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population-based studies, 484, 501, 509-535, 609.
See also specific study
comprehensive antitobacco programs, 527-533
design and context of, 481
longitudinal, 510-516, 530
methodology, 510-512, 535
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pre-quitters, 87
price competition, 269
price discounts, 150, 599
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segmentation by, 56-57, 59, 144-145, 160-165
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rhythm of the business, 60
RICO (Racketeer Influenced and Corrupt
Organizations) Act, 76, 101
Rio (brand), 162
risk perception, health behavior and, 30
risk reduced claims, deceptive advertising and, 78
risk taking theme, 148, 222-225, 278, 373
Ritz (brand), 148, 155
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by tobacco industry, 79-82, 87, 401
sensation seeking theme, 34, 222-225, 278
SES. See socioeconomic status
sex appeal, as advertising theme, 217-221, 278
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tobacco use in movies and, 371, 373
social costs, as rationale for regulation, 75, 87
social determinants, 35

social influences, controlling for, 238-239, 256,
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591¢, 619-626
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Tobacco Control Monograph 9, 128
Tobacco Control Monograph 16, 550
Tobacco Control Monograph 19
chapter overviews and conclusions, 10-20
major conclusions, 9-10
organization of, 8-9
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Tobacco Industry Labor Management Committee,
552
Tobacco Industry Research Committee (TIRC), 76
Tobacco Industry Testing Laboratory, 308
Tobacco Institute
news coverage, 346
opposition to state initiatives, 620-621
response to state tobacco control programs,
552-554, 557, 565
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media-effects research, 276
news coverage, 342
No Smoking Day, 442, 534
smoking cessation programs, 500, 507-508,
534
surreal advertising, 68-74, 85
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