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Marketing tobacco to New Zealand women: 8 ways to reflect
on “World No Tobacco Day”

Background—This year’s “World No Tobacco Day” on 31 May 2010

(“World Smokefree Day” in New Zealand) focuses on how tobacco is marketed to
women.' This topic is particularly relevant given the current inquiry by the Maori
Affairs Select Committee into tobacco issues” and the very high smoking prevalence
among Maori women.”

Prior to middle age, the health consequences of women smoking are more serious
than those caused by male smokers. This is because of the impacts of smoking in
pregnancy to the fetus (e.g., perinatal mortality, low birth weight, preterm delivery
etc)” and the effects of exposing infants and children to second-hand smoke (e.g.,
sudden infant death syndrome and asthma). Such impacts are experienced
disproportionately by Maori.

Evidence from the United States reveals tobacco companies have a long history of
marketing to women and brands such as Virginia Slims, Eve, Satin, Capri, and Misty
were specifically designed to appeal to women.” Overt targeting of women led the US
Surgeon General to conclude that “tobacco industry marketing is a factor influencing

susceptibility to and initiation of smoking among girls”.*

Evidence that tobacco companies have systematically and successfully recruited
female smokers has prompted us to investigate tobacco marketing to girls and women
in New Zealand, an area that has previously been analysed only very brieﬂy.6

Methods—We searched for relevant New Zealand literature (Medline) and survey
data (e.g., the Ministry of Health website). We also analysed mentholated tobacco use
data from the ITC Project survey. This is a national survey of 1376 New Zealand
adult (18+ years) smokers surveyed between March 2007 and February 2008. Wave
two in the subsequent 12 months involved 923 respondents. Further detail on the
survey methods are available in an online Methods Report’ and in publications.®”

In addition we re-examined a collection of discarded cigarette packs obtained for
other research purposes (with the methodology detailed elsewhere'®'"). Further
contextual data came from a search of tobacco products for sale via online retail
websites,'? ' and hand searching imported magazines held in Wellington Central
Library (May 2010). We used a variant of the “five Ps” of marketing as employed by
British American Tobacco in the UK (i.e., product, price, place, promotion and
palckalging)14 to consider how tobacco companies’ marketing might reach New
Zealand women.

Results and Discussion—In total, we identified at least eight mechanisms used to
market tobacco products to New Zealand women (see Table 1). These covered four of
the “five Ps” of marketing in the framework used (i.e., not particularly “place”).
Given the advertising and sponsorship restrictions contained in the Smoke-free
Environments Act 1990 (SFEA), persistent marketing represents “policy incoherence”
that we have previously discussed."
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We document practices that we believe contravene at least the spirit of the SFEA and
suggest how these might be addressed (see Table 1).

Table 1. Likely mechanisms for marketing of tobacco products to women in New

Zealand

Marketing mechanism

Detail

Possible solutions

Promotion — retail
marketing

Retailers throughout NZ continue to display both “unisex” and
female-oriented brands in their shops (see Figure 1 for an
example). Tobacco products targeted at women are also
promoted on NZ-based websites (e.g., the female-oriented
brand “Cameo Mild”'?).

NZ could follow international
best practice and ban point-
of-sale tobacco displays
(currently under consideration
in NZ'%). See also below for
introducing standardised plain
packaging.

Promotion — magazine
advertising

Fashion magazines imported into NZ contain tobacco
advertising directed at women e.g., advertisements in Vogue
magazine (US edition) depict a woman smoking “Davidoff
Slims” (a brand available in NZ). Various unisex brand
advertisements include white coloured packs (e.g., “Dunhill
fine cut” in Interview magazine) and have “lights” descriptors
that may be more attractive to women (see below). Even
imported non-fashion magazines (e.g., Entertainment Weekly)
contain advertisements that show women smoking.

The NZ Government could
promote standardised plain
packaging internationally
e.g., via the Framework
Convention on Tobacco
Control.

Packaging — brand names

“Vogue Bleue” has recently become available in NZ. This
name is likely to appeal to women, particularly given its link
with the major women’s fashion magazine, Vogue. The pack
design and cigarette shape (see below) is consistent with a
female audience (see Figure 1). Other brand names on sale in
NZ currently that are likely to have been designed to appeal to
female market segments include: “Topaz”, “Dunhill Essence”
and “Cameo” (see details below).

The NZ Government could
adopt standardised plain
packaging as planned for
Australia'” where brand
names will be displayed using
a small standard font. Ideally
this would be combined with
larger pictorial health
warnings.

Packaging — light and mild
descriptors and associated
pack colouring

Our ITC Project (wave 1) found higher reported use of
“lights” among women compared to men (27.2% vs 18.5%)."*
This pattern is consistent with international data.'’ *° The
marketing of “lights” continues in NZ using words such as
“subtle” and “mellow” and colour coding of packs, such as
blue colouring for former brands of “lights”.'’ Furthermore, in
some NZ settings the words “light” and “mild” continue to be
used (e.g., the Woolworths website'? as of May 2010), which
is counter to the ruling by the Commerce Commission in
2008.%' As has been well-documented, the terms “light” and
“mild” deceptively suggest particular brands or variants are
less harmful, and so may inhibit cessation attempts by
appearing to provide less harmful alternatives to regular
variants.'®

As above for standardised
plain packaging (for which
there are strong public
health arguments™).

Packaging — pack design
& colouring

As well as the brand names used, other elements of package
design are likely to appeal to women. For example, the purple
colours used on the “Vogue Bleue” pack (Figure 1) may have
female connotations and purple is the predominant colour on
the front of “Topaz” packs. The elegant pack design of
“Davidoff Slims” (a tall thin octagonal shaped pack), and the
packs of “Dunbhill Essence” (atypically small in size and
white/or dark red colouring) are also likely to appeal to
women. The “Cameo” brand includes a cameo broach type
image of a female head silhouette and associated wording

As above for standardised
plain packaging.
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Marketing mechanism

Detail

Possible solutions

“satin tipped”. Although pink coloured packs are used
elsewhere for marketing tobacco to women,23 we did not
identify these colours in our pack collection.

Product — “menthols”

Our new analysis of ITC Project data (wave 1) indicated
higher prevalence of menthol use (mentholated factory-made
cigarettes and RYO tobacco) among women compared to men
(20.0% vs 5.0%, odds ratio = 4.74, 95% confidence interval =
2.71 — 8.32). Furthermore, we found that menthol smokers
were significantly more likely than other smokers to believe
that menthol cigarettes are less harmful than regular cigarettes
(wave 2 data). This is a misperception, given that the data
generally indicates that menthols are at least as dangerous as
their non-mentholated counterparts.** The marketing of
menthols may therefore work in a similar way to “lights” by
providing an alternative to quitting for health conscious
(mainly women) smokers.

The NZ Government could
consider banning all
additives to tobacco
products on precautionary
health grounds (including
menthol but also sugars,
flavours etc).

Product — cigarette design

The extra thin cigarettes in brands such as “Vogue Bleue”
(Figure 1), “Davidoff Slims” (see an online advertisement™),
and “Dunhill Essence” (which has the word “superslims” on
the side), are likely to appeal to women concerned about their
weight or health, or who see these brands as associated with
“elegance” (a claim implied in “Davidoff Slims”
advertisements featured in Vogue magazine).

Regulations could set
standardised cigarette
characteristics (to go with
standardised plain
packaging).

Price - RYO & price
discounts

NZ women have significantly lower average incomes than
men”® and thus may be more attracted to lower priced tobacco
and to price discounts. Indeed, women who smoke roll-your-
own (RYO) are more likely to cite price as a reason for their
choice than men (76.8% vs 72.9%),”’ though the overall
prevalence of RYO use is similar to that for men.*® This
pattern of a significantly higher price reason by women was
also evident in our Wave 1 ITC Project data for RYO usage
reasons [unpublished data].

Minimum pricing could be
established (an approach
some countries have taken
with alcohol — as detailed
in a recent NZ Law
Commission Reportzg).

Unclear marketing mechanisms (potentially require further research)

Promotion — via product
placement?

Product placement of branded tobacco products in movies has
been documented.”® Some of the brands shown in
internationally popular movies™ ' are also available on the
NZ market and some could be considered to be either unisex
brands or have relatively high female appeal (e.g., light
variants of “Marlboro”). More generally, the occurrence of
smoking in movies and television is problematic, given that it
is common (including for Nz 33) and because it is a risk
factor for smoking in youth. There is even NZ data indicating
that viewing R-rated films is associated with current smoking
by adolescents®* and for television viewing in childhood and
adolescence and subsequent adult smoking.*

Assigning a high “R”
rating to movies that
contain smoking has been
proposed as an
intervention.*

Promotion — internet?

Some promotion of smoking by women on the internet is quite
overt (e.g., this online advertisement:zs). Also several authors
have provided evidence for tobacco marketing to youth that
occurs on the internet.”” > Of note is the potential difficulty in
determining if associations are unintentional or contrived e.g.,
the YouTube video called “Vogue” with the pop diva
Madonna and some smoking content Visible,40 and the
international availability of the “Vogue” cigarette brand
(Figure 1). Nevertheless, we lack detailed data on the
promotion of NZ-available brands in various internet domains
(besides NZ online shopping sites'” ).

The NZ Government could
promote standardised plain
packaging internationally
e.g., via the Framework
Convention on Tobacco
Control.
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Figure 1. Packet of ‘“Vogue Bleue’ with extra thin cigarettes purchased in a New
Zealand dairy (May 2010)

Conclusions—This brief analysis identified at least eight mechanisms used to market
tobacco to New Zealand women. The persistence of marketing despite the current law
(SFEA) is a major concern, given the size of the tobacco epidemic in New Zealand,
the particular harm being done to Maori women, and the harm to fetuses, infants and
children. We favour a rapid endgame solution to the tobacco epidemic, involving a
sinking lid on sales, and progressing to a complete end of sales in 10 yealrs.41
Nevertheless, while such a solution is in progress, it is also appropriate for
government to consider the specific measures outlined in the Table above, as the
evidence suggests these will ameliorate the harms caused by tobacco marketing.

Nick Wilson*l, Janet Hoekz, Jo Peacel, Heather Gifford® , George Thomsonl,
Richard Edwards'

'Department of Public Health, University of Otago, Wellington
*Department of Marketing, University of Otago, Dunedin
*Whakauae Research Services, Whanganui

Correspondence: nick.wilson@otago.ac.nz

NZM]J 28 May 2010, Vol 123 No 1315; ISSN 1175 8716 Page 87
URL: http://www.nzma.org.nz/journal/123-1315/4141/ ©ONZMA



Competing interests: Although we do not consider it a competing interest, for the sake of full
transparency we note that some of the authors have undertaken work for health sector agencies working
in tobacco control.

Acknowledgements: The ITC Project New Zealand team thank: the interviewees who kindly
contributed their time; the Health Research Council of New Zealand which has provided the core
funding for this Project; and our other project partners (see: http://www.wnmeds.ac.nz/itcproject.html).
We thank Michael Roberts (Digital Media Production, University of Otago, Wellington) for the
photography.

References:

1. World Health Organization. World No Tobacco Day 2010. Theme: Gender and tobacco with
an emphasis on marketing to women. Geneva: World Health Organization, 2009.
http://www.who.int/tobacco/wntd/2010/announcement/en/index.html

2. New Zealand Parliament. Inquiry into the tobacco industry in Aotearoa and the consequences
of tobacco use for Maori, 2009. http://www.parliament.nz/en-
NZ/PB/SC/BusSum/e/1/6/00DBSCH_INQ 9591 1-Inquiry-into-the-tobacco-industry-in-
Aotearoa-and.htm

3. Ministry of Health. Tobacco Trends 2008: A brief update of tobacco use in New Zealand.
Wellington: Ministry of Health, 2009.
http://www.moh.govt.nz/moh.nsf/pagesmh/908 1/$File/tobacco-trends-2008.pdf

4. US Department of Health and Human Services. Women and smoking: a report of the Surgeon
General - 2001. Washington DC: US Department of Health and Human Services, 2001.
http://www.cdc.gov/tobacco/data_statistics/sgr/2001/complete report/index.htm

5. Toll BA, Ling PM. The Virginia Slims identity crisis: an inside look at tobacco industry
marketing to women. Tob Control. 2005; 14: 172-80.

6. Ministry of Women’s Affairs. Women & Smoking: Policy Discussion Paper Number 2.
Wellington: Ministry of Women’s Affairs, 1990.

7.  Wilson N. Methods report for the New Zealand arm of the International Tobacco Control
Policy Evaluation Survey (ITC Project) (Updated 2009). Wellington: University of Otago,
Wellington, 2009. http://www.wnmeds.ac.nz/itcproject.html

8. Wilson N, Blakely T, Edwards R, et al. Support by New Zealand smokers for new types of
smokefree areas: national survey data. N Z Med J. 2009; 122: 80-9.

9. Wilson N, Weerasekera D, Edwards R, et al. Characteristics of smoker support for increasing
a dedicated tobacco tax: National survey data from New Zealand. Nicotine Tob Res. 2010; 12:
168-73.

10. Peace J, Wilson N, Hoek J, et al. Survey of descriptors on cigarette packs: still misleading
consumers? N Z Med J. 2009; 122(1303): 90-6.

11. Wilson N, Thomson G, Edwards R, et al. Estimating missed government tax revenue from
foreign tobacco: survey of discarded cigarette packs. Tob Control. 2009; 18: 416-8.

12. Woolworths. Woolworths Online Shopping.
http://www.woolworths.co.nz/HomeShopping/Shop.aspx (Accessed 24 May 2010).

13. Regency. Regency Tax & Duty Free. http://www.regency.co.nz/aryana/index.cfm (Accessed
24 May 2010).

14. British American Tobacco. Modern tobacco marketing. (Updated 7/5/2010).
http://www.bat.com/group/sites/uk__3mnfen.nsf/vwPagesWebLive/DO78BDW 6?0opendocum
ent&SKN=1

15. Wilson N, Thomson G, Blakely T, et al. A new opportunity to eliminate policy incoherence in
tobacco control in New Zealand. N Z Med J. 2010;123(1311):89-92.

16. Ministry of Health. Proposal to ban tobacco retail displays in New Zealand. Wellington:
Ministry of Health, 2010. http://www.moh.govt.nz/moh.nsf/indexmh/proposal-to-ban-
tobacco-retail-displays-in-nz

NZMJ 28 May 2010, Vol 123 No 1315; ISSN 1175 8716 Page 88
URL: http://www.nzma.org.nz/journal/123-1315/4141/ ©ONZMA



17.
18.

19.

20.

21.

22.

23.
24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

Chapman S, Freeman B. The cancer emperor's new clothes. BMJ. 2010; 340: 1035.

Wilson N, Weerasekera D, Peace J, et al. Misperceptions of "light" cigarettes abound: national
survey data. BMC Public Health. 2009;9:126.

Borland R, Yong HH, King B, et al. Use of and beliefs about light cigarettes in four countries:
findings from the International Tobacco Control Policy Evaluation Survey. Nicotine Tob Res.
2004; 6 Suppl 3: S311-21.

Cummings KM, Hyland A, Bansal MA, et al. What do Marlboro Lights smokers know about
low-tar cigarettes? Nicotine Tob Res. 2004; 6 Suppl 3: S323-32.

Commerce Commission. Media Release: Consumers warned ‘light’ and ‘mild’ tobacco likely
to be just as deadly as regular strength. Wellington: Commerce Commission, 2008.

Freeman B, Chapman S, Rimmer M. The case for the plain packaging of tobacco products.
Addiction. 2008; 103: 580-90.

Freeman B. USA: not so pretty in pink. Tob Control. 2007; 16: 75-6.

Giovino GA, Sidney S, Gfroerer JC, et al. Epidemiology of menthol cigarette use. Nicotine
Tob Res. 2004; 6 Suppl 1: S67-81.

Online advertisement. http://21goweb.com/tinnitus-forum/index.php?topic=8912.new
(Accessed 24 May).

Statistics New Zealand. New Zealand Income Survey: June 2009 quarter. Wellington:
Statistics New Zealand, 2009.

http://www.stats.govt.nz/browse_for_stats/work_income and_spending/Income/NZIncomeSu
rvey_HOTPJun09qtr.aspx

Ministry of Health. Tobacco Trends 2008: A brief update of tobacco use in New Zealand.
Appendix 1: Online data tables of the 2008 New Zealand Tobacco Use Survey. Wellington:
Ministry of Health, 2009. http://www.moh.govt.nz/moh.nsf/indexmh/tobacco-trends-2008-
appendix|

Ministry of Health. Tobacco Trends 2006: Monitoring tobacco use in New Zealand.
Wellington: Ministry of Health, 2006.

http://www.moh.govt.nz/moh.nsf/by+unid/152B30631 AC2E55DCC2572450013FESE?Open
New Zealand Law Commission. Alcohol In Our Lives: Curbing the Harm (NZLC R114).
Wellington New Zealand Law Commission, 2010.
http://www.lawcom.govt.nz/ProjectReport.aspx ?ProjectID=154

Sargent JD, Tickle JJ, Beach ML, et al. Brand appearances in contemporary cinema films and
contribution to global marketing of cigarettes. Lancet. 2001; 357: 29-32.

Lyons A, McNeill A, Chen Y, et al. Tobacco and tobacco branding in films most popular in
the UK from 1989 to 2008. Thorax. 2010; 65: 417-22.

McGee R, Ketchel J. Tobacco imagery on New Zealand television 2002-2004. Tob Control.
2006; 15: 412-4.

Gale J, Fry B, Smith T, et al. Smoking in film in New Zealand: measuring risk exposure.
BMC Public Health. 2006; 6: 243.

Laugesen M, Scragg R, Wellman RJ, et al. R-rated film viewing and adolescent smoking. Prev
Med. 2007; 45: 454-9.

Hancox RJ, Milne BJ, Poulton R. Association between child and adolescent television
viewing and adult health: a longitudinal birth cohort study. Lancet. 2004; 364: 257-62.

Anderson SJ, Millett C, Polansky JR, et al. Exposure to smoking in movies among British
adolescents 2001-2006. Tob Control. 2010; [E-publication 2 March].

Hong T, Cody MJ. Presence of pro-tobacco messages on the Web. J Health Commun. 2002; 7:
273-307.

Freeman B, Chapman S. Is "YouTube" telling or selling you something? Tobacco content on
the YouTube video-sharing website. Tob Control. 2007; 16: 207-10.

Kim K, Paek HJ, Lynn J. A content analysis of smoking fetish videos on YouTube: regulatory
implications for tobacco control. Health Commun. 2010; 25: 97-106.

NZM]J 28 May 2010, Vol 123 No 1315; ISSN 1175 8716 Page 89
URL: http://www.nzma.org.nz/journal/123-1315/4141/ ©ONZMA



40. Madonna. Madonna - Vogue (video). http://www.youtube.com/watch?v=GuJQSAiODq]I .
(Accessed 8 May 2010).

41. Wilson N, Edwards R, Blakely T, et al. Submission to the: Inquiry into the tobacco industry in
Aotearoa and the consequences of tobacco use for Maori. Wellington: University of Otago,
Wellington, 2009. http://www.parliament.nz/NR/rdonlyres/EA7TDEFFA-0AFF-4CC8-85C6-
CD5B805D34C9/128156/49SCMA_EVI 00DBSCH _INQ 9591 1 A31755_UniversityofO.p
df

NZMJ 28 May 2010, Vol 123 No 1315; ISSN 1175 8716 Page 90
URL: http://www.nzma.org.nz/journal/123-1315/4141/ ©ONZMA



