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1) DECEPTIONS :
According to its own documents, the tobacco industry has deliberately hidden from the public that it has known
since the 1960s that smoking causes disease, that nicotine is addictive and that companies manipulate nicotine
levels in cigarettes to increase addiction.
n On April 14, 1994, the CEOs of the seven biggest tobacco companies testified before the U.S. House of
Representatives' Health and Environment Subcommittee that nicotine is not addictive and that their
companies had never manipulated nicotine levels in cigarettes.1 One month later, Dr. Stanton Glantz of the
University of California received from an informer 4,000 pages of internal documents from the third largest
U.S. tobacco company, Brown & Williamson (B&W). These documents show that the industry: 1) has
known since 1963 that tobacco causes cancer, emphysema and cardiovascular diseases, 2) knows that
nicotine is addictive and regards cigarettes as nicotine dispensers, and 3) has willingly covered up these
findings by denying their existence. 2
n When tobacco companies were forced to list the ingredients in cigarettes, it was discovered that toxic
substances like ammonia were being added to tobacco to increase the release of nicotine into the lungs.3
n B&W owns a patent of a tobacco plant called Y-1 that has twice the usual level of nicotine, owing to
genetic engineering. 4
n Through the selection of leaves that are richer in nicotine, genetic engineering and the addition of other
ingredients, the industry has raised nicotine levels in Canadian cigarettes by 53% since 1968. 5
2) FRONT GROUPS:
Through their own surveys, tobacco manufacturers know that public knowledge of their involvement in the
opposition to an anti-smoking measure actually boosts public support for it. 6 The tobacco industry therefore
creates or funds front groups to act in its stead. These groups help shift attention away from the harmful effects of
cigarettes and towards a debate in which smokers and other stakeholders are the targets7.
n The Coalition québécoise pour la justice en taxation du tabac, which advocated a decrease in
cigarette taxes in 1993-1994, was founded by tobacco manufacturers; its spokesperson, Michel Gadbois,
was a former public relations officer for Imasco, the parent company of Imperial Tobacco.8
n The Mouvement pour l'abolition des taxes réservées aux cigarettes (MATRAC) was also an
instrument used by the tobacco industry to lower cigarette taxes.9 MATRAC worked out of the offices of
the Quebec Food Retailers’ Association, of which the tobacco companies are members and financial
contributors; the QFRA president at the time was, again, Michel Gadbois (see above point). 10
n The Alliance for Sponsorship Freedom, launched in 1996, claims to represent 200 cultural and
sporting events that oppose a ban on tobacco sponsorship. Yet behind the scenes, the Canadian Tobacco
Manufacturers’ Council funds the Alliance while Imperial Tobacco’s Public relations R firm, Edelman
Worldwide, organizes its campaigns.11 This organization is similar to the Coalition 51, which in the late
eighties fought restrictions on tobacco-related advertising and sponsorship–and was allegedly bankrolled by
Benson & Hedges. 12
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n The Smokers’ Freedom Society, which in 1993 claimed to represent six million Canadian smokers, was
primarily funded by Canadian manufacturers.13 It had no members nor financial statements available to the
public and its spokesmen were “paid volunteers”. 14
n The National Smokers’ Alliance, which claims to defend the rights of the tens of millions of smokers in
the United States, is funded by Philip Morris and run by its public relations firm.15
n By giving away promotional goods, Philip Morris acquires the personal addresses of millions of smokers
and use them to fuel its "grass-roots movements": it currently has a database of over 26 million names. For
example, in February 1994, four million people joined in the Marlboro Adventure Team promotion, receiving
more than 14 million promotional items. The campaign, the largest in marketing history, cost the company
$250 million. 16
n Since 1993, RJR has employed a firm to create "grass-roots movements" against anti-smoking initiatives
across North America. After sending out hundreds of invitations promising free merchandise, "field
coordinators" would bring together one or two dozen smokers, usually more interested in the free products
than issues, and provide them with sample letters to public officials, petitions and agendas for meetings.17
n In New York, Philip Morris used a telemarketing company to distort the impact of an anti-smoking
measure and encourage smokers to protest. The company gave smokers precise instructions, transferred
their calls directly to the offices of the appropriate authorities and monitored the conversations.18
n To fight against smoke-free restaurants ordinances in the U.S., the tobacco industry has created phony
restaurant associations that have no offices, phone numbers or membership lists and whose only purpose
is to oppose anti-smoking measures. These front groups include Restaurants for a Sensible and
Voluntary Policy, the United Restaurant, Hotel, Tavern Association (Albany) and the Manhattan Tavern
and Restaurant Association.19 They use misleading studies alleging sales losses in restaurants that have
introduced smoking restrictions.20
n The tobacco industry also supports organizations whose demands, without being specifically prosmoking, favour the tobacco industry.21 Since 1990, for example, the industry has been fighting cigarette
taxes by creating or funding anti-tax and anti-government movements such as the National Coalition
Against Crime and Tobacco Smuggling (U.S.), 22 San Franciscans Against Government Intrusion,23
Citizens Against Tax Abuse and Government Waste (Colorado), Michigan Citizens for Fair Taxes
(Michigan), Citizens for a Sound Economy (New Jersey) and the National Taxpayers Union (U.S.)24. A
representative from RJR says, “You didn’t have to defend your position on tobacco because a tax is a tax is
a tax to these guys. They don’t care what it is.”25
3) ABETTING A CRISIS:
The 1993 contraband cigarette crisis in Quebec was a component of a public relations campaign devised by the
industry to fight the tobacco tax hike.26
n According to the U.S. Justice Department, the Montreal company Imperial Tobacco was involved in
cigarette smuggling in 1993-1994. On May 23, 1996, criminal charges were laid against 10 people,
including a sales director from Brown & Williamson; according to the affidavit, negotiations were
conducted by an employee of Imperial Tobacco with the full knowledge of one of the company’s senior
executives.27
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n MATRAC (see Section 2) organized illegal cigarette sales in order to force the government to lower
taxes; these efforts were funded in great part by the tobacco industry.28
n In 1988, exports from Quebec cigarette companies to the United States amounted to $25 million. In
1993, the year tobacco smuggling “from the United States” reached its peak, Canadian exports topped
$500 million. 29
4) PHONY CONCESSIONS:
When the tobacco industry supports tobacco restrictions or makes concessions, they are usually formulated to
work to the industry's advantage.
n Tobacco manufacturers have many times launched variations of their "It's the Law" campaigns ostensibly
aimed at retailers in order to reduce illegal cigarette sales to minors, the latest example having occurred in
October 1996. These campaigns usually appear when effective legislative measures are being considered
by the government, and they help the industry:
1) prevent the passage of the legislation by allowing manufacturers to claim that they can govern
themselves; 2) continue sales to minors, because these campaigns are largely ineffective 30, for retailer
participation is voluntary (a typical rate of participation: 4.6% in Massachusetts) and the only independent
evaluation has shown that an almost identical number of participants still sell to minors (86%), compared
with non-participants (88%); 31 3) obtain free publicity, because they send the message to youths that they
have to wait until they are 18 in order to be able to buy cigarettes, as if it were something desirable—and
not something to avoid. 32 According to the Canadian Tobacco Manufacturer's Council, "It’s cool ... That's
why they (teenagers) smoke – because we (adults) tell them they shouldn't smoke."33 (These campaigns
never mention the health risks of smoking.)
n The tobacco industry claims to support anti-smoking campaigns aimed at teenagers because smoking, it
says, is an “adult custom.” But it knows full well that this approach, in addition to distracting attention from
the health hazards of smoking, helps portray smoking as “one of the few initiations into the adult world” and
an “illicit pleasure”---a stated aim of its ad campaigns.34
n Canadian tobacco manufacturers have adopted a voluntary advertising code, claiming that regulations are
unnecessary. The code professes to avoid directing advertising “to persons other than adult consumers of
tobacco products”. 35 Nevertheless, their advertising makes use of popular athletes, rock stars and slogans
glorifying independence and rebellion. 36 In addition, when violations of the code were reported, for example
regarding advertising near schools, manufacturers have more than once modified the code– instead of
preventing more violations.37 Health Canada describes the code as “illusory, unenforceable and riddled with
loopholes.”38
n The industry has sometimes supported legislation prohibiting sales to minors. But in such cases, it has
usually made sure that the measures are difficult or impossible to enforce. For example: 1) only the buyers
(kids) can be penalized, and not the sellers (retailers), thereby allowing retailers to continue selling illegally
to minors; 2) it must be proven that a merchant "knowingly" sold tobacco to a minor (the courts have
dismissed related cases on the basis that one cannot prove what a person knows); 3) using minors to
conduct checks is prohibited, which makes compliance checks impossible. 39
n When the industry backed a smoking ban in elevators in Maryland, it made sure its enforcement was
virtually impossible. A fine could be laid only when an offender lit up in an elevator under a large sign that
clearly prohibited smoking, in the presence of an officer, dressed in full uniform. Such a scenario was, of
course, rather unlikely.40
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-4 5) INTIMIDATION TACTICS:
The industry has at its disposal hundreds of law firms, billions of dollars and all the time it needs to fight its
opponents in court. What’s more, it uses the most powerful lobby in history41 to discourage anyone—victims,
journalists, doctors, politicians—from standing up to manufacturers.
n In the United States, nearly 200 law firms are currently working on more than 25 major tobacco cases.42
The company responsible for the industry's public relations and lobbying, the Tobacco Institute, spends
over $20 million a year, employs 120 PR professionals and is described as one of the "most formidable
public relations/lobbying machines in history"43.
n In 1994, Philip Morris filed a $10 billion lawsuit against the television network ABC in connection with a
Day One broadcast on the manipulation of nicotine levels in cigarettes. In order to avoid a long and costly
battle, the network decided to settle out of court. Philip Morris subsequently conceived ads that
misrepresented ABC’s decision as an admission that their report was false, which was not the case. In an
unprecedented move, another network, CBS then pulled the plug on a tobacco report under production for
fear of a similar litigation, even though no threats had been made. 44
n In 1993 Philip Morris sued the Environmental Protection Agency for citing secondary smoke as a
carcinogen. 45
n In current lawsuits regarding the manipulation of nicotine levels in cigarettes, Minnesota state lawyers
requested specific information from the industry. The industry responded by sending them truckloads of
documents on mostly irrelevant topics. According to the presiding judge, if the state lawyers worked 12
hours a day, five days a week, they’d need nine year to sort through the nine million pages delivered. 46 In
the lawsuit against ABC, Philip Morris sent the network’s lawyers one million pages on red paper, a colour
which cannot be photocopied. 47
n When a former B&W researcher, Jeffrey Wigand, became one of the most important witnesses against
the industry, the company hired two public relations consultants to assemble and distribute to both media
and politicians a 500-page dossier containing "a smorgasbord of allegations, large and small" intended to
ruin his reputation. 48
6) BUYING SILENCE AND ALLIES:
Financial dependence has often suppresse d objective stands on tobacco-related issues by organizations that
receive money from the tobacco industry. 49
n Although the U.S. Surgeon General condemned cigarette smoking in 1964, the American Medical
Association refused to endorse this position for the nine years during which it received $18 million from the
industry to subsidize a research program on tobacco. 50
n In the 1970s, cigarette advertising doubled in Time and Newsweek while the number of articles on
smoking and health fell more than 60%. When national medical associations submitted special
supplements on health, both magazines removed every reference to the dangers of smoking, without the
associations' approval51. And in the 1980s, when Newsweek finally published an article on the non-smokers’
rights movement, RJR withdrew its advertising, resulting in a loss of revenue of up to $1 million an issue. 52
n A study of 10 leading women’s magazines showed that those who refuse cigarette advertising published
4 to 21 times more articles on smoking and health. 53
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-5 n To polish its image and soften the opposition, the industry donates to benevolent organizations, some of
which treat victims of tobacco or work with young people. For example, in 1994, Imasco contributed to the
foundations of some 20 Quebec hospitals, the Canadian Red Cross Society, the Society of Toxicology of
Canada, the Canadian Breast Cancer Foundation, Mtl Centraide, Canada World Youth, the Refuge pour
jeunes de Mtl, the Fondation Scoute A.S.C, the Mtl YWCA and YMCA.54
n An organization like the Alliance for Sponsorship Freedom (see Section 2), organized and funded by
the tobacco industry, prevents its members in the arts and sports communities from considering
alternatives to tobacco sponsorship. The industry's objective is to maintain tobacco sponsorship, not to
ensure the survival of cultural or sports events.
7) SCIENTIFIC FRAUD:
Despite its own studies recognizing the harm caused by its products, to both smokers and non-smokers, the
tobacco industry continues to discredit legitimate scientific research55 while it funds or promotes research that
corroborates its own views.
n Following a recommendation from its public relations specialists, the U.S. tobacco industry created the
Council for Tobacco Research to present itself as a board of scientists, and whose purpose is to
"sponsor a public relations campaign" that was entirely "pro-cigarette" 56 (see Section 5).
n When the tobacco industry funds university research, its lawyers and executives take part in the projects
selection. This approach is a violation of normal scientific procedures requiring that proposals be reviewed
by scientists. Professors who receive grants from the industry must also report their findings to it before
seeking publication—which is, again, counter to standard procedures.57
n In order to create an appearance of scientific controversy over the health effects of environmental tobacco
smoke (ETS), the tobacco industry mounts worldwide public relations campaigns 58 (just as it had previously
done to deny the dangers of smoking), 59 citing industry funded, non-peer-reviewed publications 60. For
example, the tobacco industry organizes "scientific" symposiums, like the International Symposium at
McGill University in 1989, 61 for which it rented space on the university campus and selected the 82
participants who would comment on the issue of ETS.
n Among the studies the industry uses to play down the risks of secondhand smoke is a recent European
“scientific” study funded by Philip Morris Europe, British American Tobacco and Rothmans.62 Soon
after the results were released, Philip Morris Europe bought full-page newspaper ads claiming that
inhaling secondhand smoke is less harmful than drinking two glasses of milk a day.63
n The industry constantly lodges complaints against researchers who expose the dangers of smoking and
against the bodies funding their studies. It is currently backing a public campaign to cut the funding granted
by the National Cancer Institute to Dr. Stanton Glantz, who heads the studies on the Brown & Williamson
documents64 (see Section 1).
n Philip Morris has spent more than $1 million funding the magazine Healthy Buildings International.
This organization, which describes itself as impartial consultants on indoor air quality, uses phony science
to promote the tobacco industry’s idea that indoor smoking bans are unnecessary. It is the industry’s main
“scientific” source on this issue. 65
n To keep its scientific studies confidential, Brown & Williamson has for years sent its research findings
to its lawyers. The company then contends that the studies are protected from disclosure in court because
of attorney-client privileges.66
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-6 8) RECRUITING KIDS AND TEENAGERS:
Even today, tobacco manufacturers "vehemently, unequivocally and unilaterally deny any youth-directed
marketing efforts". 67 But their own documents show this to be false.
n To devise their advertising strategies, Canadian manufacturers Imperial Tobacco and RJR have
conducted extensive research on various target youth segments, discussing preadolescents as young as
11 years of age. 68
n The industry privately concedes that its future depends on recruiting young smokers ("If the last ten
years have taught us anything, it is that the industry is dominated by the companies who respond most
effectively to the needs of young smokers") and that its advertising campaigns are designed to respond to
the psychological profiles of young people who are susceptible to start smoking. 69
n To promote its products, the industry has signed deals with movie stars idolized by young people. For
example, Brown & Williamson paid Sylvester Stallone $500,000 to smoke its cigarettes in five of his
movies, including Rambo.70 Meanwhile, Philip Morris invested $350,000 to have Sean Connery, as James
Bond, smoke in at least one movie. 71 Paul Newman and Clint Eastwood are other stars who have personally
benefited from the placement of tobacco products in their films72.
n After automobiles, cigarettes are the most heavily advertised consumer product in North America, 73 with
an annual budget of $6 billion in the United States 74 and $80 million in Canada. 75
n This money pays for misleading campaigns centered on values that are attractive to youth
(independence, athletic proficiency, slim physique, active living, music, women’s liberation, etc.) in order to
promote a product that kills half its regular users through addiction to a lethal product76.
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