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.ﬂ.fan Blum, M.D., formerly iof
Miami, is.a Houston fam"y M)'w
cian and-the founder- of Doctors
Ought fo Care (DOC), a national
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ast month,
for the first
time in 20
years, a US.
Senate commit-
tee met to con-
sider the subject
05 ucii;areng i 25
advertising and T i
to conibat BIUM
e Senate Committee on Labor
and Human Résources held a hear-
ing on a bill"by Sen. Edward Ken-
nedy, D-Mass., to establish a feder-
ally-funded Tobicco Education
Center, a principal goal of which
would be to purchase counter-ad-

vertising in the. mass media, to.

undermine the influence of tobaceo :
promotions directed at young' peo-

ple.
That such a hearing was held at all
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suggesls not. only that the tobacco
industry may be losing clout on Cap-
itol Hill but also that several sad and
costly realities may have finally
stnick home; i

il . I'!‘heannunlhmmcandeath toll
. from tobaccotinduced diseases is
‘now nearly 400,000,

B Heart disease, lung cancer and
emphysema account for most

“deaths from smoking, but cancers of

the tongue, vocal cords, esophagus,
pancreas and cervix are also closely
related to tobacco use, as is the need
to amputate limbs due to poor circu-
lation, )

M In spite of all the advances in
medical . technology; the survival
rate for lung cancer has remained
approximately the game as it was 30
years ago: Only one person in 20 will
live fivé years or more after the
diagnosisis made,

W Lung canéer has how sur-
passed breast cancer as the leading
cause of death among womer.

B Nor is hing cancer any longera
disease of old people, It is- striking
more and more men 2nd women in
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their late 30s and early 405,

Until former Surgeon General C,
Everett Koop and now Secretary of
Health Louis Sullivan spoke out in
no uncertain termis about the decep-
tive nature of cigarette advertising,
elected officials, government
bureaucrats, medical school
researchers and the media alike
were fearful of confronting the real
source of the smoking pandemic:
‘the wealthy and influential tobacco
Aindustry.

Now all unite in outrage over the
targeting of women and minorities
in tobacco advertising, and the use
of sports to promote cigarettes, as if
these practices have only recently
begun, Yet it is illusory to believe
that there exists in this country a
major mass media effort designed to
engage young people in a true
unﬁ‘:manding of the devastating
economic and physical toll taken by
tobacco use, To any adolescent who
reads Sports Illustrated, Rolling
Stone, SPIN, Playboy, National
Lamp or Mademoiselle, the
presence of cigarette advertising
clearly suggests that smoking is
associated with good looks, sexi-
ness, success and athletic ability,
But bad health or even bad breath?
Not on your life.

Teachers and health professionals
alike have long expressed frustra-
lion over their inability to cut teen-
age tobacco use. Generic lectures
and warnings about the dangers of
smoking simply cannot compete
with the allure of imagery for Marl-
bora, Camel and other popular ado-
lescent brands that meet teen-ag-
ers’ needs for autonomy and social
acceptance.

The tobacco industry has also
seen adept at exploiting racial iden-
lity in defining a profitable market
umong ethnic minorities. In addition
‘o their constant presence on the
wews, sports, fashion and lifestyle
rages of newspapers in the black
‘ommunity, tobacco companies are
heir leading advertisers, As part of
i salute to Black History Month in
“ebruary, RJ. Reynolds and Philip
orris featured discount coupons in
Zbony and other magazines for vari-
ws brands of cigarettes, complete
vith pictures of famous black scien-
Ests such as George Washington
Arver.

Indeed, seldom has a tobacco
dvertisement or company asked us
o smoke. Instead, they invite us to

join them at a party or sports events
— such as last month’s Marlboro
Soccer Cup and the Camel GT of the
Grand Prix auto race in Miami, and
Virginia Slims of Florida, a tohacco-
sponsored tennis tournament fea-
turing a 13-year-old girl's profes-
sional debut. Often such sporting
events benefit local hospitals, Truth
may be good, but juxtaposition is
better.

To appreciate the importance of
funding a counter-advertising cam-
paign such as Sen, Kennedy has pro-
posed, it is necessary to recall how
cigarette advertising has changed
its face over the years,

In 1967 a recent law school grad-
uate named John Banthafl béecame
upset that cigarette advertising con-
tinued to appear on television as if
the findings of the surgeon general’s
report was yesterday's news. He
petitioned the Federal Communica-
tions Commission (FCC) for a fair
opportunity for the other side of
smoking to be told. The FCC
agreed, a decision that led the
American Cancer Society, Ameri-
can Heart Association and other
organizations to produce commer-
cials to counteract smoking.

These counter-advertisements,
such as one featuring actor William
Talman (the district attorney on
TV's Perry Mason who was dying
from lung cancer at the time he
made the commercial), were quite
successful in slowing the rise in cig-
arette sales among young people. So
successful, in fact, that in 1969 the
tobacco companies asked Congress,
in exchange for an antitrust exemp-
tion, to remave their own advertise-
ments from television and radio.

But when Congress went along
with this request, counter-advertis-
ing also dropped out of sight.

off the air, cigarette compa-
nies became the top advertisers in
most major magazines and stepped
up -their sponsorships of entertain-
ment and sporting events. This
method got cigarettes back on tele-
vision with some decided advan-
tages over controversial advertis-
ing: It was less expensive, for one
thing, and it was more effective.
Most important, with counter-ad-
vertisements effectively out of
sight, the sales of cigarettes

AN Upwi rse.

In 1977, 25 a family physician in
training at Miami's Jackson Memo-
rial Hospital and with the encour-
agement of Dade County Medical
Examiner Joe Davis, I founded Doc-
tors Ought to Care with the idea of

Fighting smoke with fire
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EMPHYSEMA SLIMS: Health and Human Services Secretary Louis Sullivan displays a T-shirt spoofing
the Virginia Slims pro tennis circuit as the Medical Society of the District of Columbia held an

antl-smoking protest last month.

bringing back and expanding upon
the very positive health values suc-
cessfully promoted in the 1967-69
counter-advertising  campaign.
Unable to purchase billboard space
in Miami because of the billboard
companies’ refusal lo permit us to
compete side-by-side with cigarette
advertisers, [ called Jack Waxen-
berg at the Bus Bench Co. in Hia-
leah. Waxenberg was delighted to
sell DOC space for our messages.

Opposite a huge d bill-
board that said, “Come to Marlboro
Country,"” we put up a bench that
said, ""Country Fresh Arsenic.”
When one brand called Decade
advertised itself as “the taste that
took 10 years to make,” DOC
responded with “Emphy
the disease that took a decade to
make.”

DOC also began to create various
counter-events to call attention to

; The
Benson and Heart Attack Film Fes-

tival, The Not Smoking s Cool Jazz
Festival, the Barfboro Country
Music Show and the Emphysema
Slims Tennis Tournament are all
actual events ereated by DOC chap-
ters across the country. The first
national Emphysema Slims Tennis
Tournament and tennis clinic for
kids last year in Santa Fe, N.M.,
attracted three Olympic gold medal
i numerous entertai t
figures and tennis stars,
DOC has also ventured into sports
hip on a larger scale. When
learned in 1988 that the U.S,
Boomerang Team was about to
Jdepart for a major international
competition and was sEor.soned bya
cigarette company, DOC offered
itself as a substitute sponsor, Under
its sponsorship, the team won while
wearing the international no-smok-
ir|1 logo.

t is DOC's hope to inspire other

health organizations to counteract
the influence of tobacco promotions

by sponsoring local and natiogal
sports teams with a "“Just Say No to
Marlboro  and Camel theme."”
(Camel and Marlboro are the top-
selling brands among American
teen-agers.) In addition, DOC plans
to ask the U.5, attorney peneral to
enforce the law against televised
tobacco advertising, now aired in
the form of tobacco-sponsored
sporting events.

At countless school assemblies,
classroom lectures and Superhealth
conferences, DOC members have
developed  counter-advertising
strategies to support DOC's motto
of “laughing the pushers out of
town." Since most, if not all, new
tobacco users come from the 8- to

‘18-year-old age group, who could

doubt that the tobacco industry has
not carefully researched this mar-
ket? Peer pressure can be bought,
signed, sealed and delivered on
Madison Avenue.

Despite an advertising blitzkrieg

& satire

second to none, the tobacco and
advertising industries would have
the public believe that adolescents
have heard the facts about “both
sides’ and now have a “free choice”
to decide whether or not to smoke
“when they grow up.” In claiming
that it does not approve of young
peaple smoking, the tobacco indus-
try offers peer pressure, parental
smoking and “a climate of general
rebelliousness among teen-agers”
as the reasons for adolescents tak-
ing up this neglected cornerstone of
drug abuse.

Meanwhile, the tobacco industry
runs a year-round campaign with
virtually no planned exposure for
opposing messages ($3 billion anny-
ally versus less than $4 million in
government public service
announcements, pamphlets and
posters) in newspapers, magazines,
supermarkets and television. Every
child grows up seeing thousands of
la.rgcr-thm-lif; billboards for ciga-
rettes and countless sports-associ-
ated tobacco promotions.,

Classroom-based education with
an emphasis on the physical effects
of smaoking is only one, limited way
to tackle the adolescent smoking
pandemic, Cigarette advertising and
promotions can keep up with the lat-
est fads in its portrayal of smoking
50 a8 to remain “in" far better than
even the most talented and moti-
vated teachers and parents. Count-
er-advertising helps to educate
young peaple not only about the pre-
ventable factors responsible for bad
health and high medical costs but
also about the insidiousness of the
outright promotion of those factors.

There are precedents for govern-
ment expenditures on public-inter-
est advertising, such as the current
military recruitment promotions
during television sporting events, In
the case of smoking, purchase of
advertising space is especially
essential, Unlike the heavily publi-
cized Media-Advertising Partner-
ship of a Drug-Free America, which
has received millions of dollars in
donated space in the print media and
free air time on television and radio,
media corporations are too covetous
of tobacco industry advertising rev-
enue to run free advertising to dis-
courage the sale of cigarettes,

Perhaps it is time for a private
Citizens Partnership for a Tobacco-
Free Media, In the meantime, paid
counter-advertising such as Sen,
Kennedy has proposed will go 2 long
way toward laughing the pushers
out of town.




