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Appendix 
 
This appendix contains examples of cigarette advertising that appeals to youth and minorities, as well 
as specific menthol ads.  In addition, there are visual examples of tobacco industry documents that 
highlight some of the points made in our response to the FDA’s request for information on youth and 
minority marketing and on menthol marketing.   
The advertisements included here are relatively recent examples of tobacco advertisements containing 
messages that appeal to youth.  Unless otherwise noted, all images in this appendix were found on 
www.trinketsandtrash.org and were attained on 7/20/2010. 
 

Marketing to Youth  
Youth are clearly a main target of the tobacco industry.  Internal tobacco industry documents prove 
this.  Here is one example that states, “the base of our business is the high school student”: 

  
Source: http://legacy.library.ucsf.edu/ 
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This is a 2005 camel ad depicting the quintessential rebel.   
 

 
 
The Marlboro Man   
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This is a 2010 ad for a relatively new product, Camel Crush, also known as Camel Cool Burst.  This 
product not only has the menthol flavor, it also has the novelty of having a “ball” of menthol liquid that 
you crush before smoking to release the flavor.   
 
In the next ad spread, Camel sponsored an indie rock program, again promoting the idea of 
independence.  
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Young women and girls often find themselves targets of cigarette ads:  

 
2007 direct mail piece 
 
These two ads are from the successful Camel No. 9 campaign in 2007 and are clearly aimed at young 
women.  One study showed that as a result of this campaign, the percentage of teen girls who reported 
having a favorite cigarette advertisement increased by 10 percentage points, with Camel accounting for 
nearly all of this increase, while no similar increase was found among teen males during the same 
period. 

  
 



5 

Marketing to Racial and Ethnic Minorities:  
Once again, industry documents show that minorities formed an important piece of their business 
strategy.  Below is a Lorillard sales seminar document from 1978 that reveals a laundry list of ways to 
target their menthol brand Newport to the African American community, including “tie-in with 
black[s] – ‘we help them, they help us.’  Target group age 16+” 

 
Source: Legacy Tobacco Documents Library.  Lorillard.  June 9, 1978.  Access Date:  July 20, 2010.  
Bates NO.:  84274935/4944.  http://legacy.library.ucsf.edu/tid/anz30e00/pdf  
 
Targeting African Americans: 
 
These two advertisements are from a 2005 Camel campaign 
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Virginia Slims ad from 2000 

 
 

 
 
Below are the “X” cigarettes that were removed from the market in Boston in 1995. 

      

These are the cigarette packs 
from the Kool Mixx Campaign 
in 2004. 
 

Source: 
http://www.naaapi.org/
campaigns/1995.asp 
Attained 7/20/2010 
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Targeting Hispanics:  
 
2001 Virginia Slims ad     2006 Kool ad 

        
 
Targeting Asian Americans:  

Virginia Slims ad from 2001 
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Virginia Slims ad from 2000 

 
 
 

Kool ad from 2005 
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Online and Social Media Advertising 
Online and social media advertising has the potential to conduct an end-run around advertising 
restrictions and needs to be monitored very carefully, especially since these are accessible by anyone 
who has an account, regardless of their age.  While these pages are not necessarily sponsored by 
industry, it is nevertheless important to point out their existence, and access to youth that they present. 
 
This is the MySpace Marlboro page, where a history of the product is provided and the cigarettes are 
given a “personality”. 
 

 
 
 
 
 
 
 
 
Next, we see the Camel and Newport Fan pages on Facebook, which also give brand information:  
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Source for both images: www.facebook.com attained 7/21/2010 
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Another area for concern online would be computer games and “virtual world” games where players 
can buy and smoke cigarettes in the game.  Note in the first image the message that cigarettes “are 
addictive and bad for your health, but make you incredibly sexy.” The second image was obtained by a 
16 year old player. 

 
Source for both images: www.gaia.com attained 7/21/2010. 
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Menthol Marketing  
In the tobacco document below, a 1987 Brown and Williamson document highlights just why menthols 
make such a good introduction to smoking. 
 
 

 
Source: http://legacy.library.ucsf.edu/ 
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Marketing Menthol to Youth  
As with ads for regular cigarettes, menthol cigarette advertisements contain messages that appeal to 
youth.  Messages may include being true, and being “different”, as in this Kool ad from 2006. 

 
 
Teens want to make their mark, but at the same time they also want to feel “connected”:  

      

This Kool ad from 2003 employs cell phone 
imagery and area codes to convey connections. 
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“Freedom” is the key word in this 2009 ad.   
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Marketing Menthol to Minorities:  
Minorities smoke menthol cigarettes at disproportionate rates.  Below are some examples of menthol 
ads targeted at specific minorities. 
Targeting African Americans: 
On this page: a Kool ad and a Salem ad, both from 2003 
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Here we see a Newport ad from 2009, and a 2004 ad from the Kool Mixx campaign. 
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Targeting Hispanics: 

 

      

To the right: a 2010 Newport ad – 
note the new labeling on the 
cigarette packages 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Below left: a Spanish-language 
Newport ad from 2003 
 
Below right: a Spanish-language 
Kool ad from 2005 
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Targeting Asian Americans: 
 

 
 

Kool ads from 2006 and 2005, respectively 
 

 


