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Table 1. Highlights of Tobacco Company Marketing to Low SES Women – 1970-2010

	Marketing Tactic
	Female Target
	Year
	Company
	Brand

	1970s: foodstamps and military magazines

	Providing cigarette coupons with food stamps[19]
	Inner-city minorities 
	1976
	RJR
	Salem

	Advertising in commissary magazines[20]
	Military wives
	1978
	Liggett & Myers
	

	Advertising in commissary magazines[21]
	Military wives
	1979
	RJR, B&W, PM, and Lorillard
	

	1980s: coupons, freebies and personalized communication (direct mailing)

	“Lighten up” campaign: marketing Belair as a low tar product for social acceptability and more feminine, “milder” taste; reinforce emotional aspirations of traditional values women (love, respect, attractively feminine; warm, romantic, sharing user image).[22]
	Adult women; military wives
	1980
	B&W
	Belair

	“Satin” tipped cigarette, little aftertaste, luxury, self-indulgence[23]
	Young Adult Females –YAFs
	1982
	Lorillard
	Satin

	Creation of a new brand to target the following demographic group: “More likely to be * Low Tar smokers. * Young adults. * Less educated. *Have somewhat lower family incomes.” “Better placements for outdoor creative” (e.g. billboards and other outdoor advertisements) to promote higher awareness and higher usage; distribution of free samples and coupons for free packs to generate trial users[23]
	Less educated women
	1982
	Lorillard
	Satin

	Coupons to minimize “outflow” (consumers leaving the brand – ostensibly for other brands, or cessation) [24]
	Discount segment women
	1983
	B&W
	Raleigh &Belair

	Distribution of free samples and $1.00-off coupons at military wives clubs, and of coupons in commissaries[25]
	Military wives
	1983
	B&W
	Belair

	Bingo Bonanza: Sponsorship of military wives' clubs bingo events - Bingo event prizes included tee shirts, lighters, convection ovens, romance novels, and free cigarettes[25]
	Military wives
	1983
	B&W
	Belair

	Direct mailings for a military wives club[25]
	Military wives
	1983
	B&W
	Belair

	Free samples distributed at Chicago Theatres[26]
	Women
	1983
	RJR
	More

	Display of 3D hologram versions of print advertisements at MORE Ebony Fashion Fair[26]
	African American (AA) women
	1983
	RJR
	More

	“Salem Spirit Street Scenes” marketing program in Memphis, Washington DC, New York and Houston[27]
	AA women
	1983
	RJR
	Salem, Winston & More

	Free samples and buy-one-get-one-free (B1G1F) coupons to induce competitive trial, generate continued brand loyalty, and “reach additional Black Salem prime prospects”[27]
	AA women
	1983
	RJR
	Salem, Winston& More

	Advertising in local and national magazines, newspapers and billboards in geographically targeted areas (areas not specified)[27]
	Inner-city minority women
	1983
	RJR
	Salem, Winston& More

	Field marketing (distributing free samples, coupons and other promotions onsite) on appropriate holidays (for the Hispanic market - Mexican Independence Day, Carnival in Miami; Jewish holidays) including point-of-sale free samples [27]
	Inner-city minority women
	1983
	RJR
	Salem, Winston& More

	Catalogues with “glamour items” (such as “holiday” and “decorative” items) and cash options (option to pay for items with a mixture of proof of purchase and cash for “an element of immediate gratification”)[28]
	Adult women – low SES brand
	1984
	RJR
	Raleigh &Belair

	Coupon/Direct Mail loop: Letters of appreciation sent when coupons redeemed [28]
	Older low-income women
	1984
	RJR
	Belair

	Product innovations/ new brand: smooth, fresh aftertaste, pleasant aroma, social acceptability[29]
	Less educated “young adult females” (YAFs)
	1985
	RJR
	Chelsea

	Lowering single pack price at retail: B1G1F coupons; stickering” (in-store discounts affixed to cartons or packs by retail personnel); cents-off coupons; smaller pack size (no "premium" carton offers because low-income African Americans perceived to not purchase cartons)[30]
	Inner-city minority women
	1985
	RJR
	Salem

	Product innovations: low tar, high social acceptability[31]
	Young AA women – low SES brand
	1985
	RJR
	Ritz

	Proof of purchase redemption for agenda planner, lighter, brass key ring, pad and pen[32]
	Young AA women – low SES brand
	1986
	RJR
	Ritz

	Cross-promotion with Yves Saint Laurent (YSL): Fashion hotline #1-800-YSL-RITZ; YSL gift certificate by mail with carton proofs; free YSL items (pantyhose, scarf, coaster, playing cards, etc.)[32]
	Young, low SES AA women
	1986
	RJR
	Ritz

	Employment assistance – bringing employment agencies to inner cities; sponsoring a phone number for information (where to go, job counseling, etc.)[34]
	Inner-city minority women
	1989
	RJR
	Salem

	A "Fresh on the Scene" community magazine (Jet-sized, distributed by direct mail and in record stores and beauty shops)[34]
	Inner-city minority women
	1989
	RJR
	Salem

	Use fashion and hair style as basis for a program to help Salem “shed its older image” and be “trendy and up to date.” Ideas included sponsoring a night club program for “hottest dresser”; and promoting new fashion and cultural trends using “music, dance, …art, graffiti, video, local sports, personal care products, and jewelry/self adornment”[34]
	Inner-city minority women
	1989
	RJR
	Salem

	Wall media for barber/beauty shops, malls, bus stops/shelters, nightclubs, subway stops, phone booths, bus stations, record stores, barber/beauty shops[34]
	Inner-city minority women
	1989
	RJR
	Salem

	Development of specific brands targeting young, less educated Caucasian women
	Caucasian low SES YAFs
	1989
	RJR
	Dakota

	Direct marketing using geo-demographic data to target low SES/ high unemployment geographies[35]
	Low-income women; older adult women
	1989
	RJR
	Doral, Now, More

	Mailed birthday gifts[35]
	Older adult women – low SES brand
	1989
	
	Doral

	1990s: coupons, product innovation, events

	Use of literal language in promotional material and advertisements[36]
	Caucasian low SES YAFs
	1990
	RJR
	Chelsea

	Scratch ‘n sniff packs[36]
	Caucasian low SES YAFs
	1990
	RJR
	Chelsea

	Appeals to weight control: "Misty… always slim n' sassy”[37]
	YAFs
	1990
	B&W
	Misty

	Direct mailing for carton coupons[89]
	Menthol savings segments - older, lower income (82% under 50k) and female
	1990
	RJR
	Salem

	 “Project Oasis Green Stamps,” a proof-of-purchase redemption program [88]
	Menthol savings segments
	1990
	RJR
	Salem

	Geographically-based direct mail [89]
	Menthol savings segments
	1990
	RJR
	Salem

	Coupons, discounts, free packs to generate competitive trial of product, carton discounts, direct mail, package modifications, line extensions (additional products within the same brand)[38]
Marlboro Cookbook - downscale beverages (“beer, box wine – not about [illegible] trendy”) to accompany recipes; “big bold print, basic words, steps by # [numbers], steps broken up into pictures, all words should be explained (i.e., sautée (sic)).”[84]
	Older adult women – discount brand

Less educated women
	1992


1994
	


PM
	Viceroy


Marlboro

	Advertising in military TIMES paper[39]
	Military women and wives, assumed to be low income
	1995
	PM
	

	2000s: coupons, packaging

	Financial services solution ideas (not implemented) including prepaid debit cards with benefits (money transfer capabilities)[43]
	The unbanked – primarily very low-income women
	2000
	PM
	

	Personal touch (Direct Mail) to give consumers the feeling that “you're important to me”[46]
	Low-income women
	2002
	RJR
	Winston

	Direct mail or checks in cartons or packs distributed on payday (proposed but not implemented)[47]
	Low-income women
	2001
	PM
	

	“Cash card” for Winston brand’s 50th anniversary - Customers would put money on a card via the Winston website for discount cigarette purchases at retail[101] (not implemented)
	Low-income women and other Winston consumers
	2004
	RJR
	Winston

	Jointly branded Winston Mastercard[101] (not implemented)
	Low-income women and other Winston consumers
	2004
	RJR
	Winston

	Co-branded pre-paid “Freedom of Choice” Discover debit cards reloadable with proofs-of-purchase and distributed in cigarette packages[100]
	Low income women and other Bailey’s consumers
	2006
	S&M Brands
	Bailey’s

	[bookmark: _GoBack]“Red Chrome Weekly Rewards Card”- potentially related to the Pioneer Card, but referred to exclusively in a brief email[98], and confidential qualitative research write-up entitled “Quick observations – Red Chrome Card” http://legacy.library.ucsf.edu/tid/dke92i00 (no evidence of implementation)
	Uncertain – documents confidential
	2007
	PM
	

	Creation of “editor persona” for direct mailings -‘Chris Miller,’ an “upbeat, friendly and informative” voice for consumers to “trust and identify with”[49]
	Older, low SES women
	2007
	RJR
	Doral

	Virginia Slims Purse Packs – slender cigarettes with lipstick-like packaging{Healton, 2009 #215}
	Young women (lower incomes)
	2009
	PM
	VS

	Camel No. 9 packaging in pink{Healton, 2009 #215}
	Young women (lower incomes)
	2009
	RJR
	Camel
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