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Research Questions
Why did tobacco companies create lifestyle magazines? 

Planning document analysis of Unlimited and CML
What are in the magazines, and how might they promote 
smoking?

Content analysis of Unlimited and CML
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Custom published for tobacco 
industry by major publishers
Some are brand-specific
Peaked in 1999; Waned by mid-
2000s
Replete with items of interest to 
target
Distributed by direct mail
Out of sight of public health 
professionals
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Methods: Documents Analysis 
Analysis of previously secret tobacco industry (TI) 
documents

Legacy Tobacco Documents Library (LTDL) online at 
http://legacy.library.ucsf.edu/

Extensive planning documents found for Marlboro-
branded Unlimited
Less documents found for Camel-branded CML
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“Soliciting  Out-of-Box Print Ideas” TID: erc86e00 (1994)
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6TID: cfx26c00 (1994)
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7“Magazine Project” TID: qap36a00 (1997)

Why Go into the Publishing Business? 
RJR’s CML and Camel
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Why Go into the Publishing Business? 
RJR’s CML and Camel

“Our Mag.Doc. Rationale” TID: fxq97c00 (1996)
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Methods: Content Analysis
Content analysis of 74 TI magazines housed in Trinkets 
and Trash (http://trinketsandtrash.org)

1555 articles, 443 tobacco ads, and 701 non-tobacco ads
Use documents to develop coding instruments

Categorize topics and measure general characteristics of 
magazines
Measure “brand score” in articles and ads

Marlboro Score: Rugged, freedom, rural, classic, and adventure
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Smoking Content in Magazines
Percent of Tobacco 
Ads with Tobacco 
in them

Percent of Articles 
with Tobacco in 
them

Percent of  Non-
Tobacco Ads with 
Tobacco in them

Camel-
Branded 
CML 

73/169

(43%)

34/117

(29%)

4/11

(36%)

Marlboro-
Branded 
Unlimited

15/67

(22%)

9/650

(1%)

7/508

(1%)
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Relationships need a firm connection to brand identity.

Unlimited: a 120+ Page Ad for Marlboro

Copyright 2007, Daniel K. Cortese, daniel.cortese@ucsf.edu



12

Unlimited: a 120+ Page Ad for Marlboro
Magazine integrates brand 
identity with young adult 
activities
Images imply that 
smoking does not inhibit 
physical activity
Comports with penchant 
of risk taking
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Marlboro Brand Imagery

Magazine Median Score  (IQR)

Marlboro-Branded
Unlimited

8 (5-12)***

Camel-Branded 
CML

7 (5-9)

13

Calculated Marlboro Score for  All Articles and Ads

**scores significantly different by Mann-Whitney U test p<0.01
*** scores significantly different by Mann-Whitney U test p<0.001
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Marlboro Brand Imagery

Median Score (IQR)

Articles Tobacco Ads Non-Tobacco 
Ads All Items

Marlboro-
Branded
Unlimited

9 (6-13)**

{N=649}

15 (9-17)***

{N=68}

7 (5-9)

{N=522}

8 (5-12)***

{N=1239}

Camel-
Branded 
CML

7 (5-11)

{N=116}

7 (5-8)

{N=171}

5 (5-7)

{N=11}

7 (5-9)

{N=298}

14

Calculated Marlboro Score for all Articles and Ads, 
By Item Type

**scores significantly different by Mann-Whitney U test p<0.01
*** scores significantly different by Mann-Whitney U test p<0.001
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Discussion
Brand imagery vs. smoking imagery
Magazine can promote smoking without actually showing 
smoking
Done through a positive experience with the brand
Magazines act as a relationship with loyalty, identity, and 
peer voice.
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Implications
Magazines still produced? Still important anyway.
RJR still advertising in mainstream magazines 
PM and RJR may be able to more with websites
Advertising restrictions based only on images is 
incomplete
Magazines important in brand imagery reinforcement and 
relationship-building
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