LESSON 9
Do You Believe This Camel?
.Subjects: Health, Communication Arts, Social Studies

Overvie w:
This lesson shows how tobacco advertising creates a deceptive image of the
consequences of smoking. Students begin by taking a critical look at some tobacco
ads that ignore the health hazards and promote smoking as a desirable, fun activity,
and compare these ads to mock advertisements that “tell it like it is.” Students discuss
how tobacco marketers target young people, by deconstructing Joe Camel ads.

Teacher Note:
This activity can be used with middle school health, language arts of social studies
classes or in an interdisciplinary, theme-based setting. The activity allows for students
to work in teams and brainstorm and work together. For optimal success, students
need good group skills.

Suggested Time:
One Class Session

Resources/Materials:
Art Supplies
Poster boards
Photocopy of
advertisements provided
Classroom blackboard

•
•
•
•

OBJECTIVES:
Students will demonstrate:
• an awareness of the strategies used by
advertisers to engage consumers
• an understanding of the gap between
advertising messages and reality
• an awareness of how advertisers use
different strategies to engage different
target groups

Preparation:
•

Have art supplies and paper on hand for poster activity

Photocopy or make overheads of the ads below.
• Camel Cigarettes - Genuine Taste
• Basic Cigarettes - The Basic Three-piece Suit
• Virginia Slims - Find Your Own Voice
• Newport Pleasure
• Lucky Strike
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And one or more of the following ad parodies:
• Perfume Won't Hide It
• They Slow You Down
• Profits As Seen By du Murderer Ltd.
• Utter Fool
• Also make an overhead of Camel Comparison
• And photocopy the student handout, Tricks of the Trade

Procedu re:
1. Distribute the Tricks of the Trade handout, and review each point.
2. Ask students:
• What do kids want when they start smoking - to be cool or tough, to look older,
to lose weight?
• What do they get?
• Show the cigarette ads, and ask your students:
o What is this ad saying?
o Who is the target audience?
o How do you feel about this ad?
o Does it give a "real picture" of what smoking can do for you?
• Show the spoof ad(s) and ask students:
o What is the message?
o Who might have made this ad?
o Who is it geared to?
o Does it work? If so, what makes it effective? If not, why not?
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3. Place the Camel Comparison transparency on the overhead projector, covering
the bottom ads. Introduce the activity by saying something like:
In the mid-1990s, Camel cigarettes came under attack by the American Federal
Trade Commission (FTC) because they used a cartoon character named "Joe
Camel" in their ads. The FTC claimed that this campaign targeted children: its
research found that 86 per cent of kids aged 10 to 17 recognized Joe Camel, and
95 per cent associated Joe with Camel cigarettes. The FTC also found that when
Reynolds Tobacco began using Joe Camel in its advertising, the percentage of
kids who smoked Camels shot way up. In 1997, Reynolds Tobacco agreed to stop
using Joe Camel in its ads.
•

Look at the original Joe Camel ads. What elements in these ads do you think
appealed to kids?

4. Now show the samples from more recent Camel campaigns.
• How are these ads different from the old campaign?
• How are they similar?
• Do you think that Reynolds Tobacco has really stop trying to sell cigarettes to
kids, as they claim? What age group do you think these ads target?
• When it comes to preventing tobacco marketers from marketing to young
people, who do you think is the winner here: the FTC or Reynolds Tobacco? If
you were a marketer trying to reach young people, what strategies would you
use?
5. In groups, have students review a small set of tobacco ads that you provide them.
Using the ads as a starting point, have students create a series of parody or antitobacco ads that they believe would appeal to kids their age.
6. Get ideas from the class about how to distribute their anti-tobacco ads. Ideas
might include posting them in hallways, printing a copy in the project newsletter,
taking them to an elementary school, etc.
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Method of Evaluation:
Students will be evaluated
based on their student parody
advertisements.

Extension / Reinforcement:
Online Exercise
Have students choose one of the following topics for research:
-The advertising history of one brand
-How tobacco advertising has changed over time
-Gender representation in tobacco ads over the past 60 years
-Strategies geared to a particular target audience, such as youth, racial minorities,
men or women over the past 60 years
Once students have chosen a topic, they should write an essay that includes:
-A general overview of tobacco advertising strategies relating to their topic
-Sample advertisements
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Your Basic 3 Piece Suit
Camel: Genuine Taste

Virginia Slims:
Find Your Voice
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Newport Pleasure:
Fire It Up!

Lucky Strike
Campaign
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Old Joe Camel
Campaign

Camel Campaign Comparison
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Most Recent
Joe Camel Campaign

Camel Campaign Comparison
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Tricks of the Trade
Strategies for Toba cco Advertising
Tobacco advertisers use many different methods to get consumers to buy their products.
Often, what they try to sell is less the product itself, and more a lifestyle or image. Why
do you think they do that?
Here are some tobacco advertising “tricks of the trade:”
The Cool Factor. By associating celebrities and “ideal” people with fun,
excitement and attitude, tobacco advertisers work hard to convince consumers that
if they don’t smoke, they’re not cool. (There’s even a brand of cigarette called
“Kool”!)
Celebrity Smokers. Although tobacco companies can’t use celebrity
spokespeople in their ads, researchers have noted an increase in smoking by
characters in movies – especially movies with teen appeal. Magazine photos of
musicians, models and actors smoking also promote the idea that smoking is
glamorous.
Dreams and Insecurities. Tobacco advertisers use different strategies to attract
males and females. Cigarette ads geared to young women play on the idea of
being “liberated” and in control – while at the same time taking advantage of
insecurities about body image. Brands geared towards women often have words
like “slim” or “slender” in the product name, or use extremely thin models in their
ads. Cigarette ads geared to young men use rugged, independent, masculinelooking models, such as the classic image of the Marlboro Man. These models are
usually shown participating in sports or outdoor activities, or surrounded by
beautiful women.
Friends, Fun and Excitement. Tobacco ads try to create the impression that
everyone smokes – and has lots of fun while doing it. Images of happy smokers at
parties, in restaurants and even in the great outdoors reinforce the connection
between smoking and good times.
Humor. Tobacco ads often use humor to attract customers. Because smoking is
becoming less acceptable in society, humor in tobacco ads frequently pokes fun at
non-smokers, or at those who feel that smoking is unhealthy.
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Ideal People. Models in tobacco ads appear to be perfect. They’re usually
fit, attractive and cool-looking. Women in tobacco ads tend to be sexy and
alluring, while the men are tough and masculine.
Individuality. Tobacco ads – especially those that try to attract young people
– often portray smoking as a sign of independence, rebellion, and maturity.
The Virginia Slims slogan “Find your own voice,” is an example of this strategy.
Omission. It’s no secret that tobacco advertisers don’t tell you the full story
about cigarettes. Nobody ever sees a cancer patient, a wrinkled face, or a
dead infant (a significant percentage of Sudden Infant Death Syndrome is
caused by parents smoking) in a tobacco advertisement.
Positive Lifestyle Advertising. Cigarette firms have long used “pictures of
health” in cigarette ads to foster smoking as an acceptable, healthy lifestyle.
Ads like these want consumers to associate smoking with outdoor sport and
recreational activities such as tennis, bicycling, sailing and horseback riding.
Product Placement. Cigarette ads can pop up in the most unusual places,
such as video games. This is especially true of racing or driving games, where
players drive by virtual “billboards” advertising cigarettes.
Retail Promotion. The tobacco industry pays stores to exhibit counter-top
displays and promotional posters for tobacco products and events. Smaller
convenience stores are most likely to promote tobacco products in this way.
One study found convenience stores were more likely to carry tobacco displays
and other promotions if they were located close to schools and malls.

