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 Tobacco companies claim to be socially responsible. They give money for all kinds of good causes, 

from battered women's shelters to social organizations to arts groups. At Philip Morris, the nation's 

largest tobacco company, these initiatives are all part of a carefully executed plan which was 

developed more than ten years ago—a corporate makeover. (But—unfortunately—the 

transformation is really only on the surface).  

Is it socially responsible to continue active marketing of products that continue to addict and kill 

440,000 people yearly in this country alone? Nightingales nurses say no! 

The Nightingales call upon tobacco companies to VOLUNTARILY do the socially responsible thing—

the genuinely socially responsible thing—and develop plans to end active marketing and promotion 

of these deadly products. 

 The Nightingales support Canadian-style graphic health warnings on cigarette packages, which 

would represent a truthful approach to packaging, and a more limited distribution system for sales 

of cigarettes, which should not be available at the counter in stores everywhere. The tobacco 

industry's own survey reports show that the public is overwhelmingly in favor of ending 

advertising of deadly cigarettes. 

The Nightingales support transforming the tobacco industry through government policies to tie 

tobacco profits to decreased consumption.  

Why focus on the tobacco companies? Why not get the government to outlaw cigarette 

advertising?  

The U.S. Supreme Court has held in previous rulings that corporate advertising is protected as free 

speech. Any attempt to ban advertising would be immediately challenged in court on these grounds. 

Thus it is unlikely that legislation or regulations could outlaw all tobacco advertising, short of 

amending the Constitution. This would be highly unlikely in reference to a specific industry.  

Why not call for a ban on all tobacco sales?  

The tobacco industry has for years called public health advocates prohibitionists and alluded to 

earlier attempts to ban alcohol, which led to smuggling, illegal sales, and increased attractiveness of 

an illicit substance. Banning tobacco altogether would also criminalize addicted smokers. The 

Nightingales believe de-glamorizing and de-normalizing tobacco use is a more effective strategy. 

Ending all active promotion would represent true social responsibility on the part of the industry.  
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Why should tobacco companies voluntarily end marketing when they are making billions of 

dollars?  

The tobacco industry has difficulty keeping excellent employees because of the stigma attached to 

working for merchants of death. They are also one of the least respected industries and enormous 

sums of money must be spent attempting to attain even slight improvements in public image. 

However, since the public already strongly supports ending cigarette advertising, the public 

goodwill that would be generated by such an unprecedented move could be worth a fortune. 

Ending active marketing would simply acknowledge what the industry claims: that it has genuinely 

changed and is prepared to work to align with societal expectations of what being a responsible 

corporation means. This single action would reduce the industry's legal liability, create an 

enormous reservoir of goodwill, and create opportunities for developing other businesses and 

products that do not kill.  

What evidence is there that marketing actually contributes to smoking?  Will ending tobacco 

marketing do anything?  

A large body of evidence—again, except for that funded secretly by the tobacco industry—suggests 

that marketing plays a major role in shaping consumers self-image, uptake of product use, and 

normalizing product use through the constant presence of brands and positive images. Marketing 

reinforces the habit for smokers who may be thinking about quitting. Marketing also suggests that 

cigarettes are like other consumer products. They are not. No other consumer product, used as 

intended by the manufacturer, kills 440,000 Americans every year. Voluntarily ending active 

marketing will end the propagation of deceptive messages that suggest cigarettes are associated 

with health, youth, vigor, nature, coolness, sexiness, and wealth. They are not. The things more 

accurately associated with cigarettes are sickness, suffering, weakness, thousands of toxic 

chemicals, environmental destruction, exploitation, poverty, and premature death. 

 


