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What I will cover today    

› The role of packaging , esp. in tobacco promotion

› The goals of plain packaging

› Definition/scope of plain packaging

› History of advocacy for plain packs

› Industry reaction

› Legal arguments
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What is packaging?



Same manufacturer

Same product

Same taste

Same function

Different package means:



 
Different target audience



 
Different time and place to use

Which means: BIGGER total market
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A “Badge Product”

“The Company is very aware that every customer 
carries the Rothmans logo, on the package, with 
him or her all the time.  That package comes out 
many times a day, and every time it is seen makes 
a personal comment about the person who carries 
and shows it. Trust in its quality must never be 
compromised through any lapse of attention to the 
smallest detail.”

Rothmans of Pall Mall Canada Ltd., 1982 



“… if you smoke, a cigarette pack is one of the few 
things you use regularly that makes a statement 
about you. A cigarette pack is the only thing you take 
out of your pocket 20 times a day and lay out for 
everyone to see. That's a lot different than buying 
your soap powder in generic packaging.”

- Brown and Williamson (1995)



“The proof is that when we offered them Marlboro at half price 
– in generic brown boxes – only 21% were interested, even 
though we assured them that each package was fresh, had 
been sealed at the factory, and was identical (except for the 
different packaging) to what they normally bought at their 
local tobacconist or cigarette machine.”

Reported in Forbes, February 9, 1987 



“The product itself . . . is very interesting, because 
in the cigarette business there is very little to 
distinguish … because we all use the same kind of 
tobacco. . . But it’s very difficult for people to 
discriminate, blind tested.  Put it in a package and 
put a name on it, and it has a lot of product 
characteristics.”

Donald Brown, President, Imperial Tobacco 
(Canadian subsidiary of BAT), 1989, trial 
testimony. 



› Cigarette packaging conveys 
brand identity through brand 
logos, colours, fonts, pictures, 
packaging materials and 
shapes.

› The world’s most popular 
cigarette brand, Marlboro, can 
readily be identified through its 
iconic red chevron. The 
Marlboro brand  is estimated to 
be worth $US27 billion, making 
it the tenth most valuable brand 
in the world.

Image: PM’s “Canadian” Marlboro – reference:
http://www.smoke-free.ca/Filtertips-5/Marlboro.htm



Changes in tobacco marketing

› As marketing restrictions for tobacco products increase, how has cigarette 
packaging  changed as the last bastion of communicating with the 
consumer? 

› The rise of the flip-top 

› Purse pack and female smokers 

› Shorter smokes 

› “Premiumising” a brand 

› Thinking bigger... and smaller

› Increasing pack size 

› Limited editions 
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Signature blends are the result 
of thousands of passionately 
creative adult smokers working 
together to help create our 
most severely interesting 
smokes yet. The art of 
collaboration never tasted so 
good. Get in the blend @ 
camelsmokes.com



Pack shape and materials











“With the uptake of printed inner frame cards what 
we will increasingly see is the pack being viewed 
as a total opportunity for communications – from 
printed outer film and tear tape through to the 
inner frame and inner bundle. Each pack 
component will provide an integrated function as 
part of a carefully planned brand or information 
communications campaign.” - World Tobacco 
(2006)



The cigarette itself



Goal:

standardise the appearance of all 
cigarette packages thus greatly 
reducing the status signalling 
role and consumer appeal of the 
product and prevent 
undermining of health warnings
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The Australian cigarette pack in 2012



Advocacy for plain packs

A short history



Early experimental evidence

Beede and Lawson (1992)

Beede and Lawson (1991)

Centre for Behavioural Research in Cancer (Australia) (1992)

Centre for Health Promotion, University of Toronto (1993)

Goldberg et al. (1995)



Canadian House of Commons Standing Committee on Health

Lawyers for Philip Morris, R.J. Reynolds, 1994



Industry commissions an “independent” book

Dr John Luik, tobacco industry consultant



UK
“We are concerned that tobacco manufacturers 

continue to think of cigarette packs as being a way 
either of exploiting the aspirational nature of their 
products or conveying implied health messages.  . 
. . we believe that the advantages and 
disadvantages of plain packaging should be 
carefully assessed . . .”

U.K. House of Commons Health Select Committee, 
2000 



Review in Addiction, 2008
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Um, doh!! 
that’s the 

general idea 
...



WHO Framework Convention on Tobacco Control
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“In our opinion, [after taxation] the other 
two regulatory environment changes that 
concern the industry the most are 
homogenous packaging and below-the- 
counter sales. Both would significantly 
restrict the industry's ability to promote their 
products.“

- Morgan Stanley Research (2007)
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http://www.plain-packaging.com/


Industry arguments

1. Job loss in packaging industry
2. Retailer difficulties – inventory control; serving customers
3. Prices would decrease
4. Smoking (esp youth) would increase
5. Simple packages would increase counterfeit
6. What product is next? (slippery slope)
7. Not stopped sales of marijuana and other drugs
8. No evidence plain packaging decrease smoking – packaging only 

affects market share.
9. No country has ever done this – so no evidence it will work



The Principle of the Dangerous Precedent

“Every public action which is not customary either is 
wrong, or if it is right it is a dangerous precedent.  It 
follows that nothing should ever be done for the first 
time.”

F. W. Cornford
Microcosmographia Academica (1908)
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Industry Arguments 

Consumers would just place in other containers
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Acknowledgement: Prof Mark Davison, Law, Monash University



44



45



46



47



48



Preventative (sic) Health Task Force Report 2009
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Public support very high

› April 2011: A survey of 4,500 Victorians showed very strong support. 

› 72% of all people approve of the policy - and 57% of smokers.
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All over, red rover?

› 1040 – Operating in a 
World of Bans 
Workshop. 
John Luik challenges 
you, working in teams, to 
come up with ingenious 
ways of operating in an 
increasingly regulated, 
plain-pack, dark market 
environment. Promises to 
be a fun, productive 
workshop.
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2009 World Tobacco Trade Conference,
Bangkok


	Removing the Cancer Emperor's Clothes: the successful campaign to get cigarettes in plain packs
	What I will cover today    
	Slide Number 3
	Slide Number 4
	Slide Number 5
	A “Badge Product” 
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Changes in tobacco marketing
	Slide Number 12
	Slide Number 13
	Pack shape and materials
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	The cigarette itself
	Slide Number 21
	Slide Number 22
	The Australian cigarette pack in 2012
	Advocacy for plain packs
	Early experimental evidence
	Canadian House of Commons Standing Committee on Health
	Industry commissions an “independent” book
	UK
	Review in Addiction, 2008
	Slide Number 30
	Slide Number 31
	WHO Framework Convention on Tobacco Control
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Industry arguments
	The Principle of the Dangerous Precedent
	Industry Arguments  
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Preventative (sic) Health Task Force Report 2009
	Public support very high
	All over, red rover?

