Preface
The work presented in the National Cancer Institute’s Tobacco Control Monograph 19,
The Role of the Media in Promoting and Reducing Tobacco Use, is the most current and
comprehensive distillation of the scientiﬁc literature on media communications in tobacco
promotion and tobacco control. This ambitious effort to synthesize the science bridged
the disciplines of marketing, psychology, communications, statistics, epidemiology, and
public health and represents the combined efforts of ﬁve scientiﬁc editors, 23 authors,
and 62 external peer reviewers.
The six main parts of this monograph deal with aspects of media communications relevant
to tobacco promotion and tobacco control. Part 1, an overview, frames the rationale for
the monograph’s organization and presents the key issues and conclusions of the research
as a whole and of the individual chapters. This section describes media research theories
that guided this assessment of the relationship between media and tobacco use, which can
be viewed as a multilevel issue ranging from consumer-level advertising and promotion to
stakeholder-level marketing aimed toward retailers, policymakers, and others.
Part 2 further explores tobacco marketing—the range of media interventions used by
the tobacco industry to promote its products, such as brand advertising and promotion,
as well as corporate sponsorship and advertising. This section also evaluates the evidence
for the inﬂuence of tobacco marketing on smoking behavior and discusses regulatory and
constitutional issues related to marketing restrictions.
Part 3 explores how both the tobacco control community and the tobacco industry have
used news and entertainment media to advocate their positions and how such coverage
relates to tobacco use and tobacco policy change. The section also appraises evidence of the
inﬂuence of tobacco use in movies on youth smoking initiation. Part 4 focuses on tobacco
control media interventions and the strategies, themes, and communication designs
intended to prevent tobacco use or encourage cessation, including opportunities for new
media interventions. This section also synthesizes evidence on the effectiveness of mass
media campaigns in reducing smoking. Part 5 discusses tobacco industry efforts to diminish
media interventions by the tobacco control community and to use the media to oppose state
tobacco control ballot initiatives and referenda. Finally, Part 6 examines possible future
directions in the use of media to promote or to control tobacco use and summarizes research
needs and opportunities.
Key lessons from this volume can inform policymakers as well as scientists and practitioners.
Most critical from a policy standpoint is the conclusion, supported by strong evidence, that
both exposure to tobacco marketing and depictions of tobacco in movies promote smoking
initiation. A fundamental theme throughout this monograph is the dynamic interplay
between tobacco promotion and tobacco control, whereby action in one area produces change
in the other. For example, when limits have been placed on tobacco promotion, the tobacco
industry typically has resisted, evolving alternative strategies to effectively reach current and
potential smokers with media messages that promote its products.
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In the United States in 2005—the same year in which 2.7 million American adolescents
aged 12 to 17 used cigarettes in the past month1 and 438,000 Americans died prematurely
from diseases caused by tobacco use or secondhand smoke exposure2—the tobacco industry
spent $13.5 billion (in 2006 dollars) on cigarette advertising and promotion,3 an average
of $37 million per day. The tobacco industry continues to succeed in overcoming partial
restrictions on tobacco marketing in the United States, and tobacco marketing remains
pervasive and effective in promoting tobacco use. Efforts to curb the depiction of tobacco
use in movies have increased in recent years, and the evidence reviewed here indicates
that progress in this area could be expected to translate into lower rates of youth smoking
initiation in the future.
Strong evidence indicates that media campaigns can reduce tobacco use. This underscores
the importance of adequately funding mass media campaigns and of protecting them from the
tobacco industry’s efforts to impede them. The monograph provides guidance about the types
of media campaign messages that are most and least likely to perform well.
This volume highlights the complexities of assessing the media’s inﬂuence on tobacco-related
attitudes and behavior. The ubiquity of the media means that randomized controlled trial
designs are typically not feasible, so other study approaches must be used to assess causality
of associations between exposures and outcomes. Accordingly, a vast range of research—
from experimental forced-exposure studies in the laboratory to survey and cohort studies of
populations—is reviewed.
The monograph editors hope that the evidence gathered and synthesized in this volume
will facilitate progress in tobacco control in the United States and throughout the world.
This review should be a valuable resource for those seeking to understand the effects of
tobacco promotion and tobacco control media campaigns in their own jurisdictions as well as
those charged with implementing aspects of the Framework Convention on Tobacco Control.
Finally, this monograph contributes to a broader understanding of the media’s past and
potential roles to exacerbate or ameliorate other major public health problems of our time.
The Scientiﬁc Editors of Monograph 19
R.D., E.G., B.L., K.V., and M.W.
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