
New Studies Trace the Impact 
Of Tobacco Advertising 

smoke, "but not conclusive," says epidemi- 
ologist Malcolm Maclure of the Harvard 
School of Public Health. Nevertheless, he 
adds, it's "certainly enough to justify action." 

A packed press conference held last week 
showcased two new studies guaranteed to get 
the tobacco industry's goat. One indicates 
that cigarette advertising incites adolescents 
to start smoking-rather than persuading 
adults who alreadv smoke to switch brands as 
the industry claims. The second shows that 
the industrv's marketing efforts at least double - 
the risk that certain adolescents would start 
smoking. Both studies were described at the - 
press briefing by behavioral epidemiologist 
John Pierce of the University of California, 
San Diego, who directed the research. 

The studies come just as the Food and 
Drug Administration is spearheading a drive 
to reduce smoking among children by 50% in 
the next 7 years. Among the agency's pro- 
posed strategies: restrict tobacco advertising. 
So not surprisingly, the tobacco industry 
came out swinging. "For people who are truly 
scientifically orientated, Pierce's study should 

be an affront to objectivity," 
says Thomas Lauria, spokesper- 
son for the Tobacco Institute, 
the industry's lobbying group. 
"We'll be taking a much closer 
look at the study because of 
[Pierce's] blatant advocacy [of 
smoking restrictions]." 

But Pierce told the press con- 
ference that his methodology 
will withstand efforts to dis- 
credit the studies. Science de- 
cided to put his claim to the 
test by sending the studies to a Persuasive. Promotions 
handful of experts to critique. like this increased smoki~ 
The verdict was mixed. Some in target groups. 

said that the studies-which 
are notoriously hard to do-failed to distin- the two 
guish cause and effect. But most were sup- free cig; 
portive: The first report is "strongly sugges- That 
tive" that advertising causes teenagers to The sec 

The first Pierce study, due 
to be published in theNovember 
issue of Health Psychology, found 
that since the 1880s each of 
four major advertising drives 
correlated with increases in 
smoking among 14-to- 17-year- 
olds, but only of the sex tar- 
geted by the advertising. For ex- 
ample, increases in smoking rates 
among adolescent women--but 
not teenage boys-coincided 
with marketing campaigns for 
Chesterfield and Lucky Strike 
in the mid-1920s, which in- 
cluded the famous "Reach for 
a Lucky Instead of a Sweet" 
advertisement. The only other 
times the study found that 
smoking increased without a 
major promotion was during 

lrld wars when soldiers were given 
:tes. 
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