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6 Oclobar 1862

Festrictions and bans of adwartising remove freedom of chaice fisn Be :;j;:'.:
individual and leads to collectivization of individual responsibility. Bans of
advertising violala freadom of expression - a laci acknowledged n & 1ecet

landmark jedgement In Canada, whan Mir. Justice Chabo ruled a ban on
whacco advertising unconstitutional for Just this reason,

“Reklam yasaklari bireyin secim 6zglrligini yok eder ve
bireysel sorumlulugu kollektif hale getirir,
ifade 6zgurlugund ihlal eder”



We also respaciiully draw fo your atlention that on 24 January 1991,
Prasidant Turgul Ozal ol Turkey veiced a bill that would have Lanmed wbaccoo
advartising In his cowndry ln & letler 1o e presicest o Turkay's Grand
Apsembly he simled. "Dans on advarlisheg lave nob, on thelr own, been
ellaciive in any single country, Furthermare, the law as a whole dugarhvas
endividuals of thasr right ol Tree choice.”

24 ocak 1991 de Turgut Ozal ulkesinde reklamlari
yasaklayacak kanun teklifini veto etti.

TBMM vyazdigi mektupta “Reklam yasaklari tek basina
hic bir Glkede basarili olmamistir, dahasi bireyi 6zgur
secme hakkindan mahrum eder” demistir.



g -
Acioss the free world, advertising is an essential part of any real
demociacy, which is always based on fresdom of chaloe. That choice is

assured by informaticn in a wide range of media which offer kb each person
ihe opporiunity 1o assimilate messages and o make well-infermed choloes

Ozgur Diinyada reklam her gercek demokrasinin ana parcalarindandir.
Genis medya olanaklari ile bilgilendirilen kisiler mesaji 6zimseme ve
secim yapma sansina kavusurlar.



Advertaing I the only financial resouwrce ior pluralisioc media in an
g sockaty. It is widely sccepted Fat adveriasing fusls e engines of
pooCrTies 0 Coveloped markels snd emerging countries. (1 I thareloa
mhm"?hh‘im-ﬂhi!tﬂwi“mmhq
reads o be planned i a top-down way

Reklam ¢ogulcu medyanin tek finansal kaynagidir.
Reklam gelismis ve gelismekte olan pazarlarin ekonomi motorlarinin

yakitidir. Cilgin duzenleyiciler toplumu yukaridan asagiya olusturduklari
planlarla yonetmeye calisirlar.



We reipactiully wige you werously 0 es0hve  Tes  siledton Ly
enpiciting youl vl on “Proyecio de Ley oe Contiol del Tabagprsmo™, s
preverviy S curent el deguistory arrengeeats and P eslating law 80
v SppCiel CORCAYNE.

Butln saygimizla, sizden “Tutliin Kontrolu projesi” ni veto etmenizi
rica ediyoruz.
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1980-1992

Turkiye

Anti-tobacco initiatives based om alleged health grounds have begun to
emerge in Turkey. These include a reduction inm the deductability of tobacce
advertising for corporate tax purposes, as well as a proposal to ban tebacce
advertising altogether. Smoking restrictions are also emerging. A local
chapter of the International Advertising Association was established in
October and the Importers Working Group-Turkey was formed in September to
help defeat such initiatives.

On the positive side, some municipalities have actually relaxed restrictions
on outdoor signage and the THY Airlines is in the process of reversing an
earlier ban on domestic in-flight smoking.

Saglik kaynakl ttutln karsiti hareketler baslamistir. Sigara icme
kisitlanmasi ve reklam yasagi gindemdedir.

Bu girisimleri etkisiz kilmak icin ekimde Uluslarasi Reklam
Derneginin yerel subesi ve eylulde Turkiye ihracatcilar calisma

grubu kurulmustur.



« Ministr zdravotnictvi varuje:
nedobrovolné koufeni ohrozuje zdravi."
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REKLAMLAR NEDEN YAPILIR?

Sigara firmalari, reklamlari,

egencleri sigaraya ¢ekebilmek,

epazar payini arttirmak,

esigara birakmaya calisanlari vazgecirmek,

epazarlama konusundaki sinirlamalari etkisiz
hale getirmek

icin kullanirlar.
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GREAT AMERICAN SUPER LIGHTITASTE
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MINISTR ZDRAVOTNICTVI VARUJE: KOURENI ZFUSOBUJE RAKOVINU.
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A gagner aussi:

cNnS’ 600 montres L&M,

New York, ew O r 1000 t-shirts L&M,

la rnetropole C montres L&M ) 2500 casquettes L&M.
citanta <y monde;) ses gratte-ciels, ses

§H [ Y Pour participer au tirag
arants, ses clubs... : au sort, collez le fond

cownites B ’ 3 d’un paquet de L&M a

ON .*'» . g I'emplacement prévu a

NELS , e g cet effet, remettez vot
Tentez '

ITEBTGRAL LM coupon a notre équipe

ot L'ASC-POLICE mondiale du jeu.) renvoyez-le a I'adresse
Presentent iez un sac plein de jetons offerts L mdlquee' Bonne chang

| an Francisco

les merveilles de la Cote Pacifique.
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Sigara reklami genclerin
sigara icmesini

sosyal yararlanimi olan ve
toplumda oldugundan
daha sik bir davranis olarak
algilamasini saglar.



Reklam yasaklanmasi

Direkt reklamlar

Basin ve poster reklamlari

Radyo, TV, sinema, video,odyoteyp, internet
Sanatcl ve spor sponsoriugu

Sinemalarda spotlar

Bedava numune dagitma

Hediye kuponu dagitma

Satis noktasi reklamlari

Halkla iliskiler etkinlikleri



Sigaranin zararl etkilerine karsi dnlemler alinmali
Reklam yasagt, genglerin korunmasi, fiyat politikalars

SEKIL 4.4 KAPSAMLI REKLAM YASAKLARI SIGARA TUKETIMINI AZALTMAKTADIR
Kapsamlr yasak getirilen ulkeler ile yasak getiriimeyen ulkelerde nifus basina ddsen
sigara tuketimi trendlerinin karsilastiriimasi

1750

Yasak olan

1700

1650

imi

1600
Yasak olmayan

| -

1550

2

Nifus bagina disen yillik sigara
1uket

1450 T
1981 1991

Yil

Not: Analiz, 1980-82 ve 1980-92 yillan arasinda, 15-64 yas aras: grupta erniskin basina disen sigara
tuketimncek degigiklikler ile ihgkili olarak, WGtan reklamlanna kapsamh yasaklar getiren ya da getir-
meyen 102 Glkey: kapsamaktadir. Kapsamb yasaklar uygulayan ukelerde baslangigtaki tuketirm du-
Zayl, yasak uygulanmayan ulkelerdekine goére daha yuksek, ancak dénemin scnunda daha cugiik-
tur. Degisiklik, tiketimgek dusis hizinin yasak uygulanan grupta, uygulanmayan gruba gore daha
izl seyretmis cimasina baglicir

Kaynak: Saffer, Henry. Tdten Rekiam ve Promosyonunun Kontroit. Yararianilan makale.




TURKIYE SIGARA TUKETIMI

MILYAR ADET

1982 54.001 1993 85.006

1983 63.402 1994 96.438

1984 62.956 1995 95. 117

1985 63.310 1996 98.671

1986 65.458 1997 101242
1987 71900 1998 108.683

1988 68.78 1999 117.984

1990 76.540 2000 117.761

1991 76.660 2001 111132

1992 78.938



REKLAM YASAGI
SONRASI

URUN
YERLESTIRME




SPIDERMAN BU FILMLER

GOSTERIME GIRMEDEN
MILYONLARCA DOLAR

AUSTIN POWERS KAZANMISTT.

XXX
IMSOMNIA
SUM OF ALL FEARS

JAMES BOND FILMLERI



» Amerikan Akciger Derneginin 1991-2000 yillarn arasinda yaptigr bir calismada en
yUksek gise satisi yapan 500 film incelenmis ve asagidaki sonuclar bulunmustur. :
http://www.saclung.org.

1. Incelenen filmlerin % 75'inde sigara icimi bulunmus, bu sahnelerin codu kapal
alanlarda ve sigara icmeyenlerin yaninda ceryan etmis.

2. Filmlerin % 43'Unde sigara icimi ¢cekici, seksi, heyecanli, guclu, asi, UnlUlerin yaptigi
bir etkinlik olarak gdsterilmis.

3. Internet film veri tabanina gore en fazla Ucret alan film yildizlannin % 59'u filmlerde
sigara icmisler.



Yil 1972 Productions Inc ( film ve TV yapimcisi bir firma)
Baskani acikliyor.......

Film herhangi bir reklamdan
daha iyi, cunku

izleyiciler bir sponsor varligindan
tamamen habersizler.




Conclusions

Formula 1 strongly contributes to Marlboro’s image profile among young
adult smokers, particularly in terms of:
— % * Freedom and adventure
— > + Excitement and heroes
—> - ey . - Ty
+ Competition, winning and modern life

Among many young adults, the F-1 driver is seen as the modern cowboy taking
on the hi-tech challenge of the modern horse.

In summary, Formula 1 is an indispensable marketing tool for Marlboro, with
high appcal to target consumers in all markets. Moreover, it is of vital
importance to markets with total or severe advertising restrictions.

Formula-1 Marlboro igin bulunmaz bir pazarlama aracidir
Reklam yasagi olan pazarlar igin hayati 6nem tasir

SL$9510052




Sigara endiistrisinin
4207 sayili yasay: yok etme ¢alismalar:

1) Amerikan lobi heyetinin meclise getirilmesi
2) Anayasa mahkemesine basvuru

3) Spor Bakanina Formula-1 igin basvuru

4) Turizm bakanina Formula-1 icin basvuru

5) Adalet komisyonuna Formula-1 yariglarinin
reklam disi birakilmasi basvurusu



Sigara Endustrisinin

insani yardim ve Proje destekleri (!)

eSevda Cenap And Vakfi Konser destekleri
eDepremzedelere Chesterfield dagitimi

eZeugma ve arkeolojik kazi destekleri

*Bilim adami ve proje destekleri

eBagimsiz veya Milli Egitim Destekli Genclik Projeleri



|PM EEMA MARKETING REVIEW '

MARLBORD TURKEY
RED SWOT
STRENGTHS ]

* DOMINANT (69%) SHARE OF IMPORTED SEGMENT

* NO 1 BRAND AMONG STARTERS — YOUNG PROFILE

* PRODUCT QUALITY

* HIGHEST AWARENESS

* DISTINCTIVE AND UNIQUE IMAGE

* QUALITATIVE AND QUANTITATIVE DOMINANCE IN
ADVERTISING/PROMOTIONS/SHOF FASCIAS

* STRONG AND EFFICIENT FIELD COVERAGE

OPPORTUNITES |

* TREND FROM ORIENTAL TO BLENDED CIGARETTES

* LOCAL PRODUCTION, LEADING TO FREEDOM OF
BRAND LISTINGS / PRICING | IMPORTATION /
DISTRIBUTION (SEPT. 1993),

* HIGH SHARE AMONG OCCASIONAL SMOKERS

* LINE EXTENSIONS (WITHIN RED & LIGHTS FIRST)

* IMPROVED VISIBILITY AT THE POINT—OF -SALE

* "NEW' CAMPAIGN (LONGER-TERM)

WEAKNESSES |

* DECLINING MARKET SHARE

* REAL PRICE OF MARLBORO

* PRICE GAP BETWEEN MARLBORO AND TEKEL 2000

* LOSS IN UNDER 25 SMOKER SHARE / AGEING PROFILE
* NEGATIVE SWITCHING BALANCE

*VISIBIUTY INSIDE THE POINT OF SALE

THREATS |

* REAL PRICE / PRICE GAPS

* PURCHASING POWER OF YAS,

* DECREASING SMOKING INCIDENCE AMONG Y.AS.
* AD BAN

- S



* MARLBORO'S RETAIL PRICE INCREASES SHOULD NOT EXCEED INFLATION

* AVOID WIDENING OF RETAIL PRICE DIFFERENTIAL BETWEEN MARLBORO AND TEKEL 2000
* REGAIN SHARE AMONG YOUNG ADULT SMOKERS (PRICE - RELATED)

* LOBBY AGAINST AD BAN - LAUNCH MARLBORO CLASSICS




