte
was written by Alan Blun, MD, Editor,with extensiue rdsearch aisistance
by Jessica Rosenberg, a medical student at New York lJniuersity.

In 1927 the American Tobacco Company began a new ad-
vertising campaign for the nation's leading cigarette brand,
Lucky Strike, by claiming that 11,105 physicians endorsed
Luckies as "less irritating to sensitive or tender throats than
any other cigarettes." The reaction inthe New York State
Jottrnal of Medicine was a swift denunciation from both
a moral and a scientific standpoint by the Society's legal
counsel, Lloyd Paul Stryker:

In this present era ofadvertising and publicity. . . we are ac-
custom6d to see portrayals of dramatic critics, actors, and others
smoking some particular brand of cigarette and certifying that
there is nothing like it. The endorsers, we understand, are not in-
lrequently remunerated,

The propriety ol this course on the part of those who furnish
their endorsements, where such endorsers are members of the
laity, is a matter falling within their liberty ol choice, and is
properly governed by their own sense of fitness of things. When,
however, non-therapeutic agents such as cigarettes are adver-
tised as having the recommendation of the medical profession,
the public is thereby led to believe that some real scientific in-
quiry has been instituted, and that the endorsement is the result
of painstaking and accurate inquiry as to the merits of the
product.

Despite the frequent attacks upon the medical profession, we
believc that the people of this country, take them as a whole,
have a regard and wholesome faith in their physicians. All that
tends to the building up and strengthening of this laith redounds
to the benefit ol the medical profession and of its individual
members, and that which.in any wise tends to shake this faith
and confidence works a detriment not only to the profession as a
whole but to each individual practitioner. All that tends to
strengthen the laith of the people in the belief that medical opin-
ions are lounded upon a sound scientilic basis, should be fostered
by the prolession,l

Although Stryker could find no canon of the principles
of professional conduct of MSSNY that such endorsements
definitely violated, he questioned whether or not such in-
volvement by physicians, albeit in this instance most likely
unintentional, tends "to advance the science and honor of
medicine and to guard and uphold its high standard of
honor."

A few months later the Journal noted the praise by

Address corrcspondcnce to Dr. Blum, Editor, /Vew I'ork Stott' Journal oJ Medi
dnc,420 Lakcvillc Road, [-akcSuccess, NY I 1042.

Califurnia and Western Medicine (among other journals)
for Stryker'q_ commentary:

It is regrettable that any physicians should have thoughtlessly
lent their support to this advertising scheme. The profession that
has studiously worked to protect the people from lraudulent
claims of drug advertisers should be more alert and discerning.2

In the same issue, the Journal published new Advertis-
ing Standards that declared, "The Journal will continue
to select, to require proof, to reflect. And its advertising
columns will prove increasingly valuable to the readers as
a guide to reliability of firm and product," A subsequent
editorial announced that advertisements would be edited
as if they were scientific articles or news items, to ,.guard

against extravagant statements."3
ln spite of these assurances, and in the absence of an

announcement of a modification <if these standards, the
Journal published its first cigarette advertisement in 1933,
For more lhan 20 years it was to accept more than 600
pages of cigarette advertisements from the six major to-
bacco companies. Although it is difficult to understand how
the Journal permitted cigarette advertising, there is no
mystery whatsoever as to why tobacco companies sought
out medical journals: in the words of an Irish proverb,
"Truth may be good, but juxtaposition is better." The to-
bacco companies were buying complacency.

Fur,r-BoorBn
The first tobacco company to purchase advertising space

in the Journal was Liggett & Myers. From October l,
1933, to July 1, 1938, an advertisement for Chesterfield
cigarettes appeared in alternating issues, usually on the
premium-space back cover. Although some advertisments
suggested Chesterlields were healthful ('lJust as pure as the
water you drink . . . and practically untouched by human
hands"-Dec l, 1933), most were composed of a iomantic
yolrng couple, a double-entendre catchphrase ("They sa-
tisfy!"), and the distinctive Chesterfield logo. The following
dialogue was printed below a scene of two lovers snuggled
in a one-horse sleigh (Aug 1, 1934):

Woman: "l thafrk you-l thank you ever so much-but I
couldn't even think about smoking a cigarette."

Man: "Well, I understand, but they are so mild and taste so
good that I thought you might not mind trying one while we are
riding along out there."

Perhaps because Lucky Strikes were America's top-
selling and most widely advertised brand by the 1930s, the
American Tobacco Company may not have wanted to court
additional undue medical skepticism concerning its various
health-oriented slogans, including, "No throat irritation.
No cough." Only one advertisement for Lucky Strike ap-
pears to have been published in the Journal. Headlined, "A
Quarter Century of Research Relating to a Light Smoke,"
the advertisement discussed American's long-standing ef-

DECE,MBER 1983/N EW YORK STATE, JOURNAL OF MEDTCTN E t347



YOU IIAY havc

(rU1,\tiOltS. . .,itt thC

PLItASIi 1ih,,i.,l.,gical cttccrs

ASK of snrc'king ' ' 'ulrich

us . . . . . [,1::J']:,'i]*lli"'
Ottr rcscarch files

contaitl cxhauntire

data fi'orl atlthoritatilc sc)urces - lrorn rt lrich

rve tliIl bc glecl t() rl(lotc *hatcrt:r ntav llcat'

tlPolt votll' tittc:tioll.

If'r'otr lrrrrc ttc,t ll l'catll t'cacl thc sttrctics

orl thc rclrrtii c ctle cts of ciglrrcttc sttlokc' nllt\"

\rc stlggcst that \'()tl ttsc thc rc(lrlc\t blilnk

bclorr ) ,\ncl rl:o tltrtt r ott trv Philip llolli'

Cig',rlcttct voti r';el f .

It;\()t \\'()tl.l)I.lKl:{:ril'lllsi'irrl':i';r'li rrri i'ri 'ir"l:rirrl:r"rr'"'

'rirlr,t,.rr,'tirlri-i'.':t.f 
tlre;r'rLcrrr'lrrrril r"l'llli'li'\10liill\':'(1)'

l..l l).. 1\(.,r:llrilrlr \"':rrrrc \cr\"rl: 'l'fr)' :i" l1F lli"1 'i'l li '

l,)i1.11,:il -'li: \') Sr'rtt.l"Lrr' \l"i-' r'rli ii'\' i1' j"

I.rrr-rr1,'*,,pt,r,r:i,\1.\',rlr)ri1 J'rrfrrrir''r'"i'"":-\'l \ll'l'r'

\,\\l 1..

;\l)l)l(1.\s
( Il \',

IurnnnsrED II\
CIGARETTE ADVERTISII\G?

I(/ords, clairns, clever advertising do sell

plenty of products. But obviously they do not

change the product itself.

That PsIup Monnls are less irritating to the

nose and throat is not a claim. It is the result of

a difference irr manufacture, proued,* advan'

tageous over and over again.

But ryby not make yegl 93c4 pqq! Why uot

rry Putue }IonnIs on your patients who smoke'

and confrm the effects for yourself.

PHILIP MORRIS

'l'O PHYSICIANS WHO SIIOKE A PIPE: Ve Auggest an u'
usually fine new blend-CouNrRY Docron PIee lltxrunt. trIade by the

6anc process as used in the nanulacture of Philip Morrie Cigarettes'

PrrrLu'trIonRls & Co., LrD., lNc.

119 FrrH AYENUE, N. Y.

ulrnsot.at., F.b, 19tt, yoL xl.y, No, 2, 149.1t1
l.a1ntok.pe, lan, t9)7, Val, XLVIi, No, 1, tA60
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1942

1938

fort to solve "an extraordinarily complex problem":

The objective may be stated as: the perfection of a cigarette

,itn i .ini*um of respiratory and systemic irritants, and with

a fullv nreserued 
-character, 

i.e., a perfected acid-alkaline bal'

oiri|n cigarette in which rich,full-bodied tobacc.os haue been

successfully utilized to produce "A Light Smoke'"

By means of a graph purportedly illustrating the ratio

of total volatile acids to total volatile bases, the company

"f"irn"O 
that, unlike Brands B, C, and D, Lucky Strike had

stiu"t the proper balance between "acidity and basicity'"
Wtty ttt. udu"ttiting for this brand was discontinued is

unciear, for there is no published correspondence or editorial

content discussing the advertisement.

CriNtcLt Pnoon
Philip Morris English Blend cigarettes- made their

Journai debut in 1935, in single-column advertisements

drawn to resemble a cigarette' Citing studies published in

medical journals, these advertisements were the first to aim

squarely at physicians' The basic claim was that Philip
Morris, made with the hygroscopic (moistening) agent di-

ethylene glycol, were leiJirritating than cigarettes made

with glyciine or with no such chemical additive' The Philip

Morr]s claim was largely based on an article published in

the lVelt York State Journal of Medicine.a
In the advertisements, reprints of this study and others

in The Laryngoscope were offered, along with two lree

packs of Philip Morris' The study reported a variation of

ln oU.;"ctiue iechnique for the measurement of irrita-
lion]m. production ol edema in the conjunctival sac of
,uUUitt;.V!t. In the authors' experiment' edema produced

bt-,h" instillation of a smoke solution from Philip Morris

cigarettes lasted an average of 8 minutes, while the smoke

roTution from "cigarettes hade by the Ordinary Method"

caused edema foian average duration of 45 minutes' The

advertisements would note that an article in Laryngoscope
(rl:s; XLV, No. 2, 149-154) reported-"clinical confir-

mation. When smokers changed to Philip Morris, every

r"r. nf irritation of the nose and throat due to smoking

' cieared'completely or definitely improved" (eg' Dec 1'

1940). -- 
eoi f S years, Philip Morris continued to cite such "prggfl

forthe health benefiis of these cigarettes, notwithstanding

lfr. tu"t that the authors of the paper in the Journal had

concluded that cigarette smoking, regardless of the brand'

was the cause of irritation to begin with:

For any one patient we may assume that cigarette smoke may

play some prrt in the pathology olthc throat condition lor which

hc has consulted his PhYsician.

In addition, in a subsequent article inthe Journal criti-
cizing the rabbit eye test ai a means of evaluating irritation'

Sharlits had written

. . . the ollactory nerve ends in the mucous memblane of the
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nose are far more efficient than the eye lor detecting irritating
smoke. Indeed, that is precisely part of the job of these nerve
ends. When cigarettes made with diethylene glycol (ie, Philip
Morris) were so tested by the writer and several others (smoke
quickly drawn up through the nose), they were found, unfortu-
nately, to be quite as irritating as other cigarettes,

Doubtless as the result of this article, Philip Morris is-
sued a retraction of sorts which was published in the issue
ofJan 1 5,1943:

A DISCLAIMER:
Philip Morris & Company do not claim that Philip Morris

cigarettes cure irritation. But they do say that an ingredient-
glycerine-a source of irritation in other cigarettes, is not used
in the manufacture of Philip Morris.

This did not stop Philip Morris lrom developing adver-
tising themes throughout the 1940s such as "Why many
leading nose and throat specialists suggest . . . change to
Philip Morris" (1948 1949) or from boasting about the
integrity of its advertising:

INTERESTED IN CIGARETTE ADVERTISING?
Claims, wordS, clever advertising slogans do sell plenty of

products. But obviously they do not change the product itself.
That Philip Morris are less irritating to the nose and throat is not
merely a claim. It is the result of a manufacturing diflerence
proued advantagoous over and over again (Nov l, 1945).

1952

Although little Johnny the bellhop appeared each eve-
ning on such popular radio programs as "The Edgar Bergen
and Charlie McCarthy Show," his smiling face never ap-
peared in lhe Journal. Nonetheless, Johnny was enlisted
in printed advertisements in the mass media to promote the
theme of Philip Morris' "definitely less irritating" proper-
ties. Among the slogans he was shown calling out were,
"Don't let inhaling worry you (if you switch to Philip
Morris)!" and "An ounce of prevention is worth a pound
of cure." Philip Morris never explained why Johnny's
growth was stunted.

' t. Srow BunN
R.J. Reynolds first advertised in the Journal in 1941.

Advertisements for Camels appeared in every issue for the
rest of the decade, and in every other issue from 1950 to
1953. The early advertisements claimed that Camels, "the
slower burning cigarette," produced less nicotine in the
smoke. Photographs of men in white laboratory coats
peering into test tubes lent a scientific touch. Like Philip
Morris, R.J. Reynolds suggested switching brands as the
alternative to quitting smoking. Rather than emphasizethe
irritation issue, R.J. Reynolds chose to play on the use of
cigarettes to relieve "the strain of current life," as illustrated
in this advertisement from Nov l, 1942:
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In these unsettled times, individuals may tend to display baf-

fling, sub-clinical symptoms. The relationship of these symp-

i;;? t" smoking and nicotine absorption can be an interesting

subiect for exPloration'-- 
fio*.u.t, tite success of the physician's program is dependent

uoon the patient's full cooperation'-"V""1-t!.o*mendation 
of Camel cigarettes can be an aid in

thisdirection....
Given adequate support by patients, the physician may find'

.ur.-ttittoti.t'tore reiiable. in addition, the segregation of such

data may facilitate valuable group analyses'

Although American Tobacco was first to exploit a pa-

triotic wa;time theme ("Lucky Strike Green has gone to

war"), R.J. Reynolds quickly followed suit.by portraylng

Cut6it "as the favorite of th6 armed forces" (Feb I ' 1943)

uJ upp"uiing to physicians to send a carton to their "friends

*itft i'tt. figiting forces." Military physicians became
;;rr"io"r1n *iit"';1Mut 1, 1945), whose only rare comfort

was a trustY Camel'
Following a series of postwar advertisements pralsmg

a*"ii.u" iighting, smoking physicians, R'J' Reynolds

i"ir"O"""O u""u*p-uign, based on a survey of 1,13,597 phy-

;i;i;;, that claimedl"More Doctors smoke Camels than

"nu-ottt"t 
cigarette." The first advertisement in the series

lJan l. 1946-) included a reprint of a "Dear Doctor" letter

i.o. tit" Camel Medical Relations Division, One Pershing

3-q""t", N"* York, NY, which praised its own survey' The
;tio."'no"tors smoke Camels'r theme could be heard on

*oti pti-"-time radio programs' including.such children's

6;;;it* ;; "Abbott and Costello." Advertisements nearly

iJentical to those that appeared in medicaljournals also ran

"u.tt 
*."t in the three most popular magazines of the era'

itf n, TIME, and The Saturday Euening Posl, thus as-

suring maximum media saturation''' 
nui R.J. Reynolds managed to top this effort in its di-

r."t-to-pt"tytician advertising with a campaign for Camels

"igur"tt"t' 
that posthumously !onglg.9.. 

great medical

diicoverers: Thomas Addison, John William Ballantyne'

Sir-Cttutt.t Bell, John Hughes Bennett, Claude Bernard'

nl.trutA Bright, Charles Edoard Brown-S6qua1{, .P.aul
b-h;li.,h, Carios Flnlay, Camillo Golgi, William Whithey

Cufi, Mu.tttall Hall, iietmun von.Helmholtz, F'G' Jacob

H;i.;-R;b"tt roin, Joseph Lister, Th-e-obold Smith'

Wiffiurn Stokes, Rudolph Virchow, and William Henry

Welch. Advertisements in nearly every issue of the Journal

in 1947 and 1948 praised the perseverence of these men'

deneath the headfined slogan, "Experience is the Best

ilu.ft"r." The advertisments concluded with the line'
;B^p"ti.n." is the best teacher in cigarettes too!" and cited

stutiliicai proof that Camels were the "choice of experi-

encg,t'

Housrcl.r-l-s
Another way tobacco companies playe! up to physicians

*at1o prouiA" ih.rn with freacartons of cigarettes' This was

J"". Lftft., by mail (as part of market research surveys) or

UV-un uti.u.tive "deiail'wonan" (who would see to it that

a ptentifut supply of cigarettes was available in the patients'

waiting ut"u) oi by eitribits at'medical meetings' In 1940

fnitip 
-lr4o.tis 

tooli out space in the Journal for an "invita-

iion;'to physicians to drop by the cigarette company's booth

at the annual convention of the Medical Society of the State

;i N"; York. Beginning in 1942, R.J' Reynolds.invited
ohvsicians to visitlhe Camel cigarette exhibit at the con-

i,.ntion of the American Medical Association (AMA)' This

"lll B.
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1947

was for Viceroy (July 15, 1939): "AT LAST. . . a cigarette
that filters each puff clean!" ("No more tobacco in mouth
or teeth . . . A note on your office stationery will bring two
packages with our compliments.")

By 1953, following publication of several major studies
that left little doubt about cigarette smoking's role as the
primary factor in the growing epidemic of lung cancer
among men, nearly all the remaining cigarette advertise-
ments in the Journal and other medical publications were
for filter cigarettes. The drop-off in cigarette advertising
in the Journal did not merely come about because the
companies' ability to deceive or confuse physicians had run
its course. Rather, television had become the predominant
medium, and the bulk of advertising budgets was shifted
into the sponsorship of the most popular programs.

Philip Morris ran its last advertisement in the Journal
on August I, 1953; Reynolds exited at the end of 1953, but
not before touting a new slogan, "Progress through re-
search." Me4nwhile, Lorillard had launched nationally
televised "scientific" demonstrations to show the efficacy
and implicit medical benefits of its Micronite filter. This
campaign was backed up by a heavy dose of advertising in
medical publications,

Although the advertisements never disclosed the com-
position of "Micronite," there is evidence that the material
that Lorillard touted as "so safe, so effective it has been
selected to help filter the air in hospital operating rooms"
(May I 5, 1954) and "to purify the air in atomic energy
plants of microscopic impurities" (Feb 15, 1954) was as-
bestos. A case report from the Thoracic Services of Boston
University Medical School, "Asbestos following brief ex-
posure in cigarette filter manufactule," described a 47-year
old man who had been exposed to asbestos dust for a period

advertisement was not unlike a circus poster:

See for the lirst time the dramatic visualization of nicotine ab-
sorption from cigarette smoke in the human respiratory tract.

See the giant photo-murals of Camel laboratory rcsearch ex-
periments....

In 1949 Reynolds concocted the "30-day test," where-
by unnamed but "noted throat specialists" were used to
back up the claim, "Not one case of throat irritation due to
srnoking Camels!" Philip Morris countered with the "nose
test," which it urged physicians to try (Mar l, 1950). In
before-and-after pictures, a young woman was shown ex-
haling smoke through her nostrils-smiling in the photo-
graph labeled "Philip Morris" and grimacing with her
"present brand." The advertisement claimed the doctor-
smoker would also "see at once Philip Morris are less irri-
tating."

By 1950, Philip Morris had found a new lure: "Make our
doctors' lounge your club," invited one advertisement (June
l, 1950). Brown & Williamson Tobacco Company, trying
to attract frightened consumers to filter cigarettes, also
worked the medical market. One of its advertisements
thanked "the 64,985 doctors who visited Viceroy exhibits
at medical conventions" (June l, 1954).

Our Wrru Tun Ban ArR ...
Even though the cigarette companies have never publicly

acknowledged any lasting harm attributed to their product,
they have always attempted to portray various brands as
safer and healthier than others. No aspect is more central
to the hoax of safer smoking than is the filter. The first
advertisement carried by the Journal for a filter cigarette
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of nine months in 1953 while working in a factory that

;";;?;;i;t;d filters containing asbestos'6 The patient

;;;;;;;;"iie filters that consiited of a mixture of cape

Blue asbestos and acetaie' nccoraing to the secohd author

il;;;;;;; t"*".f tt't lilters weie made for Lorillard'

;iil;-h ii is possiUie that these particular filters were in

;;;;;t ;tiit'erent from the Kent M icron ite. lilters'
""'ii;"*ti 

& Williamson again drew Journal readers'atr

t"nlion to-itt" alleged low"er tar and nicotine content of

Vil;;y,i;;'p,ou;A bv testing methods acceptable to the

U;it"d'Stut., Government''- 1Nou l-5' 1953)' The^last

Jg"rtit. 
"J"ertisement lPPeared l" Jl:.4':1 York State

l1ilil'l "i vedicine on Januarv I 5, 1955' paid for bv Lo-

iifiutO to proclaim, "Old Gold-the first famous name

fi""i," gi"e vou a'nrtei." Thit lrom a company that had

.0""iil.3 old Gord with the slogan "not a. cough in a car-

f*J; i" the 1930s and 1940s und t'uO ridiculed the early

r"ii."i'tlp"tit poiniing to the lethal side-effects of smoking

;til'il;iG;n latto a"ppea ri n g i n medica I journals)' " For

a treat instead of a treatment'"- 'L;,1. ii;;y criticism of the policy.of accepting cigarette

advertising appears to have Uefn puUtistred in the Journal

;;;ilffrdi"uit ttt.'" advertiiements ran' The same is

;;;;;f";;Mi, *hi.h published cigarette advertising be-

il;; iq:3 ^ni 
1953"8ut in 1954 a campaign lor^Ke.nt'

*fti.tt itpf itJ an endorsement by the medical profession

it""ttfu U".uuse the manufacturer had also.taken out ad-

);;;i#;;;t-i" t"oi..r journals), incurred.the wrath of an

.ili"ti"fitt 
"t 

JAMA,who denounced the advertising as "an

;;;;;;;;'";;;ple ol commercial exploitation of the

A;;;;;; tedicai profession and a reprehensible instance

;'fi;;il;;il;t in a subsequent lenet to.JAMA rrvins

S. wrGil;;,n udo"o that nbt only-were the Kent adver-

Iit"*.iit i"isleading (which implied Kents were the choice

i;;;;;;;"; with vaJcular diseaie) but also especiallv dan-

!"tJ"t. Wtfght described a-patient with quiescent throm-

B"".giiait objiterans who sufiered a recurrence after having

;;J"; Kent advertisement that led him to resume

smoking.
" " 

Ti;i ;l"t yea rs a fter ci garette advertisements disa ppeared

fr"t^p.Jt]t*ip*.0 m.iicul journals' it seems inconceivable

;il',i.y .u"i .ouro have blen accepted in the first place'

v.it"tiv 
"fthe 

throw-away medicai magazines continued

to ut."pi cigarette advertising throughout the 1960s and

1970s. At least one medicalhagaz,ine'.Physician .East'
*tti.ft f ittt ti* pftyticiuns on its misthead and is published

in-ilrton, has'bebn running cigarette advertising in 1983'

Ottt.it, in"f u ding JAMA,iariy advertising for CNA In-

surance Company, a division of Loews'

CoumBNr
Many goods and services oflered in the Journal in the

ourt'ttuif-"."ntury have stood the test ol time' but a policy

Sri"i.prri-g ui"i,tiit.ttnts lor cigarettes is a sad saga for

this and all other t.aicut publications.that have carried

iii","luna for the entire advertising and publishing fields.

ii 
"*V-U" 

too late to publish coriective advertising lor

nrnrotion, that ccased i0 y.atr ago, but cven in rctrospect

irt. .i'.iiuli riv or:ir-r. pu ur ica t i o n i Jha rmed' The k nowled ge

and common sense about cigarette smoking were L.here-

but so were ttre mass media"to undermine knowledge and

."f,itrr. rnuts denial' One clear lcsson is that physicians are

not immune to propaganda' But the point of this article (and

;;;';;;i;ittuf) i't tf,at the situation in regard to the pro-

;;;;;;it;oking is even more pernicious.todav' The-old

;;;;;ifi.;ts inlhe Jo'urnal tiv t""tn ridiculous in their

il;;;;il;iuitr, und we can rationalize that we no longer

#;;;;;i-rt. t"r. olcigarettes in a medical context' But

;il;iwh;n.u.t *. flip-past the cigarette ad on the sports

oase of The Times oiignott thJone o.n the billboard

ffi;;;-;';; ; ih; bus,"subwav, or taxi that drops the

;;ii;;;;ii ai our officei, we as leiders in societv are-doing

;;;;j;;y -;;i ttt. 
"igutttte 

advertisers want us to do" not

ilt".. 
"ttgty, 

but rither to become resigned or compla-

;;;;,^A;;;ttiing for a product is not solelv designed to sell

io'poi""tiuf o, Jurr.nt users, but also to assurc the com-

olacencv or tolerance of non-users'
"'A ;;;;;n'uiiituo" among phvsicia-ns todav is.that

,."diliiig;uJuu[v die out in the next few vears and that

the cigarette companles will leave cigarettesto divqrsify into

;;h;;jii"dt of buiinesses. Unfortunately' this is not on the

^"""4t 
T"t a single cigarette company' least of all those

*"hi"h ut" aiming at developing nations'-iiit 
too simplJ-and naivela matter to call for a total

Uun on 
"igureite 

advertising, as so many other medical

;ii";i;li;;t' have done' Even granting an unforeseen

"*ul""i"g 
by Congre,s and locaigovernments to the need

iorlu"ft in action, tojudge fro?nthe events in countries

*fr.* itr.t. have been suih'prohibitions, the tobacco in-

dustry is adept at incorporating its brand names' lmages'

""Jp'r"t"gi"c 
.oloru inio other media' At LaGuardia and

iiil;;t ;ieinational airports, for instance' the red rec-

i;;;;l;i tvtuor with the *hit" ttiungular. cut into it does

""ii"t"itl a printed message for it to be instantaneously

;;;" J;;j ;li'rt'r"iruo,o ciga rettes a re bei n g advertised'

il;?i;ili;ti"; i; to 
"rnoit 

all economic incentives for

;';.,*.;* "otpuni.t 
and their subsidiaries' and the lirst

;i;;;;;;l be a phvsician-led selective economic bovcott'

At the rate these conglomerates are growing' il the medical

orofession misses orion this opporiunity' it may oneday

i'i;j;;lit ;;;ki;c ior health maintenance organizations

""*"iJ un lor*i, hospitals run by Philip Morris' trauma

;5;;;;;;,.lied bv R.J' Revnolds, outpatient clinics es-

i"Ui"h"A by Brown & Williamson, professional provider

organizations set up by American Brands.and pharma-

""iti.ut 
manufactulers owned by Liggett. To judge from

il;l;;.;ti;g nutu.t ot medicai research councils' insti-

iui"r, unO sci"ence symposia underwritten by tobacco com-

;,;;H;;d irt. t.oith schools and business schools ac-

i.pting endowment money lrom them' this possibility may

hot be thatriar-letched'
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