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expenditures on, 120, 122¢, 133
FTC definition of, 103
to military service members, 153
price elasticity of demand, for cigarettes, 120
price promotions, 269
price sensitivities, 120, 150, 506
pricing decisions, 269
print media, 358. See also magazine(s);
newspaper(s)
for smoking cessation, tailored, 465, 468
print media advertising. See also magazine
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Quebec Court of Appeal (Canada), 311-312
Quebec Superior Court trial (Canada), 57
Question 1 (Massachusetts), 584, 586, 587¢, 590¢
Question 4 (Nevada), 584
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Smokeless Tobacco Act, 302-303
smokeless tobacco industry. See also specific
brand
celebrity endorsements for, 81
gender and, 234
health warnings mandated for, 307
marketing expenditures, 129-130, 130¢, 133
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social responsibility
social science, 39-40
social smokers, 61
social support, in smoking cessation programs,
466-467
social values, marketing targeted at, 199
societal alignment, 198
societal level, media effects at, 41-42
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tobacco use prevalence and, 42-43, 598, 607
sociology, 3940
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segmentation; specific target
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self-regulation of, 79-82, 87, 401
state lawsuits against, 565-569
television industry and, 363, 392
youth smoking prevention campaigns, 150,
204, 469, 520, 522, 536, 553, 570-571, 602
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media-effects research, 276
news coverage, 342
No Smoking Day, 442, 534
smoking cessation programs, 5004, 507-508,
534
surreal advertising, 68-74, 85
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U.S. Department of Justice (DOJ), RICO Act
violations lawsuit, 101, 213
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school-based programming, 490
smoking cessation program, 507
VIBE (magazine), 161
Viceroy (brand), 162
video advertising, FTC definition of, 102, 105
video games, 358
as advertising vehicle, 112-114, 601
content analysis of, 398
violence in, 398
Vierthaler, Bonny, 444
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Wilson, Rip, 564
Winfield (brand), 59
Winston (brand)
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