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Fat and Fags

When Joe Camel Meets Ronald McDonald?

Janet Hoek

Overview

Brief background to marketing 

Å Its importance to the food and tobacco industries

ÅDifferent products, similar strategies

Emerging strategies

Å Importance of social media

Å Some examples of brand promotions

Why focus on marketing?

Considerable dispute over role played by marketing

ÅPromote brand switching in mature markets?

ÅArgument consistently advanced by tobacco industry

ÅNow put forward by food industry

ÅStimulate primary demand?

ÅIncreases market size, mainly by increasing penetration

ÅMarketing attracts (and keeps) new users

Evidence favours the latter explanation

Letôs be clear about marketing

ñI think arguments like shifting brands are just insulting in 
their shallowness. There is no other category where you can 
spend between £70 million and £100 million and not have an 
effect on protecting or increasing the market. I think 
advertising has certainly slowed down the rate of decline. It 
has certainly helped to introduce new smokers, be they 
women or be they in the Third World. The other thing about 
cigarette advertising, I do think it makes it more difficult for 
health education in that it makes the Governmentôs attitude 
more ambivalent.ò 

David Abbott, Chair Abbott Mead Vickers
http://www.who.int/tobacco/media/en/TobaccoExplained.pdf

Traditional Marketing Strategies

Usually feature in mass media

ÅAlmost inevitably employ television

ÅVery high reach (particularly among young people)

ÅAble to generate considerable brand ñexcitementò

Have made many brands highly salient
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Marketing is more than awareness Marketing is more than awareness

Marketing is more than awareness Marketing is more than awareness

Traditional Marketing Strategies

Television:

ÅDelivered superb reach

ÅGenerated high brand awareness

BUT

ÅAn easy focus for regulatory attention

ÅInformation can be accessed ($ and TARPS)

ÅActivity can be monitored

ÅConcerns can be documented

Industry response - tobacco

Stimulated some concern among industry:

ÅDeveloped self-regulatory codes

ÅInitially CAPS, more latterly the ASA

ÅImposed voluntary constraints

BUT

Å Considerable concern about effectiveness of these measures

ÅTobacco debate continued throughout 1970s and 1980s

ÅEventually SFEA 1990 introduced

ÅCausal warnings ïñA and Kò

ÅBans on advertising and sponsorship

ÅLimited, but not eliminated, tobacco marketing

http://img.scoop.co.nz/stories/images/0705/0591e2f7af2a478c409c.jpeg
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Industry response - food

Concern over food marketing continues

ÅDeveloped self-regulatory codes

ÅTwo ASA codes, and the TBC guidelines

ÅImposed voluntary constraints

BUT

Å Considerable concern about effectiveness of these measures
Åñsays it is a watchdog, but it is empowered to do things so small you need 

a scanning electron microscope to see it.ò 

Gary Ruskin, Commercial Alert

Industry Responses

Why would industry go to this trouble?

ÅConcerned to protect important advertising medium?

ÅAlmost certainly

ÅConcerned to be seen to be responsive to govt and 
social concerns?

ÅAbsolutely

ÅConcerned to deflect attention away from emerging 
areas?

ÅAn interesting possibility 

Emerging Marketing Strategies

ÅTypically involve new technologies:

ÅAre less easily monitored

ÅProvide more flexibility (and thus responsiveness)

ÅOffer greater cost-effectiveness

ÅHave high reach among young people

Seems a bit like a 
marketerôs nirvana!

ÅPromote higher engagementé

Emerging Marketing Strategies

Internet marketing

Å Internet penetration in NZ: 

Å72% of New Zealand 6-13 year-olds have internet access 
from home (BSA, 2008)

ÅMarked change in marketersô use of the internet

ÅInitially, information provision

ÅNow:

ÅInteraction ïa multi-way dialogue

ÅEngagement ïdemarcation between brands and individuals 
broken down

ÅEmpathy ïpromotes excitement, facilitates consumption and 
creates community

Examples from Fast Food/ QSR

A small sample from site but evidence ofé

Åñword of mouseò 

ÅAdvergaming

ÅForwarding advertisements, play things, downloads

ÅStrong reinforcement

ÅHigh scores

ÅPersonality analyses and awards

ÅAbility to collect items on profile page

ÅData collection
ÅDetails for registration

ÅMarket research (parents and children)

Tobacco Marketing

ÅSimilar strategies, different executions

ÅOfficial sites have restricted access or no explicit 
promotions

ÅUnofficial sites develop many marketing opportunities

ÅAttribution of material unclear

ÅBut many images of smoking

ÅMany of these are glamorous, inviting and attractive
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Tobacco Marketing

ÅñBelow-the-radarò advertising 

ÅYou Tube has thousands of videos showing sexy, smoking 
teens

ÅMost show young women partying, talking or assuming 
seductive poses while smoking

ÅKey benefits:

ÅYou Tube is anonymous 

ÅExcellent access to young audience

ÅFree advertising

Based on studies by Becky Freeman and Simon Chapman, 
University of Sydney

Some examples 

ÅYouTube and social media sites ïheavily reliant on 
consumers to provide site content

ÅMillions of people share comments, thoughts, opinions in 
an unregulated setting

ÅReach both inexpensive and extraordinary

Tobacco Marketing

Freeman and Chapman searched ñsmokingò on YouTube 

ÅProduced more than 117 000 relevant video clips

Å Included: 

ÅInstructional clips on how and why to smoke - How to 
smoke a cigarette (27,915 views)

ÅScantily clad young women - Sexy smoking bad girl  
(182,099 views)

ÅClips of celebrities smoking - Smoking Celebrities - Part 1 
(30,780 views)

Tobacco Marketing

Also evident in other social media

Tobacco marketing Tobacco marketing
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Tobacco Marketing

Chat rooms

ÅCamel No 9 cigarette 

ÅContributors to chat rooms discussed the packaging: 

ñwith me being female and all, I have to say that the box 
and the pink foil inside are appealing, as is the actual 
look of the cigarette itselféthe pink foil and the pink 
decor on the cigarette is adorableò

Final Commentsé

ÅMarketing moving to a highly integrated media model

ÅFocus on advertising and traditional media insufficient

ÅMarketing communications focus on social attributes

ÅProvide a key medium for defining, expressing and 
communicating identity

ÅMany marketing communications difficult to monitor

ÅNeed to focus on bringing these above the radar


