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TEENAGERS

The control of tobacco advertising and promotion is a pivotal policy area in the .. The analyses show that with the effects
of the other social influence variables.

There was an increase in occasional smoking between and , from  Tell your teen that his or her feelings are
important, and start a constructive and respectful discussion where both of you can express your feelings and
opinions about smoking. Procedures Participants completed two sessions in a small group setting 2â€”10 per
group ; each session was separated by about 1 week. There is strong evidence that these advertisements have
provided a useful public relations service for the tobacco industry, promoting a positive corporate image
without threatening its livelihood by reducing intention to smoke. Youths reporting exposure were
significantly more likely to be current smokers and to expect to be smokers at 20 years of age, after control for
important social influence predictors. Abstract Objective Increased exposure to cigarette advertisements is
associated with increases in adolescent smoking but the reasons for this association are not known. We also
used logistic regression to examine the relationship between marketing exposure and future expectations to
smoke. They were also less likely to stop using the products. Thus, during data collection, the experiences of
the students in the national sample were identical to those of their classmates. Federal Trade Commission. All
studies assessed smoking behaviour change in participants who reported not smoking at baseline. In both and ,
slightly more than half the Norwegian youths had tried smoking and about 1 in 4 smoked daily or
occasionally. Research Papers. Every 10 percent increase in the price of cigarettes reduces youth consumption
by 7 percent. The questionnaire required about 15 minutes to complete. The purpose of the current study was
to expand upon the findings of Shadel et al. The control of tobacco advertising and promotion is a pivotal
policy area in the effort to prevent adolescent smoking. Clearly, then, exposure to cigarette advertising still
appears to represent a potentially significant influence on adolescent smoking, particularly in never smoking
adolescents. Intentions were included as a covariate to gauge the degree to which smoking intentions post ad
exposure are independent of pre-existing smoking intentions. In many countries these activities have taken the
form of anti-smoking advertising, placed mainly on television and in magazines. We examined the extent to
which adolescents in Norway have been exposed to tobacco marketing despite an existing ban, and whether
exposure is related to their current smoking or expectations they will smoke in the future. Promotion or
marketing is the mix of activities designed to increase sales. Make a family media use plan to help limit the
influence of these ads on your children. Abstract Objectives. Get involved in the community. We create a
record for each of these brand-magazine pairs. Accepted April 21,  This sample reported an M of 4. In
Australia, the Internet has been used to promote events sponsored by tobacco companies see Section 5. In a
sample of never smokers, a previous study Shadel et al. To facilitate data management and analysis, the
following sampling procedure was implemented: All students born on the 6th of any month were designated
for selection, and their questionnaires were forwarded directly to the National Council for data analysis.
Cigarette advertising may be particularly influential for adolescents who have never smoked or who have
minimal levels of experience with smoking. Gender, grade, current smoking status, parental smoking, best
friend smoking, and older sibling smoking were included as controls. Cigarette advertisements in these
magazines may be targeting young adult readers to year-olds , rather than those younger than 18 years. Shadel
and colleagues proposed that the powerful images displayed by cigarette advertisements represent one such
external context that adolescents who have higher levels of unresolvable self-conflict may look to for help in
defining themselves. Methods Eighty-seven adolescents ages 11â€”17 : a completed measures of self-conflict;
b were exposed to 30 contemporary cigarette advertisements; and c rated their intentions to smoke following
exposure to each ad. The predictor variables in our model include the following: 1 the demographic
characteristics of a magazine's readership, including the total number of readers ages 12 years and older and
the percentage of readers in various demographic subgroups youth [ages years], young adults [ages years],
females, blacks, smokers, heavy smokers, and menthol smokers ; 2 the cost per reader of placing an
advertisement in a given magazine the cost of a full-page, 4-color advertisement divided by the total number
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of magazine readers ; 3 the number of annual magazine issues; 4 the total magazine advertising expenditures
of a cigarette brand; 5 the popularity of the magazine the percentage of readers who consider that magazine to
be their favorite ; and 6 the median income of magazine readers. Total numbers of conflicts that the adolescent
identified were counted for a total self-conflict score. Self-conflict was not expected to play as strong a role
with middle adolescents. Research shows these advertisements reach, and strongly influence, children and
teens. Cost of Advertising We used the SRDS Consumer Magazine Advertising Source to obtain the cost for a
single, full-page, 4-color advertisement in each magazine in and the annual number of issues for each
magazine. The study, Receptivity to Tobacco Advertising and Susceptibility to Tobacco Products published in
Pediatrics in , found cigarette ads may make teens feel like smoking would make them popular, sophisticated,
attractive or tough. Data collection and analysis: Studies were prescreened for relevance by one reviewer. For
each survey year, data were analyzed to determine the overall level of reported exposure to marketing.


