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1880: The Automation of the cigarette 
Manufacturing 

 In 1881, James Bonsack 
invented the automated 
tobacco rolling machine 
that ushered in the mass 
production of cigarettes.  
The Bonsack device could 
make 200 cigarettes per 
minute, about 60 times 
faster than a skilled hand 
roller.  The new machinery 
displaced more than 700 
employees at Buck Duke's 
(American Tobacco) 
factories in Durham and 
New York. 



1913:Introduction of Modern Blended 
Cigarette 

R. J. Reynolds introduced Camel cigarettes which used a blend 
of tobaccos, including flue cured varieties which were mild 

enough to inhale.  The ability to inhale smoke directly into the 
airways changed smoking from a custom to an addiction.  



1914-1918: World War I 

Soldiers in World War I 
received a weekly ration of 50 
cigarettes.  Thousands upon 
thousands of ‘Doughboys’ 
returned from the European 
front as regular smokers, 
addicted to cigarettes. 
Tobacco and smoking 
cigarettes were viewed as 
patriotic by the general public.  
And General John J. Pershing, 
commander-in-chief of the 
American forces in France in 
1917, called tobacco 
"indispensable to the daily 
ration".   “You ask me what we 
need to win this war.  I answer 
tobacco, as much as bullets.”  
.  



1920:The Roaring 20’s 

Spurred by the instant coast to coast success of blended 
cigarette brands such as Camel, Lucky Strike and Chesterfield, 

the cigarette companies expended millions of dollars each year 
on advertising and promotion campaigns to encourage smoking 

and to win market share. 



1929: Marketing to Women 

In the 1920s smoking was rare among women.  However, passage of the 
19th Amendment ushered in new freedoms and smoking in public became 

symbolic of women’s new role in society. American Tobacco tapped into 
the women’s cigarette market with the classic slogan “Reach for a Lucky 

instead of a Sweet.”  



Mass Marketing  

Many magazine, with a few exceptions such as Reader’s Digest, 
featured cigarette advertisements that pictured celebrities 
including opera singers, athletes, doctors and movie stars. 



Mass Marketing: Billboards  

The Camel cigarette Billboard in New York’s Times square was a 
symbol of dominance of cigarette marketing that was pervasive. 



Mass Marketing: Comics  

R.J. Reynolds ran advertisements in the Sunday Funnies. 



Mass Marketing: Celebrity  

In the 1930’s the Golden Age of Hollywood movie theaters were 
crucial venues for tobacco advertisements. Movie stars were 

highly influential as smoking role models. 



Mass Marketing: Health Claims 

Cigarette companies used health themes in many of their 
advertisings. 



Mass Marketing: Sports Stars 

Sports heroes of the day were used to market cigarettes. 



1940: World War II 

The number of cigarette 
smokers skyrocketed during 
WW II.  Cigarettes were 
included in G.I. rations and 
they were distributed free of 
charge at military bases and 
hospitals.  Patriotic advertising 
themes such as “Lucky Strike 
Goes to War” were common..  



1953: Tobacco Industry Research 
Committee (T.I.R.C.) 

In December 1953, the tobacco companies were called to meet at the Plaza 
hotel in New York City in order to plan their response to mounting scientific 

evidence implicating smoking as the cause of disease.  They retain public 
relations giants Hill & Knowlton to organize a public information campaign 

that was to be positive in nature and entirely “pro-cigarette.” 



1954: Tobacco Industry Denies Health 
Risks 

A Frank Statement to Smokers was 
published in more than 400 
newspapers in January, 1954.  The 
companies made three pledges to 
reassure their customers that they 
were tracking the emerging 
evidence linking smoking and 
cancer.  
•   “We accept an interest in 

people's health as a basic 
responsibility, paramount to 
every other consideration in 
our business.    

• We believe the products we 
make are not injurious to 
health.  

• We always have and always will 
cooperate closely with those 
whose task it is to safeguard 
the public health."   



Filter Cigarettes 
 

The sale of filter tip cigarettes took off in the 1950s.  By naming their 
filters with pseudo-technological and comforting phrases such as: 
Selectrate, Micronite, Dual Filter and Miracle Tip, the companies 

were selling more than just cigarettes. They were selling the promise 
of safety.  Filtering tar and nicotine from the smoke became an 

industry fetish.  In spite of the fact there was no standard protocol 
for measuring cigarette yield until the 1967 F.T.C. 



Filter Cigarettes 
 

In 1957, Ed Darr, President of RJR, wrote to Paul 
Hahn, President of American Tobacco, that the 
T.I.R.C. had been an effective “defensive 
operation”. 
 But to move forward the industry needed to 
establish an organization to speak with a unified 
voice to the general public and the government.   
The Tobacco Institute was formed a few months 
later in 1958.  The Institute and the C.T.R. 
(Council for Tobacco Research which had been 
the T.I.R.C.) were both disbanded in 1998, as a 
condition of the Master Settlement Agreement 
among the States and the cigarette companies.      
Neither of these organizations ever admitted 
that smoking caused cancer. 



1964 Low Tar Cigarettes 

Five days before the release of the 1964 Surgeon General's report 
American Tobacco marketed the first supposedly low yield cigarette, 

Carlton.  It featured the air vented filter.   
In 1966, Lorillard Tobacco introduced True, and True menthol.  By the 
1970s all of the major cigarette manufacturers had low tar and light 

brands.  



1964: Psychological Crutch 



1968: Truth Squad 

The Tobacco Institute 
spokespeople spread the 
industry message of ‘doubt 
about the health charge’ 
from coast to coast by way of 
radio, television and live 
appearances. Known as the 
'Truth Squad' these public 
relations professionals did 
their best to present the 
‘other side’ of the so-called 
Cigarette Controversy 



1972: Creating Doubt 
The Industry’s 20-year public 
relations campaign to “cast doubt on 
the health charge’ had been 
successful according to a 1972 
Tobacco Institute memo.” 
"For nearly twenty years, this 
industry has employed a single 
strategy to defend itself on three 
major fronts --- litigation, politics, 
and public opinion.  It has always 
been a holding strategy, consisting of 
creating doubt about the health 
charge without actually denying it."         
"On the litigation front for which the 
strategy was designed, it has been 
successful.  While we have not lost a 
liability case, this is not because 
juries have rejected the anti-smoking 
arguments." 



1971: Sponsorships 

After cigarette ads went off the airways in 1971, the cigarette 
companies increased their sponsorship of sporting and cultural 

events. Philip Morris sponsored the Virginia Slims Tennis 
tournaments.  In 1972, NASCAR renamed its Cup Series the Winston 

Cup Series. 



1979: Attack on the Surgeon General 
Seeking to neutralize the impact of the 
1979 Surgeon General report, a special 
15th anniversary edition, the Tobacco 
Institute executed a high profile 
counter-event at the Mayflower Hotel 
in Washington the day before the 
report was released.  At the press 
conference TI  spokesman Bill Dwyer 
lashed out at H.E.W. Secretary Joe 
Califano.   
“In an apparent attempt to bring some 
science to the side of his new 
evangelism, the former three-pack-a-
day Secretary told the Surgeon General 
to prepare a new Report.  Its issuance, 
an internal HEW memo said, ‘would be 
a media event.’ Turning a significant 
health question into a publicity stunt is 
an insult to serious science.” 



1981: Movie Product Placement 

After cigarette ads went off the airways in 1971, the cigarette 
companies increased their sponsorship of sporting and cultural 

events. Philip Morris sponsored the Virginia Slims Tennis 
tournaments.  In 1972, NASCAR renamed its Cup Series the Winston 

Cup Series. 



1982: Clean Indoor Air Resarch 

September 4, 1987 Center for Indoor Air Research memo on accounting procedure.  
"If Institute (Tobacco Institute) staff or outside counsel mandates material changes in 
these assumptions in order to make the C.I.A.R. appear more separate from The 
Institute, additional accounting office staff may be required to handle C.I.A.R. 
accounting and administration."   
"The Center will be located in Washington, D.C. but not in the same building as The 
Institute.  All equipment/furniture on the premises will be the property of the 
Tobacco Institute and will be included on The Institute’s property tax return."    
April 25, 1988, top Philip Morris scientist Tom Osdene writes the Tobacco Institute 
President,  “I think many of us have conceptualized the E.T.S. issue as a battlefield in 
which the arena is dominated by public relations and legal issues while the 
ammunition which is used happens to be science.  It has been the purpose of C.I.A.R. 
as well as its precursor, the E.T.S. Advisory Committee, to provide ammunition in this 
fight.  I believe the most important issue one needs to examine is the role that 
science can play in this major controversy." 



1982: Nicotine Mastery 
In the early 1980s Philip Morris conducted 
sophisticated experiments to (1) synthesize 
new forms of nicotine with sufficient addictive 
properties to reinforce cigarette smoking and 
(2) to use laboratory animal experiments to 
measure the physiological effects of nicotine. 
Researchers Victor DeNoble and Paul Mele 
managed the complex endeavor.  
 The experiments produced substantial data 
and answered some important questions 
about nicotine.    The rats had demonstrated 
‘tolerance’ to nicotine, an outcome seen 
internally as too closely related to the 
definition of addiction.  As a result P.M. was 
advised by legal counsel to immediately 
terminate nicotine research on animals.   
The laboratory was closed within days. 
  Shook, Hardy and Bacon attorney Patrick Sirridge wrote to his counterpart at Philip Morris on 

July 27, 1983: “It is obvious that such a report has undesirable implications for smoking and 
health litigation. Tolerance is frequently cited as one of the hallmarks of addiction.” 



1988: Joe Camel 
Once the number one brand nationwide, R. J. 
Reynolds’ Winston was surpassed by 
Marlboro in 1975.  By 1985, Philip Morris was 
selling well over twice as many Marlboros as 
Reynolds was selling Winston, and mostly to 
the lucrative youth market. 
It occurred to Reynolds management that it 
would be a good move to reposition Camel 
against Marlboro and abandon Winston.  
February 1, 1985 the R.J.R. marketing 
department memo notes:  
"These ads were well received due to the 
fun/humor aspects of the cartoons. More 
than any other theme, the "French Camels" 
appeared to attract the respondents' 
attention. The main drawbacks of these 
executions were that . . . they may be more 
appealing to an even younger age group . . .” 



1994: Congressional Hearings 

From a press release April 14, 1994 in response to allegations made before 
Hon. Henry Waxman’s investigative committee Philip Morris wrote:  

 
Fact: Philip Morris does not believe that cigarettes are addictive.  

Fact: Philip Morris does not "manipulate" nicotine levels. 


