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Introduction

The connection between tobacco and sports is not new. It is
nearly as old as organized professional athletic competition
itself. Not many years after the establishment of the National
Baseball Leagque, trading cards with pictures of the ballplayers
made their debut in packages of cigarettes. Numerous brands of
cigarettes and cigars have heen named after sports themes, and
one brand of plug tobacceo, Bull Durham, advertised on outfield
fences in baseball parks in the South, gave the name bullpen to

the warm-up area behind the fence.

Opposition to the association between baseball and tobacco
does not appear to have surfaced on many occasions over the
years, but in 1911 the Sweet Caporal Cigarette Company acceded to
the request of baseball star Honus Wagner to remove his picture
from a tobacco trading card. (Only four are known to remain, each

worth at least $50,000.)

Sports appears to have become a frequent motif in cigarette
advertising in the early decades of this century: tennis, golf,
swimming, running, baseball, football, and skiing were frequently
depicted as activities requiring a cigarette for enhanced
performance and enjoyment. American Tobacco’s slogan, "To keep a

slender figure, reach for a ILucky instead of a sweet," was
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accompanied by athletes and an artist’s conception of the obese

shadow they’d cast if they didn’t smoke.

The era of endorsements by sports stars of various
cigarettes began in the late 1920s, primarily with three brands,
RJ Reynolds’ Camels, American Tobacco’s Lucky Strikes, and
Liggett & Myers’ Chesterfields. So close was the identity of a
brand to the baseball team it sponsored that it is no
exaggeration to note that in New York a Giant fan invariably
smoked Chesterfields, a Yankee fan Camels (later Winston when the
filter was introduced during a flurry of concern about smoking
and health in the mid-1950s), and a Dodger fan Luckies.
Individual stars like Lou Gherig, Joe DiMaggio, and Mickey Mantle
were featured in advertisements for Camels, while Stan Musial,
Ted Williams, and a fickle Joe DiMaggio promoted Chesterfields.
These advertisements appeared in magazines, scorecards, and
newspapers, as well as on billboards, the radio play-by-play,

other radio shows, and later on television.

It is important to note that at the same time and through
the mid-1950s cigarette brands were promoted at meetings of the
American Medical Association and other health organizations via
scientific exhibits that sought tco demonstrate the alleged
benefits of one brand over another. Thus one cannot easily fault
athletes or sports commissioners of the era for failing to

prevent the association between smoking and athletic performance
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when the medical leadership itself was virtually silent on the

subject.

Some restrictions were instituted by major league baseball
and by the tobacco companies themselves in the 1950s and 1960s,
such as not to depict players in uniform and later not to show
athletes of any kind in cigarette advertisements. Nonetheless,
the fact remains that for all practical purposes the dramatic
growth of tobacco sponsorship of sports began in each country
around the world at approximately the same time restrictions were
announced by the government or the manufacturers thenselves
(seldom by broadcasting companies) on tobacco advertising on
television and radio. Since such restrictions were not
strenuously opposed by tobacco companies (and in many instances
were volunteered by the industry itself), it could be conjectured
that market research had shown that more sophisticated and
effective forms of advertising existed that avoided having to
place written or spoken health warnings and that might not even

be construed as cigarette advertising at all.

Around the world various countries have been grappling with
the issue of tobacco sponsorship of sports for a decade or more.
In particular, the United Kingdom, New Zealand, Australia, and
Canada have been impelled by anti-smoking organizations to make
it the subject of national debate. France, Iceland, West Germany,

French Polynesia, Bolivia, Ireland, and most recently Canada and
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the Australian state of Victoria have passed legislation
restricting or entirely prohibiting tobacco sponsorship of

sports.

What is new in this country is that very gradually over the
past decade a comparative handful of health professionals and
organizations have bequn to realize that tobacco sponsorship of
sports appears to be a more effective vehicle than overt
cigarette advertising for reaching young and old alike, and has
effectively undermined the intent of the broadcast ban on tobacco
promotion, not to mention the low-budget anti-smoking education
efforts of government health agencies and other health

organizations and individuals.

The meeting of the Surgeon General’s Interagency Committee
on Smoking and Health to consider the subject of sports
sponsorship and tobacco is the result of specific requests to
the Surgeon General in the spring of 1988 and to the director of
the Office on Smoking and Health to address this situation. The
holding of the meeting, the first such conference on this topic
in the United States, is an acknowledgment of a growing concern
that tobacco use is becoming even more synonymous with sports
than ever before and that tobacco companies and sporting
organizations are developing more synergistic and even symbiotic

relationships.
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In the past decade sports has burgeoned to become one of the
largest businesses in the United States and around the world. 1In
the US alone, the sports business in all its forms from the
making of athletic egquipment and clothing to the promotion of
professional and amateur competitions has been estimated to be
$47.2 billion, rivalling the economy generated by the very
largest industries. The appearance in 1983 of a weekly column in
The Wall Street Journal, entitled KENT Sports Business (sponsored
by Loews?’ KENT cigarette brand) heralded the growing involvement
by corporations in the new advertising vehicle of sports
sponsorship. Since 1986 two publications devoted entirely to the
business of sports have debuted. Sports inc is a weekly
published by Times-Mirror, parent company of the Los Angeles
Times, and Sports Marketing News ig a fortnightly published by a

marketing company.

The United States accounts for more than half the $2 billien
now spent worldwide on sports sponsorship each year. Taking into
consideration the widely accepted formula for three additional
advertising dollars spent for every dellar invested in promotion,
sports sponsorship produces a $4 billion kitty. Tobacco, alcohol
and automobile makers are the leading sponsors, and if
legitimate, over television advertising expenditure is not
included in the total, the tobacco conglomerates Philip Morris
and RJR-Nabisco (formerly RJ Reynolds Tobacco) are the top sports

sponsors. Nor should it be underestimated that these are indeed
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primarily tobacco companies. For while cigarette sales now
account for 53% of Philip Morris’ revenues (and 40% of RJR-
Nabisco), they provide more than 83% and 70%, respectively, of

the profit of these companies.
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Baseball

In recent years abuse of illegal drugs, alcohol, and
medications among athletes has received widespread attention in the
mass media. Highly publicized suspensions and expulsions from
Major League Baseball (MLB), the National Basketball Association
(NBA), the Natiocnal Football League (NFL), and and the Olympic
Games have served notice of a get-tough no-nonsense approach to

drug use.

Baseball Commissioner Peter Ueberroth and the players’
association have taken credit for developing unprecedented programs
to help detect and treat drug abuse. But like other pro sports,
baseball may be trying to have it both ways, trumpeting anti-drug
campaigns while collaborating on promotional efforts with tobacco

and alcchol companies.

The extensive sponsorship of baseball broadcasts by brewveries
/
and the presence of cigarette billboards and other tobacco company
promotions cannot do other than to perpetuate the hypocritical

notion that cigarettes and beer are not really drugs.

Thirteen baseball stadiums, many supported by public tax
money, have prominent billboards for Philip Morris’ Marlboro
cigarettes; nine carry giant signs for R.J. Reynoclds’ Winston

brand.
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In a letter written in 1985 to American League president Bobby
Brown, the cardiologist and former infielder for the New York
Yankees was asked whether such advertising was appropriate for a
sport that urges parents to take their children out to the
ballpark. Dr. Brown was asked whether pressure could be brought to
bear on the tobacco companies, which claim they aim their
advertising only at adults, to substitute billbecards for any of
their non-tobacco products., In his reply, Dr. Brown wrote the
following:

"As a physician I am quite familiar with all of the
health hazards associated with cigarette smoking, dipping
snuff, and excess alcohol intake. We do have a real
problem however in controlling the advertisement for
these products because the consumption of alcohol and the
use of tobacco and snuff are legally permitted...

"Some of the advertising of these products on television

and radio as well as billboards or signs in the ballparks

are not under the control of +the individual clubs.

Baseball is not anxious to encourage any health hazard,

but at the same time 1is forced to recognize an

individual’s rights to indulge in certain practices if

legal.

"This is an ongoing problem, however, that we will
continue to address."

Dr. Brown may have overlooked the fact that some baseball
teams, such as the St. Louis Cardinals, are owned by breweries,
which have not condoned advertising for a competing company in
their stadiums, some of which are supported by taxpayer funds. And
for years, until well into the 1960s, tobacco companies flouted the
rule in existence from before 1950 against players in uniform

advertising cigarettes, by merely posing the players in street
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clothes lighting up outside the stadium or with the playing field

as a backdrop.

Through billboards picked up at key camera angles on
television, the tobacco companies have found a way to juxtapose
their cigarette brands with the athletes--without even having to

pay an endorsement fee.

Some of the best TV camera angles--the runner leading off
first base in Shea Stadium, for example--pick up a huge billboard
for Marlboro in the background. Dozens of such images, totaling
several minutes, occur during each telecast, in violation of the
law against showing cigarette advertising on television. The
health warnings, difficult enough to read at the ballpark, are

invisible on the TV screen.

If baseball officials and strong-willed owners such as George
Steinbrenner of the Yankees wanted the cigarette advertisement
removed, the ads would be gone. Further evidence of baseball’s
acquiescence in the promotion of tobacco is seen in the licensing
of a St. Louis company to market the Official Major League Baseball
Disposable Cigarette Lighter, packaging for which includes the
insignia for Dr. Brown’s American League and other official logos

of the sport.

Another promotion that was certainly not opposed by Major

League Baseball was the United States Tobacco Company’s (UST)
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"Skoal Pinch Hitter of the Year," a play on the Skoal snuff slogan,
"A pinch is all it takes." In 1984 New York State Attorney General
Robert Abrams attempted to mitigate the effect of a US Tobacco
promotion at Yankee Stadium. The company was forced to place a
conspicuous sticker on the wrapping of giveaway tote bags saying
that the slogan, "Take a pinch instead of a puff," did not mean

that using smokeless tobacco was a safe alternative to smoking.

UST president Nick Buoniconti, who was a linebacker for the
Miami Dolphins, echoes cigarette manufacturers by insisting that
there is no health hazard in the use of smokeless or spitting
tobacco. The Surgeon General’s report on this product comes to the
opposite conclusion. And according to the National Institutes of
Health, nearly a third of the 10 million users of smokeless tobacco

are under 21.

The public silence of Major League Baseball’s officials on the
promotion of tobacco through their sport must be contrasted with
the efforts of former Boston Red Sox pitcher Jim Lonborg. Now a
dentist, Lonborg, enlisted by Dr. Greg Connolly, successfully
lobbied to have warning labels placed on all packages and

advertisement for smokeless tobacco in Massachusetts.
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Soccer

Soccer may represent the most significant prospective effort
by tobacco companies to associate cigarettes with wvigorous
athletic performance. The World Cup soccer championship is the
single biggest spectator event on earth, and selection in 1988 of
the United States as the host of the 1994 World Cup, which
automatically qualifies the host country for a kerth, may change
the face of American sports. The 12 corporations financing the
successful US bid for the World Cup now have longterm sponsorship
deals with the Federation Internationale de Footbkall Association
(FIFA), soccer’s ruling body, and will now attempt to give soccer
a new status equal with other major sports. The most visible
sponsor thus far is Philip Morris, whose Marlboro cigarette brand

is becoming increasingly associated with soccer.

The world’s most popular sport has long had financial ties
with tobacco companies in several countries. In New Zealand, for
example, Rothmans has supported national soccer programs for more
than a quarter of a century. The advent of satellite television,
the expansion of multinational conglomerates, and the increase in
attempts to promote brandnames to a glokal population have made

soccer an ideal focus for advertisers of mass consumer products.

In the United States, the commercial and popular success of
soccer has proved elusive, apart from a brief period more than a

decade ago. In 1975, the New York Cosmos, a team owned by the
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entertainment conglomerate Warner Communications, signed
Brazilian soccer star Pele and played to packed stadiums. Since
then there has not been a profitable outdoor professional soccer
league, and the Major Indoor Soccer League, playing a modified
version of the sport, has been deep in the red and struggling to
survive. In 1988 the American Soccer League, a new professional
outdoor league consisting of ten Eastern teams, survived its

first season on a shoestring budget.

But even if professional soccer has had difficulty catching
on in the United States, there is another reason why involvement
by the tobacco industry in the 1994 World Cup is a shrewd
decision that appears headed for a big payoff in the US. For
while professional soccer may have stagnated as a spectator sport
in this country, soccer has become the fastest growing
participant sport in the United States. Total participation has
grown more than 80% in the past decade to nearly 10 million, with
most new participants in the under-19 age group. According to the
National Sporting Goods Association, 2.6 million children ages 7
to 11 now play soccer, double the number who play feootbhall. In
spite of fiscal cutbacks in high school sports programs, the
numnber of boys’ soccer teams has risen from 4454 in 1983 to 5980
in 1987: the number of girls’ teams has shot up even more
dramatically, from 2030 in 1983 to 3422 less than five years

later.
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Around the world the telecast of the World Cup, a one-month
long quadrennial tournament involving 24 national teams and 52
games, drew a television audience of 10 billion in 1982 and 12.5
billion in 1986. An average of 230 million viewers watched each
of the 52 games of the last World Cup in Mexico City, and more
than three times that number watched the final game. This is by
far the world’s largest television audience for any activity. By
comparison, the Super Bowl’s world viewership now exceeds 150
million, and the opening ceremony of the Olympic Games in 1980
was seen by 300 million, or 33% less than the World Cup final
game two years later. Thirty million more people saw that game
than saw Prince Charles marry Lady Diana, and 65 million more
than saw the launch of the first Space Shuttle. A promotiocnal
brochure touting the advantages of sponsorship of the World Cup
cited the example of Cinzano. Traditionally regarded as a
woman’s drink, the product, exposed to the young male viewers of
the World Cup ("an unexploited sector of the market") changed its

image and reached vast numbers of potential new customers.

Until 1986 the World Cup was in large part supported by the
government of the host country. It is now financed entirely by
private interests. Now that the US has been selected as host
country for 1994, various cities will vie to hold games in their
stadiums. These include Philadelphia, Washington, Orlando,
Dallas, Tampa, Miami, Kansas City, Chicago, Los Angeles, Las
Vegas, Seattle, and others. If the United States team can earn a

slot in the 1990 World Cup in Italy, it will ease the way for
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corporations to tie in their products even sooner than they had

hoped.

In Mexico City RJ Reynolds’ Camel cigarettes was one of the
four major advertisers, each of which had four 7 x 1 meter
billboards on the perimeter of the field in each of the various
stadiums. The cigarette brand logo was visible throughout the
games both to the crowd and the global television audience.
Reynolds was a founding member of the first Intersoccer 4
Package, a world advertising opportunity created by ISL
Marketing, a Swiss firm that controls sponsorship of the World
Cup. This is how the company describes the value of soccer
marketing:

In this age of global communication,
sophisticated technology, intense
competition, boredom and mental stress under
the pressure of work, an ever more important
part of our daily lives is being played by
leisure and entertainment.

Sport has become the answer for millions, as
participants or as spectators. Football
(soccer] is the supreme spectator sport.
Throughout the world it fascinates and
motivates millions of people, attracts the
biggest television audiences ever recorded,
and is played by more people than any other
sport on earth. Its sociological and
peolitical impact is enormous.

The 1990 World Cup is expected to draw a viewership of 26
billion in 125 countries. Philip Morris has lost no time in
associating its Marlboro brand with soccer. In addition the
company may well be using soccer as a unifying, reinforcing,

promotional theme in advertising for a variety of its non-tobacco

products. For instance, a 1987 promotion for Philip Morris’ TANG
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orange drink featured Pele, who was identified as captain of the
TANG Soccer Team. Children were encouraged to send for a
membership card, iron-on patches, posters and discount coupons
for soccer eguipment. And when the children turned on the
Spanish cable television network to watch its weekly soccer
telecast in the spring of 1988, they could see Pele, surrounded
by Marlboro logos, at the Marlboro Soccer Cup (Campecnato de Copa
Marlboro). According to Pele’s attorney, the soccer star was
outraged and felt he had been duped into appearing at the game,
since he has always insisted in his contracts that he will not
promote tobacco or alcohol products. It would be stretching
credulity to suggest that Philip Morris was unaware of Pele’s
appearance at the Marlboro Soccer Cup; and it is clear that the
company made no attempt to disassociate this hero to children,
teenagers, and young men from the context of its cigarette
promotion. The Marlboro Cup was created in 1987 as a four-
country tournament showcasing teams from Latin America. In 1988
the Marlboro Cup was expanded to San Antonio, Los Angeles, and
New York, all cities with large Hispanic populations.

The Marlboro Soccer Cup telecasts run for approximately one
hour and forty-five minutes, including commercial breaks.
Because of Marlboro signs placed around the entire perimeter of
the field (interrupted only by advertisements for Philip Morris’
Lite Beer and a handful of other products), it is hardly an
exaggeration to suggest that the televised game is a veritable
continuous Marlboro commercial. Rather than attempt to tabulate

the length of time the cigarette name appears on camera or is
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mentioned by the announcers, it would be easier to compute the
time that Marlboro is not seen. Marlboro was also the sponsor of
amateur leagues in Florida, whose players wore Marlboro jerseys.
As a way to attract publicity for the US bid for the World Cup,
Philip Morris created a 16-foot diameter "petition" in the shape
of a soccer ball (with the familiar red and white Marlboro
colors) that was rolled to more than 16 cities. The company also
paid for the visit of the site inspection team from FIFA. In
all, Philip Morris spent over $3 million on its soccer promotions

in 1988, estimates the sports business publication Sports inc.

Joining Philip Morris in the effort to target Spanish-
speaking fans, RJ Reynolds Tobacco USA has established the Camel
Challenge Series to determine what it calls the North American
soccer championship team. Reynolds does not comment on why it is
going after the Hispanic market in this way, beyond a general
statement that "it is an important part of the smoking
population." Sports Marketing News estimates that the tobacco
company spent between $500,000 and $1 million in 1988 to promote
a six-city competition in San Antonio and Southern California
featuring national Olympic teams, top clubs from Latin America,
and amateur Hispanic-American teams. In the early 1980s Reynolds
had sponsored what it called Team America, which was promoted in
association with its Winston cigarette brand; the tobacco company
also financed an abortive US bid for the 1986 World Cup that
enployed the services of former Secretary of State Henry

Kissinger. As sponsor of indoor soccer over the years, the
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company has presented halftime contests for children that involve

kicking a soccer ball through the "o" in a Winston banner.

The belated and even reluctant response of health
professionals, agencies, and organizations to the gradual
takeover of sports by tobacco sponsors makes it extremely
difficult to imagine that there can be much progress to reverse
the trend. There seems to be an almost morbid fear of offending
anyone or any organization related to sports. Thus it is that
health professionals educate about the adverse effects of smoking
on athletic performance but have failed to monitor, comprehend,
and communicate the degree to which tobacco manufacturers go
about their jobs of increasing the number of young people who
smoke. In contrast to tobacco company employees and advertising
agency hirelings whose jobs depend on selling more cigarettes,
the jobs of few if any health professionals depend on there being

a decline in tobacco consumption.

At this point, with contracts doubtless signed with Philip
Morris for the 1994 World Cup, there would appear to be little
that can be done to stop the dissemination of tobacco industry
involvement in soccer. One strategy that has not been tried is
to publicize the names of the handful of individuals in the sport
of soccer who are responsible for the way in which the World Cup
is financed and sponsorships are sought and approved. While it
may well be that the soccer officials courted and now covet

Philip Morris’ financial support (the cost of a major advertiser
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at the 1990 games is estimated at $15 million for the four
billboards at key camera angles), they could be convinced by a
concerted drive by parents, players, and coaches to modify the
tobacco-soccer tie. Working from the grassroots level with
children and teenagers, it may also be possible to generate a
groundswell of support for abandoning tobacco’s presence in
soccer. By reading the sports business press, one can learn
about potential co-sponsors of soccer and can then organize
letters and calls to these companies urging them not to buy into
a tobacco sport. Counteradvertising must be purchased at some

point.

A spokeswoman for the United States Soccer Federation (USSF)
acknowledged that Marlboro is a sponsor of events sanctioned by
the USSF. Asked if the presence of a tobacco sponsor at soccer
matches was a concern in view of the efforts by the USSF to build
interest in the sport among children and teenagers, the
spokeswoman responded, "It is and it has been talked about and
discussed at length. We don’t have a policy set. We do
participate in events sponsored by Marlboro. The only thing we
are very careful of is that it is not used as a child’s thing.
It’s like Anheuser-Busch (brewer]. We don’t want that sponsoring
the kids. We do not allow the under-16 and under-14 teams to
play in events sponsored by Marlboro. I‘m not certain about the

under—-20 team."
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The four individuals who hold the key to the future of the
sport in the United States are the following: Werner Fricker,
President of the US Soccer Federation,who is CEO, Fricker Corp,
Horsham, PA (USSF, Olympic Training Center, 1750 E. Boulder
Street, Colorado Springs, CO 80909. Tel: 719-578-4678); Dr. Joao
Havelange, president of FIFA, who is also president of the
Brazilian bus company; Guillermo Canedo, FIFA Vice-President and
a Mexican broadcaster (FIFA, PO Box 85, 8030 Zurich 30,
Switzerland); and Paul Stiehl, Executive Director, World Cup USA
1994 (1413 K Street NW, Suite 900, Washington, D.C. 20005. Tel:

202-842-1994) .
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Motor Racing

Through its Winston and Camel cigarette brands, RJ Reynolds
has become the principal sponsor of automobile and motorcycle
racing in the United States. Since 1971 the company has
sponsored several entire categories of racing, including the
NASCAR Winston Cup Auto Racing Circuit of 29 races and Camel GT
Series Auto Racing. A minimum estimate of its sponsorship outlay
is $30 million a year. 1In addition, many of the advertising
campaigns for RIR-Nabisco products have been tied to the theme of
motor racing, including Hawaiian Punch (the company races a car
under this brand), Del Monte, and the cigarette brands Vantage

and Sterling.

Philip Morris has increased its stake in auto racing, having
most recently taken over the sponsorship of several events
including the $500,000 Marlboro Grand Prix in the New Jersey
Meadowlands. Like RIJR-Nabisco, the company fields several of its
own racing teams. Thus it is not unusual to see a race where the
sponsor is Marlboro, the officials are wearing Marlboro logos,
and the winning car and driver are decorated with Marlboros. And
the sponsors Xnow a deal when they see one: although cigarette
advertising is forbidden on television, Marlboro receives |
millions of dollars in low-cost national TV exposure. According
to Sponsors Report, a company that measures the amount of in-
focus exposure auto racing sponsors receive and computes dollar

value estimates on the basis of the cost of a conventional 30
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second advertisement, Marlboro has been in the top ten of the 239
sponsors of the CART racing series. For example, during the
first half (nine races) of the 1986 racing season, Marlboro
received one hour, thirty-three minutes and thirty three seconds
of in-focus exposure time, as well as 25 mentions of the
cigarette brand name, for a value of $2.9 million, not including

the visibility at the race course itself.

To confirm the measurement of cigarette brand logos in an
automobile race, a medical student who had never before seen an
auto race was given a tape recording of an entire race (The 1988
Winston 500 at Talladega Race Track in Alabama) and asked to view
at random a segment of the race between any two commercial
breaks. The segment chosen lasted six minutes and 23.8 seconds
and involved solely shots of cars racing around the track (as
opposed to a feature story, interview, or analysis). During this
period there were 28 visual mentions of Winston, 27 of which were
on signs at the track and the last--for 2.5 seconds--the
network’s own identifying logo for the race. The in-focus
exposure time of the Winston signs ranged from .3 to 8.7 seconds.
The Winston logo was on the screen for 39.4 seconds during the

segment, or more than 10% of the total television time.

Coverage of racing has spawned several weekly programs on
the Nashville Network (TNN), including Hidden Heroes (focusing on

individuals in the pit crew who keep the cars on the track),
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Coor’s Speedworld, and Inside Winston Cup Racing. In spite of
the brand name in the title, these programs are sponsored by
other companies that want to tie into auto racing. Yet in a
typical 21 minute Inside Winston program, the Winston logo
appeared for more than three minutes (16% of the show), and there
were 21 verbal mentions of the brand, not including the
commercials, which also included race car drivers wearing the

Winston logo.

In contrast to the widespread attention given to criticism
of boxing and calls for its abolition, little has been written
about the high risk of death or injury to participants in motor
vehicle racing--or to impressionable young fans who may try to
emulate them. Coverage of motor racing in the mass media has
grown by leaps and bounds. With the advent of cable television
offering the opportunity to receive 36 or more channels virtually
around the clock, no day goes by without a televised showing of
an automobile, motorcycle, truck, or powerboat race on either
ESPN, TNN, CBS, NBC, or ABC. Motorcycle, dirtbike, and go-cart
racing are also attracting an increasing number of teenagers and
children as young as siXx. The insidious harm of such activities
may be to socialize children to extreme risk-taking behavior
under the guise of healthy competition and achievement. Although
the Indianapolis 500, the pinnacle of auto racing, is considered

one of the "safest" races in the world, 39 drivers have been
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killed in the 70 years of the race, along with 14 mechanics, one

guard, and nine spectators.

The mystery of why motor racing has had virtual immunity
from serious criticism by sports commentators and the mass media
in general becomes clear when one considers that the sponsors of
racing--of the drivers, the vehicles, the individual events, the
administration of racing itself, and, indirectly, sportswriters
themselves--are the largest and most aggressive advertisers in
the mass media: tobacco companies, breweries, and automobile
manufacturers. To guestion whether motor racing should exist or
should be televised threatens the sales of cigarettes, beer, and

cars.

Arguments by some aficionados of auto racing--including the
health commissioner of Virginia, a former race car driver--that
all of life has dangers and risks are not dissimilar to claims
that "everything causes cancer" or "you gotta die of something."
So it is not unusual to read sportwriters’ descriptions of racing
as "an orgy of speed" or of the race course as a "high speed
Playground." Several newspapers, including the Los Angeles
Times, Miami Herald, and Atlanta Journal, have become co-sponsors
of auto racing and blend news coverage with advertising for the
races. In 1984 the following account of the death of a driver
during a race cosponsored by the Los Angeles Times appeared in

the sports section: "[Rolf Stommelen] died of cardiac arrest from
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the impact of his Porsche 935 knocking over two two-ton concrete
barriers and then cartwheeling a hundred yards down the track.”
Few if any questions were raised in the newspaper’s editorial
columns about the appropriateness of involvement of a newspaper
in such a lethal activity. In any event, there appears to be
little public opposition to such races if one can gauge such

sentiment by reading the papers.

At the races themselves, civic leaders are accorded VIP
treatment by the tobacco company sponsors, a bevy of attractive
young women known as hospitality hostesses appear dressed in the
colors of the cigarette brand, and a national political figure
such as Vice-President Bush is listed as Grand Marshal of the
race. Even the Pope has been photographed giving his blessing to
a Marlboro race car. Advertisements for hospital trauma centers
appear in the official program, and ambulances from these centers
are conspicuous in the pit. A portion of the proceeds from some
races may be earmarked to health charities such as the Cystic
Fibrosis Foundation, which in return may assign its volunteers to

work in the tobacco sponsor’s exhibits.

Television has catapulted auto racing into big-time sports
status. In its three-hour prime-time coverage of the Indianapolis
500, ABC employs 200 personnel, including seven announcers,and
uses 26 cameras, including several mounted on the rollbars of the

vehicles. The unvarying TV formula includes instant replays of
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crashes and frequent mentions of the race car sponsors. The
sponsors’ brand name logos appear on the cars, the drivers, the
pit crew, and on signs around the track. Co-sponsors of auto
racing thus permit their products and corporate image to be
assoclated with cigarette brand names. A particularly intriguing
development in the past decade has been the joint sponsorship of
racing teams by tobacco and automobile companies. At first
glance, it is difficult to understand how such interlocking
imagery with tobacco could enhance an automobile manufacturer.
Yet General Motors features prominent verbal and visual
inclusions of RJ Reynolds’ Winston in its television and
newspaper advertising for Chevrolet, Pontiac and other makes.
Various GM advertisements have displayed the Pontiac/Skoal,
Kodiak Pontiac, or Levi Garrett Chevrolet. Advertisements for
Nissan include mention of Camel. Even upscale Jaguar features its
Silk Cut race car in advertisements in the Wall Street Journal
and New York Times. Ford and other automobile manufacturers have
co-sponsored motor racing events. This is an entirely different
public image from that of 1955 when automobile companies agreed
not to promote the speed and horsepower of automobiles or to
support automobile racing. Almost immediately this rule went by
the wayside, so that by the mid-1960s some companies were
contributing $30-$40 million as year to racing. The Japanese
company Honda allocates $50 million to its automobile and

motorcycle racing program each year,
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Anyone who attends motor racing events (the general
admission for which is often $25 or more, with discounted orfree
entry for children), watches the races on television, and reads
motocross and auto racing magazines, is struck by the intense
loyalty of many of the fans, as well as a detailed knowledge of
the race cars, the drivers, and the competitions. There is no
doubt that efforts to appeal to such an audience will generate

enormous sales of automobiles and automotive products.

Because the costs of sponsoring a grand prix race care are
staggering, and are, therefore, limited to a handful of sponsors,
usually of mass consumer products: 3510 million to field a race
car team; $5 million for advertising space on the car; $1 million
a year to keep the team going; and such prices as $300,000 for ad
space on the helmet. The driver can sell his chest, back, and
shoulders, and the higher the logo on the driver’s clothing, the
more money the sponsor pays. Nor is such visibility confined to
the racetrack or the TV cameras. ©On May 27, 1985, a front page
photograph in the New York Times featured Indianapoilis 500
winner Danny Sullivan wearing his Marlboro and Miller Beer chest
patches. Photographs of such drivers make their way into
bicycle-racing magazines aimed at young boys, many of whom how
sport fast-selling replicas of the billboard-like jackets worn by
motorcycle racers and race car drivers. Several movie stars have
worked with tobacco company sponsors in recent years, including

Burt Reynolds, owner of a Skoal race car.
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The influx of cigarette advertising into auto racing began
shortly after the ban on television advertising of cigarettes.
Tobacco company executives have let slip how such sponsorship
end-runs the law. One RJ Reynolds executive explained to Ohio
anesthesiologist and race car driver Joseph Barkey, MD, that "we
cannot buy space on TV but we can have our name on an entire car
and the wall, and we’re covered by Wide World of Sports, so we

get our ads on TV."

Auto racing has become popular among children. Several
toymakers, including Mattel, manufacture racing cars with
Marlboro decals. A video arcade game, Pole Position, featured

race cars with Marlboro logos in its Australian version.

Apart from an attempt in 1985 in the New York State Journal
of Medicine to point out the public health implications of both
automobile racing and tobacco sponsorship of it, little else has
been written in either the lay press or medical literature about

this match-up of mutually reinforcing risk-taking behaviors.

Motor racing and tobacco are now so closely associated as to
appear to be inextricable. Fan loyalty, media corporation
involvement, co-sponsor support, and the influence of various
racing publications are such that efforts to restrict tobacco

sponsorship would be met with stiff resistance. But given the
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extent to which cigarettes and other tobacco products are
advertised at motor racing events that are also televised, health
advocates seeking to end tobacco promotion may well find their
best ammunition in the straight-faced denials of tobacco and
racing officials that these promotions are not intended to

promote tobacco products to young people.

Ironically, because the bond of racing fans to the cars,
drivers, and competitions is so strong and because attendance is
at record levels, it is unlikely that motor racing would be
jeopardized by the replacement of tobacco company sponsors with
other companies. The only foreseeable way in which this could
come about, however, would be for there to be enforcement of the
law against advertising cigarettes on television, which would in
itself be likely to lead to a substantial withdrawal of support

by tobacco companies.

Another approach that might possibly hasten the departure of
automobile racing (and hence tobacco sponsors) from television
would be to make the disproportionately high level of motor
vehicle-related deaths among young people the subject of a major
public health campaign beyond the aspects of seat belt safety and
drunk driving. Research into the influence of motor vehicle
racing on the driving habits of young people might well yield

insights into ways to reduce or prevent risk-taking behavior.
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It is regrettable that there exists neither a registry of
deaths and injuries in automobile, motorcycle, and powerboat
racing nor research into public health strategies to reduce these
violent public maimings. A recent request to the Center for
Environmental Health and Injury Control of the Centers for
Disease Control to collaborate on the establishment of such a

registry and research project has been shelved.

As it stands, tobacco sponsorship of motor racing can only
serve to hurt public health agency efforts to curtail tobacco
use. At the same time, these agencies have failed for the most
part thus far to approach the tobacco epidemic by studying and
confronting those non-tobacco forces that aid in the promotion of

tobacco use.



Alan Blum, M.D. - Tobacco and Sports

Skiing

Skiing is one of the sports most heavily sought after
by tobacco companies. In the United States, RJ Reynolds,
Philip Morris, and Loews gain extensive exposure each year
for various cigarette brands associated with both
professional competitions and recreational skiing. RJ
Reynolds’ Camel brand is a sponsor of speed skiing races and
has promoted numerous Camel SKki Days at various resorts.

For the price of a candy bar, any child or adult at a number
of ski areas in the West can take the Marlboro Challenge, a
timed downhill race course festooned with Marlboroc flags.

In recent years Loews has offered what it calls "a very
sporting offer from Newport": half-price 1ift tickets at
more than dozen Northeast ski areas with the purchase of
packs of Newport cigarettes ("Alive with pleasure"). The
imagery of healthy, active skiers appear in advertisements
for other cigarette brands, such as Loews’ Kent III
("Experience it") and RJ Reynolds’ Vantage ("Performance
counts") and Salem ("The Refreshest") brands. Marlbore and
Camel logos also appear frequently in association with
skiing on American TV during telecasts of European ski
races., In Japan and other countries, American Brands
advertises Lucky Strike ski holidays in the U.S., and Philip
Morris sponsors daredevil acrobatic freestyle skiing in a

World Cup circuit (with predominantly American competitors)
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named after its Alpine brand (heavily marketed in Australia

and other countries).

The enormously positive image and other benefits
accruing to RJ Reynelds’ Canadian subsidiary RIR-MacDeonald
through the exclusive sponsership of the national governing
body of skiing, the Canadian Ski Association (CSA)}, is
evident from a reading of the contract that would have
married the Export A cigarette brand to events (always
referred to as championships) sanctioned by the CSA in 1984.

"WHEREAS the Sponsor has applied to the Association for

the right to associate itself and its products with the

Events...

"The Association hereby appoints the Sponsor as the

exclusive sponsor o©f the Events...The rights of the

sponsor shall include the following:;

(a) the exclusive right to associate the Sponsor’s name

and trademarks, including...Export ‘A’ and any of the

Sponsor’s products with the events in materials

promoting or advertising the Events...

(b) the exclusive right to have the Events officially
named and publicized as the ’‘Export "A"™ Cup’ events...

(c) the exclusive right...to identify itself or its
products (including name, logo and colours) on: flags,

pocles, course markers, scoreboards, award
presentations, start banners, race result materials,
official communications, press releases and bkanners

in the presentation area, identification badges to be
worn at the events by competitors (except on racing
uniforms/bibs which, for greater certainty, shall also
not be identified with any name, logoe, colours or any
other company or firm), officials, members of the press
and media and guests...all buildings, podiums, back-
drops...special trophies...and display materials...to
identify or enhance the identity of Export ‘A’ as the
sponsor of the Events."
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The agreement also included the right to make and sell
films and still photographs of the events, and to sell,
distribute or give away sanmples of tobacco products at the
events. In a section entitled, "Publicity, promotion, and
top athlete attendance," the contract adds the following:
"The Assoclation shall use its best efforts to have the
events telecast on national network television.
"Both parties shall actively promote the events and
" ‘advertise the other’s involvement with the Events. The
Associlation shall cooperate fully with the Sponsor to
ensure proper implementation of all of the Sponscor’s
publicity programs in connection with the Events and
shall actively promote and publicize the name ’Export
"A" Ccup’ in all of its promotions and stress the

importance of Export ‘A’’s sponsorship contribution to
Canadian skiing."

The agreement thus would vioclate in every respect
Rule 1 of the voluntary code of tobacco manufacturers, which
states, "There will be no cigarette or cigarette tobacco
advertising on radio or television, nor will such media be
used for the promotion of sponsorship of sports or other
popular events whether through the use of brand or corporate

name or logo."

Perhaps in part as the result of such blatant use of
skiing to promote tobacco use, Canada became one of the few
countries to deal a serious setback to tobacco industry

marketing strategists.
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The battle was led by the Non-Smokers?’ Rights
Association (NSRA) through its pioneering purchase of full-
page advertisements in November in the Toronto Globe and
Mail and other newspapers to expose the $1.7 million
sponsorship contract between officials of the Canadian Ski
Association and RIJR-Macdonald tebacco company that was about
to be signed despite opposition from most of the skiers
themselves. As a result of the NSRA effort, several
champion skiers refused at award ceremonies to accept
trophies from a tobacco company. By 1985 the minister for
Recreation and sport had announced an end to tobacco
sponsorship of government-supported skiing. This action in
turn paved the way for NSRA’s earth-shaking success
(achieved by this time with the full cooperation of the
Canadian Cancer Society, Canadian Medical Association, and
other health groups) in 1988: a ban on all tobacco
advertising and promotion in Canada. Also in 1988, the
Winter Olympic Games in Calgary, Alberta were the first such
Games to ban smoking at all indcor arenas and in the
athletes’ facilities. No easy feat, this was accomplished
largely by the persistence of a single physician Dr. John
Read.

The Canadian health advocates’ effort to remove tobacco
company promotions from one of the nation’s major sports

stands as the model for other countries to emulate.



ML deu 2 /53

SHOULD THE CANADIAN SKI ASSOCIATION
GET IN BED WITH THE TOBACCO INDUSTRY?

28,700 DEATHS ANNUALLY IS NOT A SPORTS STORY!

Health and Welfare Canada says that 28,700 Canadians die annually from smoking,
In the next 18 months, more Canadians will die from tobaceo diseases than were killed during World War IL
This carnage goes on year alter year,
Smoking causes 30% of all cancers, 90% of lung cancer, and 13 associated wilh 30% of our heart disease mortality.

There is also evidence which links second-hand tobacea smoke with lung cancer and other iliness in nop-smokers.
If these deaths were caused by anything other than smoklng, Canadlans would be up lo arms.

Can the Plan he Stopped?
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Physicians are ignored

Indusley thai mnarkets disease.

For several weeks CSA physiclans
al the Medieal CernmMlce of the
Alpine scction feught Lhe sponsar-
shipwlthin the CEA. When Uial falled,
they put thelr commliment to pre-
verttve medicine on the Bue and
called for public support. in response,
the Canadian Cancer Svelety and
e Mon-Smokers’ Rights Assoclation
fed a campaign to block the RJR-
Macdonald tolaeeo company's Intru-
sinn N0 amateur sport,

Some may bolleve thal i 3 “no span-
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Laktug e wabacce money. However,
there are meny aptlons apen 15 the
C5A withoul eanceliing these events,

The “Signed Contrael”

Teed Jierring
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Skiers reject sponsor

The CSA s thade up of several
disciplines. The Cross Countey nnd
Biathlon sectinns rejectad 1he Mag-
donald  promollon. Than. on Oct.
2%nd, after appeals from the health
groups, the high peefile Alpine sec-
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Jeel e sponsar, WiLh e Alpine divl-
aion oul, The Jdeid wasin eooble.
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CSA plan a “betrayal”

Both the [nlernallonal Ski Federalian
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Industry sponsnetup. Yot the CSa
gushes bitmddby on. Epidemiclogist

r. David Stewnrt says the plan
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Dr. John Hend, professor of medl-
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rhanpions. savy the plan 1s "repre-
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ar nat 1 de exactiy 1thal

the sponsorahip buys social accep
tabilily and legitimacy for & product
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indaor environmet.

Sporis sponsorshlp buys an
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with the pramotion of ssnpking i=
“patent nonsonse and the public

qualily of skilng In Canoda and
produced many fine champlons, We
belizve Lhat the vast m:ll;nnly of C5A
members are thoughtlul people whe,
when given the mets, will recognize
thiand the borg leein best Interesiaof ie
CSA wilt be hurt by this spensurship.
This ad s not anibCSA. It 1s anti
tabacco Indusiry spansorship. And
that's an importand distinellon.
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Thoroughbred Racing

A nationally televised event that made its debut shortly
after overt cigarette advertising was phased out of television is
the Marlboro Cup. The 16th running of this $500,000 thoroughbred
horse race occurred in September 1988. The race has become one
of the most prestigious in the United States, attracting the
finest horses, a sellout crowd, and a national television

audience of millions.

The Marlboro Cup is unusual because it marked the first time
a race was created from scratch as a commercially sponsored
event, rather than as a tie-in to a well-established race.
Indeed, in 1973 when a senior vice-president for marketing (Jack
Landry) convinced Philip Morris to back such a race, no such
close commercial connection to thoroughbred racing existed. Many
such sponsorships have since been established, the vast majority
of them by distillers (Budweiser-Arlington Million, Chicago; Jim
Beam Spiral Stakes, Cincinnati; Ballantine’s Scotch Classic,
Meadowlands, NJ) or other tobacco companies (Rothmans Interna-
tional, Toronto). Brown & Williamson now sponsors the Jim Beam
Stakes at Churchill Downs immediately preceding the running of
the Kentucky Derby. It is less unlikely than ever that the Derby

itself will take on a cigarette or alcohol brandname prefix, as
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has occurred with Australia’s most watched national sports event,
The Melbourne Cup (now The Fosters Melbourne Cup, after a popular

beer).

Although the initial live national television coverage in
the mid~1970s included the brand-name mention of Marlboro, as
well as the Marlboro theme jingle from the film "The Magnificent
Seven, " and although full-page advertisements for The Marlboro

Cup appeared in the New York Times, Sports Illustrated and

numerous other magazines and newspapers, CBS officials stated
that the network wasn’t televising a national event by a
brandname of cigarettes. In spite of the fact that Marlboro logos
were shown on flags throughout the track (some flying higher than
the American flag), the jackets of grooms, the jockeys’ colors,
the blanket and padding on each horse, and the trophy presented
to the winner, the announcers most often referred to the race as
"The Cup." The network that currently televises the event, ESPN,
provides full and overt coverage of The Marlboro Cup. Meanwhile,
at the track itself, New York’s Belmont Park takes on the colors
of the Marlboro pack, with Marlboro banners, free programs (with
nine of the 26 pages devoted to Marlboro or Marlboro Cup adver-
tisements), various other giveaways with Marlboro logos, and free

packs of Marlboro cigarettes.

The benefits of race sponsorship to Philip Morris (which

also markets the brand Saratoga 120s, named after the site of the
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Thoroughbred Hall of Fame) have been summarized in The Daily

Racing Form by the company’s director of marketing promotions,

Ellen Merlo:

"First, it has created enormous visibility for Marlboro.
There are newspaper stories leading up to and following the
race that mention the Marlboro name frequently, and this is
excellent exposure. Secondly, the imagery of horseracing
and the imagery of the Marlboro Man campaign seem to have
reinforced each other. The man on the horse theme is
central to both, and we feel it has worked well as a
partnership. We are very happy with the Marlboro Cup."
Indeed, in view of horse racing’s similarities to other
events with parimutuel betting, its affiliation with cigarette
sponsors would appear to be a perfect marriage. According to a
1987 survey comnmissioned by the American Greyhound Track
Operators Association, fans of greyhound racing are twice as
likely to use tobacco products as the general U.S. population.
In 1987 attendance at greyhound racing exceeded 26 million.
Tobacco advertising proliferates at thoroughbred, harness, and
dog racing tracks throughout the United States. Few minors
attend these events, but hundreds of thousands watch televised
races such as the Marlboro Cup. While it is likely that direct
efforts to end tobacco ties with horse racing and other sports
with parimutuel betting would be met with derision, efforts to
enforce the ban on televising cigarette promotions could lead to
the withdrawal from these sports by tobacco companies,

notwithstanding their claims that they only aim at the segment of

the population that already smokes.
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ATTORNEY GENERAL GRIFFIN S8ELL
JUSTICE CEPRT ¢

WASHINGTON DC 20530

AS COUNSEL FOR AND AT THE REGUEST OF DOC, INC., 4 NON=PROFIT .
DRGANIZATION OF PHYSICIANS AND OTHER HEALTH CARE PROFESSYDNALS
CONCERNED WITH PREVENTIVE MEDICINE AND THE ILL EFFECTS OF CIGARETTE

SMOKING AND ITS PROMQTION UPON THE PUBLIC, I AM SENDING THIS URGENT ¢

MESSAGE TO YOUR QFFICE TC REQUEST THAT YOU TAKE IMMEDIATE ACTION
PURSUANT 70 THE PUBLIC HEALTH CIGARETTE SMOKING ACT OF {9469 15 U § C
1331s ET SEQ 7O ENJOIN AOVERTISING BY THE PHILIP MORRIS COMPANY ON THE
PUBLIC AIRWAVES THROUGH THE DEVICE OF SPONSQRING SPORTS EVENTS SUCH S
"THE CUP", ON COCTCOBER 1, THIS THORGUGHMRREED MORSE RACE WAS REFERRED TO
ON THE 4AIR AS THE "MARLBOREC CUP" ON ROTH NATIONAL ANO LOCAL STATIONS AT .
APPROXIMATELY S324FPM EOT ANQC APPROXIMATELY 6:23PM EDT

THE TELEVISING OF THIS EVENT WITH MENTION 0F A CIGARETTE BRAND NAME QF |,
PHILIP MORRIS, INC,, IS CLEARLY IN VIOLATION OF 15 U § € 1334, wHICH
PLACES A TOTAL HBAN ON THE ADVERTISING CF CTGARETTES ON ANY MEDTUM OF
ELECTRONIC COMMUNICATION SUBJECT TQ THE JURISDICTION OF THE FEDERAL
COMMUNICATIONS COMMISSION, THE TELEVISING 0F THIS EVENT, JUST LIKE THE
TELEVISING OF THE VIRGINIA SLIMS TENNIS TOURNAMENT, WITH REFERENCE TO0
THE TGBACCO BRAND QR THE PRILIP MORRIS COMPANY, IS AN ATTEMPT TO
CIRCUMVENT THE SPIRIT, INTENT AND LETTER OF THE PURLIC MEALTK ACT,
FURTHER, IT I8 FAR MORE DETRIMENTAL THAN THE USUAL FORM QF AOVERTISING
BECAUSE IT FallLS TO PROVIDE EYEN THE MINIMUM STANDARD OF THE SURGECN
GENERAL!'S WARNING,

AS PHYSICIANS AND OTHER PROFESSIONALS WHO ARE DEEPLY CONCERNED WITH THE
DISASTROUS ILL EFFECTS OF CIGARETTE SMOKING WHICF THEY SEE DAILY IN
THEIR PaTIENTS, THE MEMBERS OF DCC, INC, FEEL THAT ANY STEP WHICH

LIMITS UNLAWFUL ADVERTISING maw= PARTICULARLY ABVERTISING. WHICH NOES

NOT CONTAIN THE PROPER HEALTH ALERT m=== 1S A NECESSARY, AND. APPROPRIATE
STEP TOwARC CURBING THE EPIOEMIC OF CIGARETTF SMOKING IN THE SOCTETY,

£S5 THE AIRING OF SUCH PROGRAMS a5 THE MARLRORO CUP AND THE VIRGINIA
SLIMS TENNIS TDURNAMENT WILL ONLY ENCOURAGF OTHER TORACCO COMPANIES TO
ENGAGE IN THE SAME KIND OF ACTIVITY, DOC, INC., STRONGLY URGES THAT YOU
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TAKE IMMEODIATE STEPS TO ENJOIN THE ADYERTISING, WHETHER OPEN QR SUBTLE,
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CBS
SPORTS

A Division of CBS inc.

51 West 52 Street

MNew York, Naew Yark 10019
(212) 975-8491

George F. Schweitzer, Yice President
Communications and Operations

Pear Dr. Blum: September 28, 1981

This is in response to your September 19 mailgram asserting that S
"Saturday's televising of the Marlboro Cup Invitational Handicap

Race. . .viclate{(d) the Public Health Cigarette Smoking Act of

1969. . ." Section 6 of that statute makes it "unlawful to advertise
cigarettes. . .on any medium of electronic communication subject to

the jurisdiction of the Federal Communications Commission."

"The Marlboro Cup" is a traditional sports event of great significance
to the racing world. The race was a legitimate subject of our sports
coverage and, glven the widespread current recognition of the event

as '"The Marlboro Cup," our identification of the event on the broadcast
by its name was entirely appropriate.

In sum, we believe that our coverage did not constitute the "advertising
of cigarettes" proscribed by the Public Health Act and that there is

no merit to your claim that our actions were either unlawful or
dishonest,

Very truly yours,

Y
M

\ﬂ/.«

Dr. ?Blum
Pre51dent DOC

924 West Webster
Chicage, IL 60614




City

Chicago

Chicago

Houston

Houston

Los Angeles

New Orleans

New York

New York

New York

QOakland

San Diego

COSPONSCRS OF VIRGINTA SLIMS TENNIS TOURNAMENTS

IN SEILECTED CITIES FOR VARIOQUS YEARS

1988

1588

1988

1983

1986

1988

1988

1988

Presenting Sponsgor

TrueValue

Hardware Stores

Equal (Searle)

Toyota

Toyota

BMW

POST CEREALS*

NY/NJ Subaru

GENERAL FCODS
INTERNATIONAL
COFFEES*

GENERAL FOODS
INTERNATIONAL
COFFEES*

Pontiac

Participating Sponsors

Houston Chronicle
K~Mart
FM104-KRBE

Houston Post

K~-LITE 93.7 FM
Suzanne DelLyon
Animale Parfum

Home Bank
Lily of France
Mattel

Lite 105FM WLTS
continental Airlines
Le Meridien

WVUE~TV 8

Bevan Auto World

Merrill Lynch
Tennis Magazine
({New York Times)

Weight Watchers
Amstel Light Bier
E.F. Hutton

Penske Auto Centers
National Association
of Female Executives
CRYSTAL LIGHT
DIET SOFT DRINK MIX+*
Allied Fibers

Lily of France
Continental Airlines
The Gateway

Homart Development
Steve’s Ice Cream

KYXY~-FM

Continental Airlines
Dollar Rent A Car
Orangina



Washington DC 1985 BMW Meritor Savings Bank

Washington DC 1988 Lily of France
Moore Cadillac
United Zirlines
Bell Atlantic

*Philip Morris brand name in boldface










































(1) Blum - Tobacco and Sports

RIR-Nabisco Sports Sponsorships

IMSA Camel GT Series Auto Racing (1971-)

Camel Pro Motorcycle Racing (197 -)

Camel Grand Prix Auto Race Circuit (197_-)

Camel Grand Prix cars and drivers

Camel Trophy Range Rover off-road rally (Europe)
Camel World Cup Soccer (1986)

Camel Championship Challenge Motocross (Europe)
Camel-Peugot Racing Team (Paris to Dakar)
Winston Team America soccer (1983)

Winston, Camel sponsorship of US pro soccer leagues (1980s)
Camel Challenge Cup scccer (1988)

NASCAR Winston Cup Auto Racing Circuit (stock cars) (1971-)--29
races/year

NHRA Winston Drag Racing Series (1975-)--six events/year
Vantage Senior Golf (1987-)

Premier Cup golf championship (1988-)

Salem ProSail Racing (1988)

Team RIJR-Nabisco star athletes in seven sports, corporate goodwill
(1988-) (e.g. 0.J. Simpson, Don Meredith)

Winston Sports Connection Telephone Service for game results (1988-)
Nabisco Grand Prix Men’s Tennis (1985-1990)

Nabisco Grand Prix Golf (1986-)

Winston All-Star National Basketball Association ballot

Winston scoreboards in baseball, football, basketball stadiums

Hawaiian Punch, Del Monte, Planters, Vantage, Sterling motor racing
promotions



(2) Blum - Tobacco and Sports

Winston, Camel, Vantage sports paraphernalia

Camel Scoreboard (newspaper sports sections) (1983 - 1985)
Official National Football league licensee: Winston, Camel
Del Monte Women’s Cycling Team

RJ Reynolds’ Soar American Challenge Team (1988)

Winston Rodeo (1980s)

In Asia: badminton, breakdancing

In Canada: downhill ski racing, windsurfing, golf, tennis

- RJR has invested in cable television sports network, owning 20%
of ESPN
- RJR Nabisco spent $82 million on sports event sponsorships,
licensing, related promotions in 1987, not including
advertising
- Sports Marketing Enterprises, Inc. (SME), new RJR subsidiary,
reports to CEO, RJ Reyholds Tobacco Co.
- SME will oversee involvement in 1600 sports events per vyear,
with full-time staff of 94, payroll of $4 million



Blum - Tobacco and Sports

Philip Morris Sports Sponsorships

Virginia Slims Tennis (1971-)
Marlborc Cup Horse Race (1973-)
Marlboro Grand Prix Auto Race (1988-)

Marlboro Grand Prix cars and drivers
(Fittipaldi, Prost, Senna, Sullivan, Mears)

Marlboro 500 Auto Race (1986-)
Marlboro Soccer Cup (1987-)

America’s Cup sailboat (Merit, 1986;
Marlboro, 1988)

Marlboro Sports Calendar (1987-)

Marlboro Ski Challenge (1987-)

Marlboro acrobatic aircraft

Champions of American Sport (exhibition, 1980)
Philip Morris World Championship of Golf (1989)
Benson & Hedges on Ice (1988-)

Marlboroc scoreboards at baseball
and basketball stadiums

Marlboro, Virginia Slims sports gear

Maxwell House Olympic Spirit Award (1988)

Oscar Mayer US Baseball Federation Sponsor (1988-~)
Crystal Light Aerobics events

Country Time Lemonade Pontiac stockcar

Lite Beer USA Pro Beach Volleyball tour (1988-1992)
Miller High ILife 400

Miller 500 Auto Race

Miller High Life cars and drivers (e.g. Danny Sullivan)

Miller Genuine Draft Black Hills Motor Classic (motocross)

(1988-)



Blum - Tobacco and Sports

Miller Lite Player of the Game (NBC-TV)

Miller Lite NBA All-Star Voting Program (1987)

Miller Lite Lineman of the Year

Miller United States Olympic Committee Training Center

"six Pack in the Sky," Miller skydiving team

Miller Diving Pavillion at state fairs

Miller scoreboards, TV screens, giveaways in NBA, other arenas
-~ Miller, Bob Uecker’s Wacky World of Sports

Pro Bowlers Tour sponsor (1967-1987)

Miller, Major League Baseball, National Footbal League, sponsor
Miller, sponsor of Preakness and other horse races

In Europe: auto racing, horse racing, sailing

Reporte Deportivo Miller, new program on Univision-Spanish cable TV



Corporate
identity

Subsidiary
corporate
identity

Product brand
name identity

Brand name sports and

cultural events

Brand name
advertising

Brand name
extensions

Corporate
extensions

-= Invitations to the exhibition,
in 1980 and to the Vatican Art Exhibition in 1983

Sport, "

Alan Blum, M.D. - Tobacce and Sports

TOBACCO IDENTITY CRISIS

Philip Morris Companies
Philip Morxrris, Inc.

Philip Morris USA

Philip Morris Internaticonal

General Foods Corporation#
The Miller Brewing Company
Mission Viejo Realty

Post Cereals presents...

Miller Beer presents...

Virginia Slims
cigarettes presents...

The Virginia Slims (tennis)

Miller 500 (auto race), Marlboro 500,
Marlboro Grand Prix, Marlboro Cup (horse
race), Marlboro Country Music, Marlboro
Soccer Cup, Benson & Hedges on Ice,
Benson & Hedges Jazz,

Benson & Hedges Blues

Parliament
LITE,

Marlboro, Virginia Slims,
Merit, Saratoga, Benson & Hedges,

Miller, Post Cereals, Jell-0 General
Foods, Tang, Birdseye, Louis Rich, Oscar
Mayer, Kool-Aid, Sanka

Miller Lite Player of the Game

Miller Lite Lineman of the Year

Tang Soccer Team

The Adventures of Kool~Aid Man
comic book

Country Time Lemonade stock car

The Whitney Museum at Philip Morris
Philip Morris Magazine

"Champions of American

were sent to the press on stationery of the Philip Morris-

owned Seven-Up Company.

Philip Morris Companies is now the

most frequently used name in magazine and newspaper
advertising publicizing sponsorships of the Joffrey Ballet,
the Brooklyn Academy of Music, the Alvin Ailey American

bance Theater,
museumns each year (e.g.,

and art exhibitions at a dozen or more

the Studio Museum of Harlem).

-- In 1985 and again in 1988 Philip Morris became a principal
sponsor of the Viet Nam Veterans Memorial; in a wire
service photo, an employee of the Memorial wore a jacket

emblazoned with Marlboro.

Virginia Slims is a principal

sponsor of Literacy Volunteers of America.

-~ *Under the name of General Foods Corporation, Philip
Morris is a principal sponsor of National Public Radio.



Alan Blum, M.D. - Tobacco and Sports

MEDIA - TOBACCO TIES

Media Corporation Tobacco Sports Connection
ABC* e.g., Major League Baseball
The Winston {auto race)
CBS* (controlled by Loews) e.g., National Football League, auto racing
ESPN (20% owned by RJR-Nabisco: e.g., Marlboro, Winston auto racing
80% owned by ABC)
HBO (owned by TIME, Inc.) tennis
Lifetime Cable Network women’s tennis
NBC* e.g., Major League baseball
Spanish Cable Network e.g., Marlboro soccer cup
TBS Major lLeague Baseball
TNN e.g., Winston auto racing

Inside Winston Cup racing

New York Times Virginia Slims cosponsor (Family Circle Cup)
American Brands on sports pages (to 1985)
Philip Morris, RJR-Nabisco on sports pages
(current)
Tennis Magazine
Golf Digest
Marlboro Grand Prix special section



Alan Blum, M.D. - Tobacco and Sports

New York Times (con’t) Puff pieces on tobacco sports,
New York Times Magazine
Feature stories on tobacco-sponsored
activities in New York Times Magazine
(e.qg., Marlboro Grand Prix drivers)

USA Today (Gannett) Special sections for tobacco sports
(e.g., CART racing)
Presenting sponsor, RJ Reynolds ProSail
Philip Morris, RJR brands on sports pages
daily
92 newspapers and billboard division carry
tobacco ads

Los Angeles Times Camel, Winston auto race cosponsor
Sporting News

Washington Post Sports Channel
Newsweek a sponsor of auto racing

Houston Post 1988 Virginia Slims ({cosponsor)

Houston Chronicle 1987 Virginia Slims (cosponsor)
1988 Winston Drag Racing

Boston Herald 1584 Virginia Slims

TIME Sports Illustrated

Sports Illustrated for Kids

* extensive advertising revenues from Philip Morris and RJR-Nabisco non-tobacco products



Alan Blum, M.D. - Tocbacco and Sports

QPPOSITION TO TOBACCO SPONSQRSHIP OF SPORTS

DOC’s (Doctors Ought to Care) request te US Attorney General to
block telecasts of Marlboro Cup, Virginia Slims (1977-)

DOC "housecalls" on Virginia Slims, Florida, other cities (1978)
Protest of Kim cigarette brand tennis outfit, Wimbledon (1980)

Editorials in The Lancet (1978) British Medical Journal
(1981,1983)

BUGA-UP (Billboard Utilizing Graffitists Against Unhealthy
Promotions) submits documentation to Broadcasting Tribunal of
telecasts of tobacco-sponsored sports, Australia (1983)

Demonstrations by GASP (Group Against Smoking Pecllution), ASH
(Action on Smoking and Health) at Vvirginia Slims in New
Jersey, Wichita, San Francisco, Worcester, Newport, Washington
(1980s)

Fast Torrens District Cricket Club adopts no-smoking insignia,
South Australia (1981-)

Rep. Waxman stops telecast of Camel boxing match (1982)

CRUSH (Celebrities Resisting the Unhealthy Smoking Habit)
registry of athletes opposed to tobacco sponsorship, Australia
(1982)

Scottish soccer team sports no-smoking logo (1982)
MOP~UP’s (Movement Opposed to the Promotion of Unhealthy
Products) Marlboro Country cemetery, Cancer Country balloen,

Melbourne outside Marlboro Open Tennis (1982, 1983}

Massachusetts GASP press conference protest of Virginia Slims
(1983)

Canada‘’s Non-Smokers’ Rights Association purchases full-page
advertisements urging end to tobacco sponsorship of Canadian
Ski Association (1983)

Grim Reaper at Virginia Slims, Massachusetts, Rhede Island
(1984-)

Lung Slayer’s Tennis Tournament, Canada (1984)

Rejection of RJ Reynolds trophies by Canadian ski champions
(1984)



Alan Blum, M.D. - Tobacco and Sports

DOC’s Emphysema Slims Tennis Tournament (1985-)

Campaigns against use of university arenas by Virginia Slims,
George Washington U., Boston U, (1984, 1985)

ASH, others in New Zealand lobby and succeed to prevent 1990
Commonwealth Games from accepting tobacco sponsor (1986)

Olympic champion Greg Luganis gives testimony at tobacco ad ban
hearings (1986)

Dick Rutan, Jeana Yeager reject tobacco company sponsorship for
their world record flight (1986)

The Cancerettes, DooDa Parade, Pasadena(l1986)
Smoking banned in Houston Astrodome (1986)
American Cancer Society sets up Athletes Against Tobacco (1987)

Association of Nonsmokers lcbbies Minnesota Metrodome to remove
Winston sign in 1992 (1987)

Publication of "The Name of the Game: Selling Cigarettes on
BBC-TV," North Western Regional Health Authority, United
Kingdom (1987)

DOC counteradvertisements to Virginia Slims in Kansas, Rhode
Island newspapers (1987, 1988)

Seattle to consider anti-smoking ads in Kingdome (1988)
Smoke-free Winter Olympic Games, Calgary, Alberta (1988)

U.S. Boomerang Team, sponsored by DOC, wearing no-smoking logos
(1988)

DOC-sponsored no-smoking symbol on sailboat in race, Corpus
Christi (1988)

New Zealand challenger for America’s Cup spoofs U.S. Mariboro
boat with sail bearing Surgeon General’s warning (1988)

Boston Red Sox turn down request by GASP of Massachusetts to
cover Marlboro billboard for the day honoring the Jimmy Fund
for cancer research (1988)









