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brand 
celebrity endorsements for, 81
 
gender and, 234
 
health warnings mandated for, 307
 
marketing expenditures, 129–130, 130t, 133
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freedom of, 295, 310, 399, 603 (See also First 


Amendment) 
sponsorships, 179–209
 

blue-collar market, 154–155
 
branding and, 64
 
effects on consumer perceptions and sales, 


187–189, 202–203
 
effects on tobacco control policy, 189
 
ethnic-oriented, 162–163
 
EU ban on, 312–313
 
expenditures on, 184
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protests against, 161–162, 171
 

tar ratings, disclosure of, 308–309
 
Tar Wars program (AAFP), 444
 
tar yield
 

brand image and, 56
 
deceptive advertising and, 77
 
FTC measurement of, 308–309
 

taxes
 
antitobacco programs funded by, 525, 528–529, 


531–532, 562–563
 
state initiatives and referenda on, 584, 592, 


619–626
 
TCPA (Tobacco Products Control Act), 311
 
Teague, Claude, 232
 
Technical Advisory Committee on Nonsmoking 


and Health (TACNH), 552
 
technological innovation, 27, 611–612
 

as legislative ambiguity, 86
 

650 



      

 

M o n o g r a p h 1 9 . T h e R o l e o f t h e M e d i a 

news media and, 330, 349
 
Teenage Attitudes and Practices Surveys, 215, 234
 
Telecommunications Act of 1996, 408
 
telecounseling services, 467
 
telephone advertising, FTC definition of, 104–105
 
television
 

changing face of, 611
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