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Abstract

Objectives - To identify differences be-
tween black and white adolescents in the
appeal of cigarette advertisements; to
compare the appeal of different kinds of
advertisements (cartoons, human
models, text only); and to determine what
images about smokers and smoking are
conveyed to adolescents by different ciga-
rette advertisements.

Design - Students completed an anony-
mous self administered questionnaire
and reported subjective responses to 13
recent cigarette advertisements.
Participants - A convenience sample of
243 seventh and eighth grade students
(age range 12 to 14) attending two junior
high schools in the Chicago metropolitan
area in 1991.

Results — Advertisements featuring the
cartoon character Joe Camel were signifi-
cantly more appealing to both black and
white students than were advertisements
with human models and with text only
(p < 0001). Text only advertisements
were significantly less appealing than
other types of advertisements among both
black and white students (p < 0:001). Two
advertisements featuring black models
were significantly more appealing to
black students than white students (p =
0:03 and p < 0:001). Cigarette advertise-
ments conveyed distinct desirable images
about the depicted models to both black
and white students: Joe Camel was “cool”
and “fun,” and female models were
“slim”’ and “good looking.”

Conclusion — This study provides further
support for the year 2000 national ob-
jective to “eliminate or severely restrict
all forms of tobacco product advertising
and promotion to which youth younger
than age 18 are likely to be exposed.”

(Tobacco Control 1992; 1: 249-55)

Introduction
Cigarette smoking is recognised as the single
most important preventable cause of death and
disease in the United States.! In 1988 an
estimated 434175 premature deaths in the
United States were attributable to cigarette
smoking.?

Cigarette smoking is also a major problem in

the black community. Blacks in the United
States have smoked at higher rates than whites
for each year of the National Health Interview

Survey since 1965.% In addition, the rate of
~years of potential life lost before age 65

attributed to smoking among blacks (2472 per
100000 population) was twice that for whites
(1225 per 100000 population).?

The tobacco industry has long claimed that
it does not want adolescents to smoke and that
cigarette advertising is used only to influence
brand selection among adult smokers.? Never-
theless, approximately a half of the adult
regular smokers born since 1930 had become
regular smokers before their 18th birthdays.?
Marketing research conducted by the tobacco
industry notes, ‘“serious efforts to learn to
smoke occur between ages 12 and 13 in most
cases.”’® National studies show that among all
race and ethnic groups, smoking initiation
occurs at ages as young as 9 years, increases
rapidly from 11 to 16 years of age, and peaks at
17 to 19 years of age.”

In 1988, $3.27 billion (almost $9 million
each day) were spent on cigarette advertising
and promotion in the United States.® Such
expenditures made cigarettes the most heavily
advertised product in outdoor media and the
second most heavily advertised product in
magazines. Both media are readily accessible to
children and adolescents. Cigarette advertising
and promotional expenditures increased by
109, to $3-61 billion in 1989.°

Evidence that relates cigarette advertising to
initiation of smoking by adolescents continues
to grow. Studies in Scotland and Australia
have shown that children and adolescents were
exposed to and were well aware of cigarette
advertising, and that underage smokers are
more adept than underage non-smokers at
recalling, recognising, and identifying cigarette
advertisements.'®!? A recent study found that
the advertising campaign featuring the cartoon
character, Joe Camel, achieved higher brand
recognition, recall, and appeal among high
school students than among adults’®; and
comparison of brand preference data obtained
before and since introduction of this campaign
suggests preferential appeal of the campaign to
adolescents.!* Another study showed that by 6
years of age children can recognise Joe Camel
as easily as Mickey Mouse.?®

We studied a group of seventh and eighth
grade students (age range 12 to 14) in the
Chicago metropolitan area to examine the
appeal of cigarette advertising to adolescents
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Advertisements shown to the students

and to look at differences between black and
white students. In particular, we examined (a)
how much exposure adolescents have to ciga-
rette advertisements; (b) differences in the
appeal of advertisements according to their
style (cartoon, models, text only); (¢) dif-
ferences in the appeal of advertisements
according to cigarette brand and race of
models; and (d) images conveyed by cigarette
advertisements. To our knowledge, this study
represents the first report that examines black
and white differences in the appeal of cigarette
advertisements among adolescents.

Methods

A cross-sectional survey of students in two
junior high schools in the Chicago area was
conducted in April 1991. Schools were selected
to achieve a racial representation of black and
white students. Available seventh and eighth
grade classes were identified by each school
principal.

All students completed an anonymous, self
administered questionnaire that included in-
formation about current cigarette smoking
practices, the last time they saw an adver-
tisement for cigarettes, their ideal self image,
and demographic characteristics. To assess

ideal self image, the students were asked to rate
on a five point scale their desire to resemble 19
characteristics: athletic, good looking, kind,
slim, macho, smart, sexy, average, fun, special,
independent, cool, afraid, overweight, under-
weight, tough, important, mature, and im-
mature.

Students were next shown slides of 13 recent
cigarette advertisements (figure). The adver-
tisements represented nine different brands of
cigarettes and were obtained from nine dif-
ferent magazines purchased at a supermarket
newsstand. Advertisements were selected to
represent a variety of styles as well as an
assortment of models of different race and sex.
The advertisements chosen did not reflect
their prevalence in the media.

As they viewed each advertisement, the
students were asked: “How much do you like
this advertisement?” and “If you smoked,
would you like to buy these cigarettes?”’ For
advertisements with human or cartoon models,
the students were also asked to rate how
strongly the models projected the same 19
characteristics that were used to define ideal
self image. Five point scales were used for each
of the responses.

After each session, debriefing discussions
were conducted with the students for the
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purpose of reviewing the implications of using
imagery in cigarette advertising.

DATA ANALYSIS

To compare mean appeal scores of advertise-
ments featuring cartoon characters with those
of advertisements featuring human models and
advertisements with text only, each adver-
tisement was categorised into one of these
three styles. Differences between these styles
were tested using the Wilcoxon signed ranks
test.

Black and white differences in the appeal
of advertisements were tested using the Wil-
coxon two sample test. All 13 advertisements
were analysed individually to examine dif-
ferences by brand of cigarette and race of
model.

We hypothesised that variations in the
appeal of advertisements might reflect dif-
ferences in advertisement images. To charac-
terise advertisement images, a principal com-
ponent analysis with varimax rotation was first
conducted to group advertisements with simi-
lar appeal. Groups of advertisements (principal
components) with eigenvalues > 1-0 were ex-
tracted. The eigenvalue is an indicator of the
amount of variance accounted for by each
principal component. Advertisements with
loadings > 0-6 were included in each group.
The 19 character attributes were ranked ac-
cording to their mean scores for each group of
advertisements. Character attributes were con-
sidered to be a desired ideal self image and to
be positively attributed to the models if their
mean score was > 30 (neutral). Black and
white differences in perceived character at-
tributes for each group of advertisements were
tested using the Wilcoxon two sample test.

Spearman’s rank order correlation co-
efficients were used to measure correlation
between “liking” an advertisement and in-
tention to buy the advertised brand if students
smoked.

Data were analysed using Epi Info!® and
Statistical Analysis System (SAS)'” computer
software. Differences were significant when
the two tailed p values were < 0-05.

Table 1 Ranking of advertisements by appeal
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Results

Questionnaires were completed by 243 seventh
and eighth grade students. Their mean age was
13-3 years (SD 1-47). Forty-nine per cent were
girls and 51 %, were boys. Seventy per cent
(170) of the students were black, 229, (54)
were white, 3%, (7) were Hispanic, 1% (2)
were Asian, 2 %, were native American Indian,
and 2 %, (5) were of other races. Four per cent
(6) of the black students, 11 9, (6) of the white
students, 439, (3) of the Hispanic students,
and 209, (1) of the students of ‘“‘other” races
reported that they smoked cigarettes. Because
of the small numbers of students in several of
the race groups, further analyses were limited
to the 224 responses by black and white
students.

EXPOSURE TO ADVERTISEMENTS

Both black and white students reported sub-
stantial exposure to cigarette advertising.
Thirty six per cent of black students and 35 %
of white students reported that they had seen a
cigarette advertisement that same day. Eighty-
six per cent of black students and 859, of
white students reported that they had seen a
cigarette advertisement within the previous
week.

APPEAL OF ADVERTISEMENTS

The advertisements ranked in descending
order of mean appeal scores are shown in table
1 for black and white students. Regardless of
race, the advertisements for Camel cigarettes
featuring Joe Camel had the highest mean
appeal scores of all of the advertisements
tested. For both black and white students the
advertisements featuring Joe Camel were
significantly more appealing than either adver-
tisements with human models or advertise-
ments with text only (p < 0-001). The adver-
tisements with human models were also signifi-
cantly more appealing than those with text
only (p < 0-001). Both advertisements with
black models were significantly more appealing
to black students than to white students.
Advertisement No 10 for Salem cigarettes,

Black students (n = 170)

White students (n = 54)

Percentage Percentage
Advert- Race Mean liking Advert- Race Mean liking
isement of appeal advert- isement of appeal advert-
No Brand model score* isementt Rank No Brand model score* isementt
9 Camel Cartoon 42 75 1 9 Camel Cartoon 45 81
4 Camel Cartoon 40 71 2 4 Camel Cartoon 43 78
10 Salem Black 3-9 67 3 1 Salem White 36 57
13 Capri Black 37 54 4 11 Capri White 36 54
1 Salem White 35 58 5 2 Virginia White 33 46
Slims
2 Virginia White 34 54 6 6 Marlboro White 33 46
Slims
8 Capri White 3-4 51 7 8 Capri White 32 37
5 Magna White 33 48 8 13 Capri Black 32 43
11 Capri White 3-0 40 9 10 Salem Black 30 30
6 Marlboro  White 25 22 10 5 Magna White 29 28
7 Now None 20 15 11 12 Montclair White 23 22
12 Montclair White 2:0 14 12 7 Now None 1-8 9
3 Carlton None 18 11 13 3 Carlton None 16 2

*1 = Do not like at all; 2 = dislike somewhat; 3 = neither like nor dislike; 4 = like somewhat; 5 = like very much.

+Response = 4 or 5.
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Table 2 Principal component analysis grouping of advertisements by appeal
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Group 1 Group 2 Group 3 Group 4 Group 5
(eigenvalue = 2-65) (eigenvalue = 1-63) (eigenvalue = 1-53) (eigenvalue = 1-42) (eigenvalue = 1-22)
Advert- Load Advert- Load Advert- Load Advert- Load Advert- Load
isement  Brand score isement  Brand score isement Brand score isement  Brand score isement Brand score
2 Virginia 072 4 Camel 0-84 3 Carlton 077 5 Magna 0-82 6 Marlboro 082
Slims 9 Camel 0-78 7 Now 0-64 10 Salem 0-60
8 Capri 0-68 12 Montclair 061
11 Capri 0-82
13 Capri 0-80

which featured a black couple, had a mean
appeal score of 3-86 for black students v a score
of 3-04 for white students (p < 0-001). Ad-
vertisement No 13 for Capri cigarettes, which
featured a black female model, had a mean
appeal score of 3-68 for black students v a score
of 3-20 for white students (p = 0-03). These
racial differences in appeal do not seem merely
to reflect pre-existing brand preferences be-
cause advertisement No 11, also for Capri
cigarettes but featuring a white female model,
was significantly more appealing to white
students than black students (mean appeal
score = 3-04 for black students v 3-60 for white
students, p = 0-02). The other advertisement
for Salem cigarettes (No 1) and a third
advertisement for Capri cigarettes (No 8), both
featuring white models, did not have signifi-
cant differences in appeal by race.

Two advertisements featuring white male
models also had significant differences in
appeal to black and white students. The
advertisement for Magna cigarettes (No 5),
featuring a white male model sitting on a truck,
was significantly more appealing to black

students than to white students (mean appeal-

score = 3-30 for black students v 2-86 for white
students, p = 0-04). The advertisement for
Marlboro cigarettes (No 6), featuring a white
cowboy model, was significantly more ap-
pealing to white students than to black students
(mean appeal score = 3-26 for white v 249 for
black students, p < 0-001).

Students who reported liking an advertise-
ment were also more likely to report that if
they smoked, they would buy the advertised
brand (Spearman correlation coefficients > 0-4
with p < 0-001 for all 13 advertisements).

CHARACTER ATTRIBUTES

Principal-component analysis identified five
groupings (principal components) of the adver-
tisements reflecting differences in appeal (table
2). These five groupings accounted for 65 %, of
the variance in the data. None of the other
principal components explained more than
6:3%, of the variance. Advertisement No 1
(Salem) was the only advertisement that did
not factor into a group, although it was closer
to group two (factor load = 0-45).

Attribute scores ascribed to the models are
shown for advertisement groupings by race in
table 3. Each positive model attribute (mean
score > 3-0) in table 3 had also been reported
to be a desirable ideal self image characteristic
by the students (mean score > 3-0). Distinctive
images were conveyed by the different groups
of cigarette advertisements. When attributes
with mean scores >4 were analysed, the
female models (group 1) were viewed as slim
and good looking by both black and white
students, and Joe Camel (group 2) was viewed
as cool and fun. The black couple and the
Magna male model (group 4) were perceived to
be cool by the black students while white

Table 3 Mean artribute scores by race for principal component groups*

Group 4
(No 5, 10)
Group 1 Group 2 Group 3 ( Salem black Group 5

(No 2,8,11,13) (No 4,9) (Nos 3,7, 12) couple and (No 6)

(Female models) (Camel) (Montclairyt Magna) (Marlboro)

Black White Black White Black White Black White Black White
Afraid 20 19 1-8 16 22 22 19 20 19 15
Athletic 25 2-8 36 3-4 26 24 32 31 35 39
Average 33 32 32 29 2-8 27 35 32 32 2:9
Cool 33 36 43 44 2:0 19 41 3-6 31 37
Fun 37 39 41 42 2:6 25 39 35 31 35
Good looking 40 40 2-8 2-4 16 15 3-6 33 2:6 2:6
Immature 17 15 22 22 2-4 25 2:0 2:0 1-8 17
Important 36 3-5 34 31 2-4 20 33 33 29 32
Independent 36 37 35 37 2:6 27 35 35 32 41
Kind 3-9 3-8 33 29 2-4 25 35 31 29 30
Macho 20 19 3-8 44 1-8 19 34 37 36 42
Mature 3-8 43 37 37 26 2-8 37 3-8 34 41
Overweight 14 14 15 1-6 16 19 15 15 15 15
Sexy 39 3-8 26 23 16 14 35 32 25 2:6
Slim 42 45 33 32 23 22 3-8 3-8 29 31
Smart 37 37 31 28 23 23 34 31 29 31
Special 36 34 34 32 22 22 33 31 27 32
Tough 22 1-8 3-8 42 19 19 34 33 36 43
Underweight 2:4 23 20 19 19 18 21 20 20 18

*1 = Not at all like this; 2 = not much like this; 3 = neither like nor unlike this; 4 = a little like this; 5 = just like this.

1 Scores reflect responses to advertisement No 12 only.
Scores > 40 are shown in bold.
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students thought the Marlboro man (group 5)
was tough, macho, independent, and mature.
Unlike the other advertisement groups, the
male Montclair model (group 3) had no
attributes positively ascribed to him.

Compared with white students, black
students thought that the black couple and the
male Magna m« del (group 4) were significantly
more cool (p < »01), fun (p = 0-02), kind (p =
0-01), sexy (p < 0-05), and smart (p = 0-03). In
contrast, white students thought the female
models (group 1) were more mature (p = 0-02)
and that the Marlboro man (group 5) was more
macho (p = 0-02), tough (p < 0-01), indepen-
dent (p < 0-001), cool (p = 0-02), and special
(p = 0-03) than did black students. No other
attributes showed significant differences by
race.

Discussion

The appeal of advertisements (likability) is a
market research measure which has been
shown to be strongly related to effect on sales.
A recent study performed by the Advertising
Research Foundation found likability (mea-
sured by a scale similar to that used in this
study) to be the best predictor of product sales
when compared with the other commonly used
measures to evaluate the effectiveness of an
advertisement.'®

Our study found that regardless of race, the
cigarette advertisements with a cartoon char-
acter (Joe Camel) were highly appealing to
adolescents. Previous studies have suggested
that exposure to the images of models in
cigarette advertisements promotes positive
images of smokers and that adolescents, al-
though developing their own self image, may
be drawn towards smoking as a way of
enhancing their self images.!®2° As Joe Camel
was appealing to the students and perceived as
embodying attributes desirable to the students,
we believe that this advertising campaign
might contribute to initiating cigarette smok-
ing, especially the smoking of Camel cigarettes,
by adolescents.

Public health experts have recommended
restriction of advertising to ‘“‘tombstone ad-
vertising >’ in which no models, slogans, scenes,
or colours are permitted.?! This study presents
empirical evidence that shows a lack of appeal
to adolescents of cigarette advertisements with
text only. The text only advertisements used in
this study approach the criteria of the proposed
tombstone advertising.

Only among the cigarette advertisements
with human models were significant differences
in appeal noted between black and white
students. Cummings et al previously noted a
relation between placement of advertisements
for menthol brands in black-oriented media
and preference among black adults for menthol
brands.?> To our knowledge, our study is the
first to show that targeting of cigarette brands
to blacks through using advertisements fea-
turing black models also preferentially appeals
to black adolescents.

Another black and white difference identi-
fied in this study was the significantly higher
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appeal of the Marlboro advertisement among
white students than among black students.
The black students found the Marlboro man to
be unappealing. We hypothesise that a lack of
cultural identification with the cowboy image
may exist among black students, making this
campaign less appealing. National data for
1989 indicate that 719, of white adolescent
smokers usually bought Marlboro cigarettes,
whereas only 9 9, of black adolescent smokers
chose Marlboro.?

Limitations of this study should be
addressed. Firstly, this study used a con-
venience sample rather than a representative
sample of students from throughout the United
States. We have shown, however, that these
advertisements are appealing to some ado-
lescents, and we have no reason to believe that
this appeal is not widespread. Secondly, the
selection of the advertisements used in the
study was arbitrary. Different advertisements
for the same brand but featuring the same
models may vary in their appeal to adolescents.
All of the advertisements selected, however,
could be readily viewed by adolescents and
children.

Our study suggests that both black and
white adolescents are exposed to cigarette
advertising, that they find many cigarette
advertisements appealing, and that desirable
images about smokers and smoking are con-
veyed through the advertisements. Given the
known adverse health effects of smoking, and
the importance of preventing adolescents from
starting to smoke, one could argue that the
burden of proof should be placed on the
tobacco industry to show that their advertise-
ments have no adolescent appeal and that they
do not convey misleading messages.

One of the national health promotion and
disease prevention objectives for the year 2000
is to “eliminate or severely restrict all forms of
tobacco product advertising and promotion to
which youth younger than age 18 are likely to
be exposed” (objective 3.15).2¢ Results from
this study provide further support for pursuing
this objective.

We are indebted to Masarrath Moinuddin for her help in
recruiting the participating schools, Nancy Barker for statistical
consultation, and Dan Peterson for reviewing the manuscript.
We also thank the students and administration at the junior
high schools where this research was conducted.
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TT' ans l a tl 071s Différences entre blancs et noirs quant a

of abstract

I’attirance des adolescents pour les
publicites pour les cigarettes

Philip P Huang er al

Résumé

Objectifs: 1dentifier les différences entre les adolescents
noirs et les adolescents blancs quant a ’attirance pour
les publicités pour les cigarettes; comparer l’attirance
exercée par différents types de publicité (bandes
dessinées, modeéles humains, texte); et determiner les
images du fumeur et du tabagisme qui sont
communiquées aux adolescents par différentes
publicités pour les cigarettes.

Méthode: Les étudiants ont rempli eux-mémes un
questionnaire anonyme et ont fait part de leur réactions
subjectives a 13 publicités récentes pour les cigarettes.
Participants: Un échantillon de 243 étudiants des
niveaux 7 et 8 (4gés de 12 a 14 ans) qui fréquentaient
deux lycées de la zone urbaine de Chicago en 1991.
Résultats: Les publicités représentant le personnage de
bande dessinée Joe Camel attiraient significativement
plus les étudiants blancs et noirs que les publicités
représentant des modeles humains et celles qui ne
comportaient qu'un texte (p < 0-001). Les publicités
qui ne comportaient qu'un texte attiraient
significativement moins les étudiants blancs et noirs
que les autres types de publicité (p < 0-001). Deux
publicités représentant des mannequins noirs étaient
significativement plus attirantes pour les éléves noirs
que pour les éléves blancs (p = 0-03 et p < 0-001). Selon
les modeles représentés, les publicités pour les
cigarettes communiquaient aux étudiants blancs et noirs
des images désirables distinctes: Joe Camel était ““cool”’
et “fun” et les mannequins féminins étaient “minces”’
et “belles.”

Conclusion: Cette étude apporte un nouveau soutien
pour I’objectif national de I’an 2000 qui est ““d’éliminer
ou de séverement restreindre toute forme de publicité
et de promotion pour les produits du tabac auxquelles
les jeunes de moins de 18 ans sont susceptibles d’etre
exposés.”
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Diferencias en el atractivo de los
anuncios de cigarrillos para los
adolescentes negros y los blancos

Philip Huang ez al

Resumen

Objetivos: Identificar las diferencias en el atractivo de
los anuncios de cigarrillos para los adolescentes negros
y los blancos ; comparar el atractivo de diferentes clases
de anuncios (caricaturas, modelos humanos, texto solo);
y determinar qué imdgenes acerca de los fumadores y el
tabaquismo se transmiten a los adolescentes por los
diferentes anuncios.

Diserio: Los estudiantes respondieron por si solos un
cuestionario andnimo y expresaron sus respuestas
subjetivas a 13 anuncios de cigarrillos recientes.
Participantes: Muestra de conveniencia de 243 estudi-
antes de séptimo y octavo grados (intervalo de edades:
12 a 14 afios) que asistian a dos escuelas secundarias en
la zona metropolitana de Chicago en 1991.
Resulrados: Los anuncios que presentaban la caricatura
conocida como Joe Camel eran significativamente mads
atractivos para los alumnos blancos y los negros que los
que presentaban modelos humanos y texto solo (p <
0,001). Los anuncios basados unicamente en textos
fueron significativamente menos atractivos que los otros
tipos para los estudiantes blancos y los negros (p <
0,001). Dos anuncios que presentaban modelos negros
fueron significativamente mas atractivos para los adoles-
centes negros que para los blancos (p =0,03 y p <
0,001). Los anuncios de cigarrillos transmitian
imédgenes claramente atrayentes acerca de los modelos
tanto a los muchachos negros como a los blancos: Joe
Camel era “un gran tipo”’ y “divertido >, y las modelos
eran “esbeltas” y ‘““bonitas ™.

Conclusion: Este estudio proporciona apoyo adicional
al objetivo nacional para el afio 2000 consistente en
‘““eliminar o restringir intensamente todas las formas de
publicidad y promocién de los productos de tabaco a las
que puedan verse expuestos los menores de 18 afios”.
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