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Expert Qualifications

Q =2 QO 2 QO

Please state your full namefor therecord.

Anthony Biglan.

Have you provided the Court a copy of your curriculum vitae?

Yes. Itis U.S. Exhibit 78,524.

What isyour understanding of the kind of expertise you have been asked to offer in
this case?

| am offering expertise as a psychologist on adolescent psychology, specifically the
psychological needs of adolescents that are met by imagery in cigarette brand marketing,

and on youthsmoking prevention efforts.

A. Work at Oregon Resear ch I nstitute

You are a psychologist at Oregon Resear ch Institute?

Yes. | am a Senior Scientist and member of the Board of Directors at Oregon Research
Ingtitute (ORI).

Before you discuss your work, please tell the Court briefly about Oregon Resear ch
Institute.

ORI is aprivate, nonprofit organization, founded in 1960. At ORI, scientists conduct
research in the behavioral sciences. Most of the work at ORI relates to public health.
Scientists gudy the factors that contribute to disease and to risky health habits and
develop and evaluate treatment programs to ater unhealthy behaviors such as cigarette
smoking, lack of exercise, risky sexual behavior, depression, and drug abuse. Our

scientists also develop and evaluate intervention programs to prevent public health
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problems before they occur. Prevention programs developed at ORI include parenting
skills training programs, school-based programs to prevent tobacco, alcohol, and other
drug use, and interventions to prevent adolescent depression. We deliver these
preventive interventions through clinics, schools, communities, the worldwide web, and
entire states.

ORI has also contributed to the development of statistical and experimental
methods in the behavioral sciences. These include techniques for analyzing human
development within the context of families, schools, and communities, and the use of
certain experimental designs known as interrupted time series to assess the effectiveness
of interventions.

How is ORI funded and what isits budget?

ORI receives the bulk of its funding from the National Institutes of Health but also
receives funding from other Federal agencies, foundations, and private sources. We
currently have 60 research grants and an operating budget of about $17 million.
According to your curriculum vitae, you have been a psychologist for 31 years?
Yes. | have been doing research on clinical and preventive interventions for most of that
time. During the late 1970s and early 1980s, | aso was involved in a private practice asa
clinical psychologist. Since then, my clinical work has involved developing and
evauating clinical interventions.

What is your educational background?

In 1966, | received a Bachelors degree in Psychology from the University of Rochester.

In 1968, | received a Masters degree in Social and Organizational Psychology from the
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University of Illinois. 1n 1971, | received a Ph.D. in Social Psychology from the
University of Illinois.

Would you briefly describethe origins of your work in the field of psychology?

| began working in the field of socia and organizationa psychology, the areain which |
received my Ph.D. in 1971. My doctoral dissertation concerned the organization of
university departments. | created a model of characteristics of academic areas that has
since come to be known as the “Biglan Model.”

Soon after getting my degree, | obtained post-doctoral training in clinical
psychology from the University of Washington and did an internship in clinical
psychology at the Psychiatry Department at the University of Wisconsin. | then took a
position at the University of Oregon as a Visiting Assistant Professor and subsequently as
an Assistant Professor in Clinical Psychology. My research at that time included work on
geriatric rehabilitation and the treatment of depression. | also did research on the
treatment of anxiety, insomnia, and social skill deficits.

From 1977 to 1982, | was aclinical psychologist at the Behavior Change Center,
an innovative clinic that | helped found. We created the clinic to provide researchbased
treatment at alow cost. At the clinic, | worked with families on child and adolescent
problems and worked directly with adolescents on a variety of betavioral problems.

Can you describe further your work at the clinic with children and adolescents who
had behavioral problems?

With respect to children, | worked mainly with families who were having problems with
their children’s misbehavior. Treatment involved a widely accepted approach namely

behavioral parenting skillstraining. In this approach parents learred how to use positive
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reinforcement to help their children develop cooperative social behavior, self-
management skills, and many other skills that children need to succeed with peers,
teachers, and other adults | also worked with adolescents who were having a variety of
problems, including difficulties in school, such as skipping class, getting into fights, and
not doing schoolwork. Often the teenagers | worked with were also having conflict with
their parentsand, not uncommonly, they were experiencing depression and anxiety.
Many of the teenagers lacked skills for getting along with their peers My treatment
approach typically involved working with the whole family and included: helping parents
develop more positive and less confrontational approaches to guiding their teenager’ s
behavior; helping the teenagers get what they needed at school and at home through more
positive behavior; helping the family set up a system for reinforcing cooperative
behaviors, such as helping around the house and doing schoolwork (since these
behaviors are fundamental building blocks for success in schools and families);
understanding the important things that the teenagers were concerned about and helping
them get those things; teaching them social skills for relating to peers; teaching families
how to build positive relationships; developing ways of problem solving; and helping
parents set clear, consistert, but not harsh, limits on their teenager’s behavior.

Please briefly explain how you drew upon your work with adolescents at the clinic
in performing your analysisin this case.

My work with adolescents and their families has given me an understanding of the
process of adolescent development and the needs of adolescents that motivate their
behavior. My understanding of the key needs of adolescents is one basis for analyzing

the impact of Defendants' marketing practices on adolescent smoking.
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According to your curriculum vitae, you began working at ORI in 1979. What kind
of work have you focused on at ORI?

| have done research on tobacco use, depression, diabetes regimen maintenance,
parenting skills, and adolescent problem behaviors, which in addition to tobacco use
include acohol and other substance use, high risk sexual behavior, and antisocial
behavior. During my time at ORI, | have moved from a focus on the behavior of
individuals to a public health perspective, which emphasizes understanding and
intervening on all of the determinants of the prevalence of a problem in a defined
population.

What work have you done on tobacco use?

My work on tobacco at ORI has primarily involved adolescent tobacco use. The main
thrust of my work has been to devel op and evaluate programs to prevent adolescent
tobacco use. | have also worked on adolescent smoking cessation interventions, though it
has provendifficult to help addicted teenagers stop smoking. As| have evaluated
smoking prevention interventions, | have also analyzed some of the risk factors for
adolescent tobacco use and other adolescent problems. Finaly, | have been involved in
the development and evaluation of smoking cessation interventions for adults.

Have you done work on other risk-related behaviors of adolescents?

Yes. | have done and continue to do work on adolescent use of acohol and other drugs
besides tobacco. In addition, | have done work on teenagers high-risk sexual behavior,
aswell as on delinguency.

What hasyour work on adolescents' risk-related behavior sinvolved?
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Much of it was done at ORI in the context of our development and evaluation of tobacco
prevention interventions. Most of our tobacco-related interventions were also designed to
prevent other forms of substance use. For this reason, we have routinely assessed these
interventions impact on other substance use, delinquency, and sometimes high-risk
sexual behavior. In addition, we have used the data we collected to analyze the ways in
which peer and parental factors are associated with adolescent problem behavior.

My work on these problems with my colleagues at ORI led us to work on how
high risk sexual behavior might be prevented among teenagers. We developed and
evaluated a five-session clinical intervention that we found could help teenagers reduce
risky sexual behavior.

My work on preventing adolescent problem behaviors has also involved the
evauation of a parenting program that helps parents improve their skillsin guiding early
adolescents. We evaluated its impact in reducing substance use and antisocial behavior
among middle school students who were at-risk for problems, and we found that the
program was beneficial in preventing adolescents from developing antisocial behavior.
What other work have you done at ORI with children, adolescents, and families?
| have done some work evaluating interventions to prevent problem development among
elementary school students. The intervention included a parenting skills training
component, a socia skills component for students, and supplemental instruction in
reading. We found that this intervention was quite successful in preventing reading
failure and prevented the development of children’s aggressive socia behavior (which

contributes to the later development of delinquency and substance use). | have also
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conducted a number of studiesinvolving problems of adults, such as depressionamong
mothers.

Some of my research has involved the development and evaluation of clinical
treatment procedures to help people with awide variety of problems cope more
effectively with thoughts and feelings that are causing them great difficulty. For
example, | worked with mothers of developmentally disabled children to help them cope
with depression and anxiety and, at the same time, better care for their children.

Have you found in your work at ORI that you draw upon your experience asa
clinical psychologist?

Yes.

Briefly describe how your experience asa clinical psychologist has assisted with
your work at ORI.

Being aclinical psychologist involves trying to see the world from the perspective of the
client. To help people you have to understand how they think and feel and what is
important to them. All of my work at ORI has been influenced by my understanding of
the psychological reactions and motivations of people. As| have developed and tested
interventions—even when they didn’t involve direct clinical contact with people—I have
been guided by what | understand about people' s psychological needs For example, |
know how important it is for most adolescents to fit in with their peer group—to be liked
and accepted. As aresult, in developing tobacco prevention programs, | have tried to
create programs that would make not smoking tobacco the “in” thing for teenagers.

Would you please define what you mean by “ psychological needs?”
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By psychological needs, | mean the wants, wishes, or desires people have to achieve a
certain psychological state. For example, as| will testify below, most adol escents have
strong needs to be accepted by their peers and to have an image that they feel will make
them acceptable to their peers.

Hasyour work at ORI helped you under stand the psychological needs of
adolescents?

Yes.

Could you give us an example?

One example is my work on the MacChoice project. Between 1989 and 1994, a
colleague and | developed and evaluated a five-session treatment program to help
adolescents develop safer sex practices. The program was designed for teenagers who
had cometo clinics for sexually transmitted diseases because they had or thought they
had a sexually transmitted disease. The program was named “MacChoice” because the
teenagers had three choices: Monogamy, Abstinence, or Condoms. Its goa wasto help
teenagers develop safer sex practices by defining goals for safer sex, identifying
situations that put them at risk of engaging in risky sexual practices, and developing skills
for negotiating these situations without having risky sex.

To do this, we had to understand the sort of psychological needs that they were
experiencing. For example, most of the teenage girls who participated were engaging in
high-risk sexual behavior because they had strong needs for affection, acceptance, and
support. Typicaly, they had a difficult home life, where they felt unloved, and often they
had trouble finding supportive girlfriends. As aresult, they were dependent on boys to

fulfill these needs. Often, those boys were older and exploitative. The key to helping
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these teenage girls was to help them feel more accepting of themselves and find less risky
ways of getting their psychological needs met. We helped them re-evauate whether they
were getting their needs met in their current relationships and helped them devel op the
assertiveness skills they needed to resist exploitation by the boys they were involved
with, or to extricate themselves from exploitive relationships. Our evaluation of the
program showed that it helped teenagers reduce the number of partners they had and
develop safer sex practices.

Do you have other examples of how your work has helped you under stand the
psychological needs of adolescents?

Yes. Over the past severa years, we have been doing research in middle schools. That
work has included efforts to help middle schools develop and implement more effective
approaches to schoolwide discipline and ways to increase community support for
successful early adolescent development.

In the course of that work, | have experienced how strong the motivation can be
for youth at this age to fit in or be accepted. Through interviews and questionnaires, we
found that the rate of teasing and harassment among peers climbs in middle school.
Adolescents are called names, threatened, gossiped about, shunned, and sometimes hit.
We have aso learned alot about what kinds of things trigger such teasing. For example,
in one middle school we asked the school’s “leadership class’ to list the things about a
child that would make it more likely that he or she would be teased. The list included:
being small, wearing glasses, being an “A” student, being unattractive, and wearing

clothes that are not in fashion This work gave me an increased appreciation of how
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strongly many adolescents are motivated to be accepted by their peers and the importarce

of self-image for that acceptance.

B. Research on Youth Smoking Prevention

Let’sfocus on your research regarding the prevention of adolescent smoking.
Generally, can you give us an overview of the extent of your prevention research?
| have received funding continuously since approximately 1979 for research on the topics
| just described. | have received 19 grants awarded by seven different institutes at the
National Institutes of Health(NIH). The total amount of funding derived from those
grants was over $41 million. Nine of the grants focused partly or entirely on tobacco use
and preventionresearch. The total funding of those grants was over $35 million. They
came from three different institutes.
How ar e decisions made about which grant proposals receive funding?
The National Institutes of Health has a system of peer review of proposalsin which
scientists working in the area relevant to a proposal convene in committees to review the
proposals. Conflict of interest procedures prevent persons from reviewing proposals of
close colleagues or those whose funding might benefit the reviewer. The role of people
who work on the program side at NIH is quite limited. They cannot participate in the
deliberations of review committees and, once proposals have received priority scores
from the committee, program officers have little discretion to deviate from funding the
projects in the order of ranking.

NIH personnel who administer the review committees also have little influence on
the priority scores given by the committees. They cannot vote and cannot comment on

the substance of the proposals under review.
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What sort of research have you performed on adolescent smoking?

The primary focus of this research has been to develop and test programs to prevent
adolescent smoking. In the process of doing this, we have aso anayzed the correlates of
adolescent smoking with the measures of risk factors we had available.

How many smoking prevention programs have you developed or evaluated?

From about 1979 to the present, | have participated in the devel opment and evaluation of
five programs.

Tell usabout your work on these programs.

In 1979, | received a grant, along with two colleagues, to develop and evaluate a
classroom-based smoking prevention program. The classroom-based curriculum that we
developed focused primarily on teaching adolescents refusal skills for resisting peer
pressures to smoke. We evaluated this curriculum in two studies.

Did you consider the psychological needs of adolescentsin developing this
prevention program?

Yes. In order to create a program that would motivate adolescents not to smoke, it was
essential that the program link not smoking to the achievement of outcomes that were
important to adolescents.

Please describe how you considered or addressed the psychological needs of
adolescentsin this program.

We considered, for example, the influence that peers have on adolescents’ smoking. As
our work and the work of others has shown, adolescents whose friends smoke are
significantly more likely to smoke themselves. As| stated earlier, and will elaborate

below, adolescents have a strong need to be accepted by their peers. Adolescents are
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more likely to take yp smoking if they perceive that smoking will help them gain peer
acceptance. For this reason, it was important that our prevention program influence
adolescents to perceive that smoking was not aroute to peer acceptance.

How did you do this?

Wedid it in anumber of ways. First, we did classroom exercises in which students
received instruction and watched videotaped models of refusal skills for handling
situations in which someone might ask them to smoke. Students practiced ways of
refusing in small groups and acted out these situations before the whole class. In
addition, students were asked to make an explicit commitment not to smoke and were
given accurate feedback about the number of students who actually smoked. This
feedback was given because of the evidence that adolescents overestimate how many of
their peers smoke and because such overestimations lead them to try smoking.

We designed all of these activities to counter peer influences to smoke. The
refusal skills training was designed to provide adolescents with ways of interacting with
peers that would not require them to smoke, but would help them be accepted by their
peers. Their participation in the refusal skills training and the other classroom exercises
was a so designed to increase students perceptions that most of their peers did not smoke
and did not want to smoke. In other words, we hoped that students would conclude that
the peer acceptance they so desired could be achieved by not smoking.

What was the effect of this program?
The effects were mixed. In the first study, from 1979 through 1985, we found that the
program did have a beneficia effect on measures of students' refusal skills; and there was

alower rate of smoking among those who were aready smoking when the program
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began, but there were no beneficial effects for other students. A paper describing this
study, Biglan, Severson, Ary, Faller, Gallison, Thompson, et al., 1987, isin my
curriculum vitae (U.S. Exhibit 78,524).

In the second study, conducted in 1982 through 1986, we also found that, among
teenagers already smoking, the program produced lower rates of smoking than for those
who didn’t get the program; but among boys who had not yet smoked, there was evidence
that their smoking increased after the program. A peer-reviewed paper describing this
study, Biglan, Glasgow, Ary, Thompson, Severson, Lichtensteinet al., 1987 (U.S.
Exhibit 73,223).

Werethe paper s describing these two studies published in peer-reviewed journals?
Yes.

Did you evaluate other prevention programs?

Yes. 1n 1984, we developed a more extensive and elaborate prevention program
designed with components for grades six through twelve. This program made use of
videotapes both to affect refusal skills and to reduce students' receptivity to tobacco
advertising.

How did you addressstudents’ receptivity to tobacco advertising?

We used videotapes and classroom exercises to teach students about the appeal s of
tobacco advertising, to get them to analyze how tobacco advertising makes cigarettes
appealing, and to rewrite the advertisements to make them more accurate. For example, a
student might write on an advertisement that shows a handsome man and the Marlboro
brand that the man was likely to die of lung cancer. A description of the video for eighth

grade stated that the “video makes specific points about the tobacco industry and its
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attempt to target a teenager audience by associating smoking with adulthood [and]
athletic ability....” A paper we published in a peer-reviewed journal describes this
intervention The paper is in my curriculum vitae as Biglan, James et a., 1988 (U.S.
Exhibit 78,524).

How did these exer cises addr ess adolescents psychological needs?

The exercises were designed to “taint” cigarette advertising in adolescents minds and
thereby break the connection between smoking and images of peer acceptance and self-
confidence (among others) so that teenagers would no longer perceive that smoking could
help them fulfill these needs.

What was the effect of this program?

The results for this program were alittle better. We found that the intervention had a
significant effect on the rates of smoking among those who were already smoking at the
beginning of the program However, it did not affect smoking among those who had not
previousy smoked. We published the evaluation of the program in a peer-reviewed
journal, The Journal of Behavioral Medicine. The paper is Ary, Biglan et a., 1990 in my
curriculum vitae (U.S. Exhibit 78,524).

Did you do any further tobacco prevention research?

Yes.

Please describe that resear ch.

Based on the results | just described, we felt that a new initiative was needed. We
decided to develop and evaluate a community-wide intervention to prevent adol escent
smoking and see if it would do a better job than simply having the type of school-based

programs we had previously developed and evaluated. Beginning in the early 1990s, we
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A:

conducted Project SixTeen We randomly assigned sixteen small Oregon communitiesto
receive either a classroom-based curriculum alone or to receive the classroom program
plus the community intervention. The community intervention had four components:
media designed to generate support for smoking prevention efforts, youth anti-tobacco
activities, ayouth access reduction program, and family communications about tobacco.
Could you describe the access reduction component ?

This was a program to reduce illegal sales of tobacco to young people by rewarding
clerks for not selling tobacco to them Teenagers working for our project attempted to
purchase tobacco. If clerks were willing to sell, the teerager handed them reminders of
the law. If the clerks refused to sell, they received a gift certificate worth $5 to $10 and
the stores received public recognition of their refusal.

What were the results?

Research we published showed that the program brought about substantial decreasesin
illegal salesin the eight communities in which we implemented it. Two peer-reviewed
publications describe these findings. They are listed as Biglan, Henderson et a., 1995
and Biglan, Ary, et a., 1996, in my curriculum vitae (U.S. Exhibit 78,524).

Has the Reward and Reminder Program been used in other places?

Yes. Two states, Wyoming and Wisconsin, have since implemented the program In
both cases, the implementation of the program led to reductions in sales rates to below
10%. The figure on the following page illustrates the impact of the program.

Did Project SixTeenincorporate elements based upon your experience with, or
resear ch about, the psychological needs of adolescents?

Yes.
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Q: What elements wer e incor porated?
The school-based program was the same one | described above. As| explained, that
program was designed to influence adol escents to conclude that not smoking would be a

better way than smoking would be to fulfill their psychological needs for peer
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acceptance, excitement, fun, health, and a positive self-image. However, the community
intervention added a youth anti-tobacco component created to further link these
adolescent needs to not smoking. Students designed and participated in extracurricular
anti-smoking activities such as conducting smoking prevention activities with younger
students, running health fairs, and creating anti-smoking sidewalk art.

How did youth anti-tobacco activities addr ess adolescent psychological needs?

We fashioned these activities to provide opportunities for positive interactions among
teenagers in the context of their making public commitments not to smoke and to foster
the association between social acceptance and not using tobacco. These activitiesalso
helped to increase the perception that other teenagers were opposed to smoking. At the
same time, many of them provided fun, excitement, and boy-girl interactions, which, as |
will describe later in my testimony, are important motivators for most teenagers.

An evaluation of the impact of both the youth anti-tobacco component and the
family communications component was published in a peer-reviewed journal, American
Journal of Community Psychology. It isBiglan, Ary, Yudelson et a., 1996 in my
curriculum vitae (U.S. Exhibit 78,524).

Did Project SixT een address thetobacco companies marketing of cigar ettesto
adolescents?

Yes, it did. Inthe media advocacy, the youth anti-smoking activities, and the school-
based curriculum that were part of Project SixTeen, we tried to counter the influence of
tobacco advertising.

How did you do that?
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A: One way we tried to do that was by mailing fact sheets to community leaders that were
designed to increase community support for youth smoking prevention.
What information did you include relevant to cigar ette marketing?

A: One fact sheet consisted of facts about the Joe Camel campaign with references to the
empirical evidence. It wastitled, “The Case Against Joe Camel.” Sample facts, together
with the evidence cited, were as follows:

After Joe started selling Camels, the company’ s market share went
from 3.9% to 4.3% in 1990, and has continued to increase.

Why is Joe such a successful salesman for such aletha
product?

He' s a “cute”—but macho—cartoon character who drives
race cars, rides motorcycles, water skis or hangs out in
gambling casinos.

He's sexyl—always surrounded by women Hisbeach
etiquette: “Run into the water. Grab someone and drag
her back as if you've saved her from drowning. The more
she kicks and screams the better....”

According to recent research:

Over 90% of 6-year-olds recognized Joe Camel and knew
he stood for cigarettes.

32% of those under 18 smoke Camels—over twice as
many as those 18 to 24.

Joe Camel has increased RJR’s share of the illegal
children’s cigarette market from .05% to 32%—about
$476 million per year in sales to the children they say
they don't sell to.

DiFranza, J.R., Richards, JW., Paulman, P.M., Wolf- Gillespie, N.
Fletcher, C., Jaffe, R.D., & Murray, D. (1991). RIR
Nabisco’'s cartoon camel promotes camel cigarettes to
children. Journal of the American Medical Association,

266, 3149-3153.

Fischer, P.M., Schwartz, M.P., Richards, JW. Jr., Goldstein, A.O.,
& Rojas, T.H. (1991). Brand recognition by children aged
3to 6 years. Journal of the American Medical Association,
266, 3145-3148.

Pierce, J.P. Gilpin, E. Burns, D.M., Whalen, E., Rosbrook, B.,
Shopland, D. Johnson, M. Does tobacco advertising target
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young people to start smoking? Journal of the American
Medical Association, 266, 3154-3158.

Wasthere evidence that the community inter vention was effective?

The study provided modest evidence that the community intervention prevented more
adolescent smoking than was true in communities that only received the classroombased
program.

Was the evaluation of Project SixTeen published?

Yes. Theresults of the progiam as a whole were published in the peer reviewed journal,
Tobacco Control. It islisted in my curriculum vitae (U.S. Exhibit 78,524) as Biglan, Ary
et al., 2000.

Have you performed other research related to the work you have conducted on
thesesmoking prevention programs?

Yes. In the process of evaluating the smoking prevention programs | just described, we
were able to collect additional data relevant to peer and parental influences on adolescent
smoking.

What did you find in these studies?

We generally found that adolescents whose friends smoked were more likely to be
smokers. The evidence about an association between parental smoking and adol escent
smoking was more mixed. However, we did find some evidence that parental monitoring
of their teenager’ s behavior was a predictor of the teenager’s association with deviant
peers and of the teenager taking up smoking.

Did you publish thisresearch in peer-reviewed journals?

Y es, there are a number of papers. They include Kniskern, Biglan et al., 1983; Biglan,
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Severson et al., 1983; Biglan, McConnell et a., 1984; Friedman, Lichtenstein, & Biglan,
1985; Ary & Biglan, 1988; Biglan, Duncan et a., 1995; Ary, James, & Biglan, 1999;
Biglan & Smolkowski, 2002, all listed in my curriculum vitae (U.S. Exhibit 78,524).
Areyou currently involved in any research on prevention programs?

Yes.
What does it entail?

| am currently involved in a project that is evaluating family communications and youth
anti-smoking activities to prevent adolescent tobacco use.
What does that project involve?
We have randomly assigned 40 middle schools in Oregon to receive or not receive the
intervention and we are tracking the program’s impact on the prevalence of middie
school students' tobacco use.
What isyour involvement?

| am the Principal Investigator on the project and was involved in designing the
intervention and the study that evaluatesiit.

Doesthis project incor porate any information based upon your knowledge of the
psychological needs of adolescents?

Yes.
What kind of information was incor por ated?

This program has a youth anti-smoking activity component. As| stated above, such
activities associate not smoking with having friends, fun, excitement, success, and a
positive self-image.

Doesthe program addressindustry marketing of tobacco?
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Yesit does. Students and their parents receive a series of videos from their school that
they watch together at home. One of those videos discusses the influence of tobacco
marketing on adolescent tobacco use It is designed to sensitize adolescents to the
influence of cigarette brand advertisements and to encourage them to react negatively to
these advertisements, rather than to form the impression that they can achieve positive
outcomes by becoming a smoker. After watching the video, students and parents
together do an activity designed to solidify the teenager’s commitment not to smoke.
Have you evaluated this resear ch yet?

No. We do not yet have results of this project.

Arethereother smoking prevention programsthat you are working on?

Yes. We have just begun a project at ORI in which we are trying to develop direct
mailings to teenagers and their parents that would motivate adolescents not to smoke.
We are trying to convey the message that popular people do not smoke, that smoking
harms others, and that smokers typically are not socially successful.

In your work on this project, how, if at all, have you employed your under standing
of adolescent needs?

We have designed each of the themes in our mailings to speak to a key adolescent need.
Both the theme that popular people don’t smoke and that smokers are socialy
unsuccessful are direct attempts to counter images of smokers as socially accepted and
popular and to further the perception that social acceptance will be better achieved by not
smoking. The message that smoking harms others is not so much a health message as an

effort to associate not smoking with being a caring and mature person.
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For each of the tobacco intervention programs you have developed, have you
considered the influence of tobacco marketing in how you structur e the program?
Except for our earliest efforts in the early 1980s, al of the preventive interventions that |
have developed with my colleagues at ORI have included efforts to counteract the
influence of tobacco marketing on young people. The smoking cessation program did not
address cigarette advertising.

Why does ORI include efforts to counter the influence of tobacco marketing on
adolescentsin its prevention programs?

Because research showsthat such marketing motivates adolescents to smoke by
associating advertised brands with appealing images of the smokers of those brands. For
this reason, we keep trying to find ways to undermine the association of appealing images
with smoking. One example is the design and creation of videos for our family
communications intervention. We included material designed to get parents and youth to
understand how the tobacco companies try to make cigarettes and smokeless tobacco
appealing to youth and to react in negative ways to the images of smokers that such
advertising conveys.

Have you worked on any other tobacco intervention programs?

Yes.

Pleasetell the Court about them.

During the 1990s, ORI collaborated with the Center for Health Research at Kaiser
Permanente in Portland, Oregon to develop and evaluate tobacco interventions within
Kaiser'sHMO. There were five different projects: () smoking cessation for hospitalized

patients, (b) smoking cessation for patients seen in clinics, (¢) smoking cessation for
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intervention on smoking cessation.

What was your involvement?

| had two roles. | was the Principal Investigator on the adolescent smoking cessation
project and | was in charge of developing videos that accompanied each of the
interventions.

For your work on the Kaiser programs, did you incor por ate any knowledge or
information based upon your experience or on research regarding the psychological
needs of adolescents?

We certainly made use of my knowledge of adolescents’ psychological needsin
designing the adolescent smoking cessation program.

How did you do that?

The success of the program required that we understand the psychologica needs of each
adolescent and see if we could find ways to help each of them achieve those needs
without smoking. The program consisted of brief visits to a nurse by adolescents who
were enrolled in the Kaiser HMO and had already experimented with cigarettes. Our
nurse interventionists attempted to befriend the teenagers, understand the most important
issues in their life and, within that context, develop a plan for quitting that was likely to
work for eachteenager. The nurses were generally very nurturing and empathetic people
who achieved good rapport with and participation by adolescents.

What was the result of this program?
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Like many other evaluations of adolescent smoking cessation programs, we found that
we could not achieve a higher rate of cessation for adolescents who participated in the
program than for adolescents randomly assigned not to receive the program.

Your testimony today involves adolescent psychology and its application to cigarette
brand advertising. Can you please explain how your experience in adolescent
psychology equips you to examine and analyzethe imagery that Defendantsuseto
advertise and market cigar ettes?

| can apply my understanding of adolescents' needs to the images and themesin
Defendants’ cigarette advertisements and other marketing pieces and | can determine
whether those images and themes would appeal to adolescents. Moreover, it equips me
to understand Defendants’ internal research memoranda that discuss the imagery in their

advertisements and to evaluate its relevance to adolescents.

C. Publications

How many publications have you written?

Between 1970 and 2004, | wrote or co-wrote 126.

Of these, how many are articlesin peer-reviewed journals?

Of these, 94 are in peer-reviewed journals.

What subject areasdo your publications cover?

| have published papers on a number of substantive areas of public health including
tobacco, alcohol, and other drug use; high-risk sexual behavior among adolescents; adult
depression; parenting skills interventions for parents of both children and adolescents; the

treatment of chronic abdominal pain of children; insomnia; test-taking anxiety; chronic
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and social anxiety; and social skills deficits. | published a description of aclinical
intervention for severely distressed parents of developmentally delayed children.

Over the last 15 years, | have published a book and a number of journa articles
concerning the movement within the behavioral sciences toward more popul ationbased
research that includes analysis of the role of organizations in affecting the prevalence of
problems in populations. These have included an analysis of the evolution of the
practices of the tobacco industry and the tobacco control community in recent years, as
each has tried to achieve its godls related to smoking and smoking prevention and
cessation.

| have also published papers on the philosophy of science and on methodological
issues involved in behavioral science research.

| have published on organizations, including work on leadership and the nature of
university organizations, as well as on the evolution of the practices of organizations as a
function of the material consequence of those practices.

How many articles have you published on thetopic of adolescent smoking behavior?
Forty-sevenof my articles specifically focus on adolescent tobacco use, of which42 are
peer reviewed.

What books have you author ed?

In 1995, | wrote a book, Changing Cultural Practices: A Contextualist Framework for
Intervention Research, published by Context Press in Reno, Nevada, listed in my
curriculum vita, (U.S. Exhibit 78,524). It concernsintentional efforts to change cultural
practices, focusing particularly on cultural practices that affect human well-being, such as

childrearing practices, tobacco control practices, and sexism.
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In addition, two books came out of my work at the Center for Advanced Study in

the Behaviora Sciencesin Palo Alto, Cadifornia

D. Center for Advanced Study

What was your work at the Center for Advanced Study?

In 2000-2001, | spent a year—by invitation—at the Center for Advanced Study in the
Behavioral Sciences. The Center asked me to assemble and lead ateam of scientistsin
reviewing and summarizing knowledge about the development and prevention of youth
problem behaviors. The Robert Wood Johnson Foundation and a consortium of agencies
at the National Institutes of Health (the National Institute on Drug Abuse, the National
Cancer Institute, the National Institute on Alcohol Abuse and Alcoholism, and the Office
of Behavioral and Social Science Research) funded the project.

What resulted from your work?

This effort led to two books. | am the first author on Helping Adolescents at Risk:
Prevention of Multiple Problem Behaviors, published by Guilford Pressin 2004. This
book summarizes the evidence and defines next steps for research and practice on dealing
with youth with multiple problem behaviors. A secord book produced during this year
provides brief summaries of what we know about the development, prevention, and
treatment of adolescent problems. | was the first editor and wrote several chapters of the

2003 Plenum Press book, entitled Preventing Youth Problems

E. Public Health Perspective

Earlier you testified that you have moved, over theyears, toward a public health
per spective in your study of human behavior. Could you say more about what you

mean by that?
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A public health perspective involves a focus on the incidence and prevalence of a disease
or a health-relevant behavior in a defined population. The defined population might be a
community, state, nation, or set of nations. The concern of a public health perspectiveis
to understand all of the variables or factors that affect the incidence or prevalence of a
problem and to use that understanding to reduce the incidence or prevalence of the
targeted problem.

How isthat different from the orientation you began with?

Since | received training as a social and clinical psychologist, my orientation differed
from a public health perspective in two ways. First, asaclinical psychologist, | focused
on the influences of psychological factors and the immediate social environment on
behavior and tended not to look at the larger social context influencing behavior. Second,
asaclinica psychologist, | naturally was more oriented toward how | could help
individuals change behaviors they wanted to change through means that were under their
or my control.

Could you give an example of what you mean by that?

Wéll, if | were working with an adolescent who was having problems in school | would
focus on the specific behaviors of the adolescent, the psychologica needs of that teenager
that might be motivating those behaviors, and the things that the teenager and the parents
might do to help the adolescent change his or her behavior. Over time, |, and most other
psychologists, realized it was important to analyze and intervene in the school
environment in order to change an adolescent’s behavior. So, | might set up a system
where teachers gave a daily report to parents about the adolescent’ s behavior so that the

parents could reinforce the teenager’ s progress at school. However, even in this example,
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aclinical psychologist working with individual families would not be able to affect larger
socia system issues that might be important influences on the behavior of the adol escent.
Why not?

WEéll, the organization of the school itself might be a factor that was contributing to the
teenager’s problems. For example, there is growing evidence that middle schools—as
opposed to kindergarten through eighth grade elementary schools—increase problems
among adolescents. Moving from our current system of middle schoolsto aK through 8
arrangement might be a positive step, but a clinical psychologist working only with an
individual family would be unable to effect such a change.

Do your publications reflect thistransition to a public health orientation?

Yes, they do. 1n 1990, | began publishing papers that discussed the need to understand
the influence of the larger social context on the behavior of individuals and the
interactions among family members.

Can you identify specific publications?

Yes. 1n 1990, | published a peer-reviewed paper with Russell Glasgow, Ph.D., and
George Singer, Ph.D., entitled, “The Need for a Science of Larger Social Units: A
Contextual Approach,” listed in my curriculum vitae, Init, we argued that behavior
strategies that focused only on individuals and families were beginning to reach the limits
of their effectiveness and that “[c]ontinued progress may require more attention to the
larger context within which problems of individuals occur. As the environmental
determinants of behavior of individuals are identified, the question becomes how those
environments themselves can be modified.” We further stated, “Research has begun to

identify the limitations of interventions delivered to individuals, families, or small
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groups. Such limitations generally involve variables in the context of the target group
that cannot be affected by one-on-one and group interventions.” Biglan, A., Glasgow,
R.E., & Singer, G. (1990). The need for a science of larger socia units: A contextual

approach. Behavior Therapy, 21, 195-215 at 196 and 197.

How isthisrelevant to the conclusions you’ve reached in this case?

All of these considerations apply directly to the problem of tobacco use in our society.
Indeed, we discussed how they apply to tobacco use at length in the paper | just cited.
We summarized the influences on the tobacco use of individuals:

(a) the reinforcing and addictive properties of nicotine, (b)
the aversiveness of smoking attributable to morbidity and
mortality, (c) the social influences for and against tobacco use by
friends, family, health care providers, advertising, and other media.
The immediate social influences are in turn a function of the
production, sales, and lobbying of the tobacco industry to
encourage tobacco use and the organized activities of anti-tobacco
forces to discourage its use. The actions of both the pro- and anti-
tobacco industries are ultimately a result of the exigencies of their
survival. The profits produced by manufacturing and marketing
practices of tobacco companies appear to be the outcome that
maintains these practices. The effective outcomes for the health
care structure appear to include the successful treatment of disease
aswell asfinancial outcomes.

Biglan, A., Glasgow, R.E., & Singer, G. (1990). The need for a science of

larger social units: A contextual approach. Behavior Therapy, 21, 204-

205.

Arethereother papersin whichyou discussed the role of the practices of the

tobacco companies in promoting tobacco use?

Yes. | have elaborated upon this basic analysis in my book on cultural practicesand ina

peer-reviewed paper, Biglan & Taylor, 20003, listed in my curriculum vitae, Exhibit

78,524.
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Can you give us an example?

In my 1995 book, Changing Cultural Practices, | devoted a chapter to the cultural forces
that influence tobacco use. | discussed the function of tobacco marketing practicesin
recruiting new smokers as well as the way in which tobacco industry lobbying functions
to maintain a positive public perception of smoking and of the tobacco industry, thereby
preventing restrictions on the industry’ s marketing practices.

Isyour public health perspective limited to your work on tobacco use?

No. | wrote and published numerous peer-reviewed papers between 1993 and 2004 and
presented numerous talks on what this perspective implies for reducing antisocial
behavior, preventing substance use, generally improving the outcomes of the childrearing
practices of our society, and reducing marital conflict.

Arethese publicationslisted in your curriculum vitae?

Yes. The paper | mentioned above with Glasgow and Singer addresses a public health
perspective more generally. Also, | published a paper with Dr. Metzler in 1998 on a
public health approach to research on family interventions. The paper is listed in my

curriculum vitae as Biglan and Metzler, (1998) (U.S. Exhibit 78,524).

F. Professional Positions

Have you ever been associated with any professional organizations?

Yes. | have been a member of the Association for the Advancement of Behavior
Therapy, the American Psychological Association, the Association for Behavior
Analysis, and the Society for Prevention Research. | am also aFellow in the Society for
Community Research and Action.

Have you been involved in the leader ship of any of these or ganizations?
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Yes. | have been on the program committee of the Association for Behavior Anaysis
and chaired the Society for Community Research and Action’s committee on advocacy. |
have been on the board of directors of the Society for Prevention Research since 1997
and have led their strategic planning process. In 2003, | became President-Elect of the
society; in June of 2005, | will become president for two years.

Please tell the court about your work with the Society for Prevention Resear ch.
Prevention science is a relatively new field. 1n most areas of human behavior and public
health, the emphasis was initially on treating problems after they develop. But over the
last 30 years, there has been increasing effort to identify ways to prevent problems before
they occur and there is growing evidence of our ability to do this. The Society was
formed out of the coming together of prevention researchers who are making progress in
diverse areas, such as youth substance use, depression, and antisocial behavior.

My own work in the Society has involved a continuation of the work | was doing
at the Center for Advanced Study. A key development in prevention science and practice
isthe use of systems for monitoring youth well-being. Recently, | prepared a brief
monograph on the devel oping practice of monitoring the well-being of children and
adolescents in communities. The Society for Prevention Research published this
monograph as part of itseffort to promote the development of effective preventive
practices. It isentitled, Community-monitoring systems. Tracking and improving the
well-being of America’s children and adolescents (Mrazek, Biglan, & Hawkins, 2004).

| have also participated on a committee on standards of evidence for the Society.
Thanks to the committee, the Society recently adopted a set of standards for the

evaluation of preventive interventions and published them as Standards of evidence:
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Criteria for efficacy, effectiveness, and dissemination (Society for Prevention Research,
2004).

Have you had any leader ship roles at ORI?

| have been on the Board of Directors of ORI since 1979, with the exception of one year
during which | was at the Center for Advanced Study. | chaired the board from 1990 to
1992. | led the organization's strategic planning process during my tenure as Chair of the

Board.

G. Consultanting

Have you been a consultant to any gover nment agencies r egarding matters of public
health?
Yes. From 1996 to 2000, | was a member of the Epidemiology and Prevention Review
Committee of National Institute on Drug Abuse, where | reviewed grant proposals, in the
system | discussed above.

From 1998 to 2001, | was a member of the Behavior Change Expert Panel of the
Office of National Drug Control Policy (ONDCP). The panel had the responsibility for
advising ONDCP in the development of its media marketing campaign to prevent
adolescent drug use. We helped develop plans for the campaign and set up a system for
assessing the impact of advertisements. Together with another psychologists and a
marketing expert, | wrote the creative brief that guided advertising agenciesin
developing advertisements to motivate parents to prevent their childreris drug use. There
was some evidence that the campaign increased parents’ monitoring of their childrers
activities, apractice that is essential to preventing problem behavior of adolescents.

Dr. Biglan, what istherate at which you havereceived compensationin this case?
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A: | am receiving compensation of $250 an hour.
Q: Have you ever served asan expert witnessin other litigation?
No. Thisisthefirst and only time | have ever been retained as an expert witness in

litigation.
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Psychological Needs of Adolescents
A. Summary of Conclusions

Please define for the Court the field of adolescent psychology.

Adolescent psychology is the study of the development of young people during the
period from childhood to adulthood. That period corresponds roughly to the second
decade of life. Adolescent development involves the changes that occur in biological,
behavioral, and cognitive functioning during this period as well as the changes that occur
in adolescents’ social context—including their families, peer groups, and schools.
Befor e we discuss adolescent psychology, would you briefly explain how adolescent
psychology isrelevant to your conclusionsin this case?

In order to determine whether cigarette marketing influences teenagers to smoke, we first
need to understand the experiences and needs of adolescents. We can then ask whether
those needs make adol escents vulnerable to the themes and images that tobacco
companies associate with smoking.

What isthe question you examined in this case?

The question | examined is whether the images and themes the tobacco companies
created for use in their marketing of cigarette brands motivate adolescents to smoke. Put
another way, | examined whether the tobacco companies, through their marketing,
communicate to adolescents that smoking these cigarette brands will satisfy importart
adolescent needs such as being popular, accepted by peers, cool, independent, attractive,
or masculine or having lots of excitement and fun.

In studying that question, did you reach any conclusions?

Yes.

What did you conclude?
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Tobacco companies understand what motivates adolescents to smoke, such as desires to
be popular, masculine, independent, cool, rebellious, or to have excitement. The
companies use their understanding of adolescent needs to create images in marketing
their brands (e.g., Marlboro, Camel, Newport) that convey to adolescents they can
achieve such desired outcomes by smoking these brands. In short, tobacco companies
market cigarettes to adolescents by exploiting the psychological needs of adolescents.
Upon what do you basethis conclusion?

| base this on the published literature on adolescent development, as well as on my own
research and clinical work with adolescents and their families that | mentioned earlier
when discussing my credentials. | also base it on the internal documents of Defendants.

B. ChangesDuring Adolescence

Have you prepared a chart that identifies studies of adolescent development and
adolescents psychological needs that you haverelied upon?

Yes, it is Demondtrative 1.

Now, based upon theresearch literature and your research and work with youth,
please start by explaining what occurs during adolescence.

Adolescenceis a period of substantial change. The most important changes include: (1)
puberty; (2) increasing independence from parents; (3) changes in school, namely the

organization of middle and high school; and (4) an increase in the importance of peers.

1. Puberty

Let’sturn to the first significant change you mentioned—puberty. What are some
of the biological changes that adolescents experience during puberty that are

relevant to your conclusions?
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Adolescence marks the most significant period of change in human biological
development; the most important facet of adolescent development is puberty. Puberty
involves:. rapid acceleration in growth, development of primary and secondary sex
characteristics, changes in the quantity and distribution of fat and muscle, and in the
circulatory and respiratory systems that contribute to increased strength and endurance.
At what age does puberty normally begin?

There is substantial variability in the onset of puberty, with its onset varying by as much
asfiveyears. Puberty typically begins sometime between the ages of 10 and 15 years
old. This means that many adolescents may be considerably more or less physically
mature than peers with whom they interact every day. On average, puberty begins earlier
for girls than it does for boys.

From the per spective of adolescent psychology, what are some of the consequences
of the biological changes adolescents undergo during puberty?

These biological changes affect the body image of both sexes, but particularly adolescent
girls. Puberty brings with it an increasing interest in the opposite sex. Growth and sexual
maturation also increase adolescents' desire for independence and autonomy.

2. I ncreasing | ndependence From Parents

Y ou testified about a second change during adolescence involving adolescents’
independence from their parents. What changes occur ?

Thereis an increase in adolescents desire to participate in decision making and an
increase in their demands for autonomy. Thereis also typically a decrease during
adolescence in how much parents supervise or monitor the activities of their offspring.

What happens as aresult of these changes?
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In many families, conflict increases as adolescents demand more autonomy and parents
attempt to monitor and set limits on their adolescent’ s activities. Sometimes this results
in parents gradually granting increased autonomy as the adolescents demonstrate their
ability to use their new freedoms appropriately. However, sometimes, conflict continues
and the adolescent becomes rebellious or defiant. Often parents give up attempts to

monitor and to set limits on their teenagers’ activities.

3. Changesin School

Third, you mentioned that the organization of middle schools and high schoolsisa
change that adolescents experience. What specifically happens?

For most adolescents, there are two transitions, one from elementary to middle or junior
high school and the other to high school. Important changes in both the social and
academic environment of adolescents accompany these transitions. These changes
include decreased support from teachers, increased academic competition, and increased
importance of peer group relationships.

How do these changes affect an adolescent?

They contribute to an adolescent’s need to bolster his or her self-esteem and sense of
competence and lead many adolescents to become less interested in academics and more
interested in social success.

How ar e these changes relevant to adolescent development?

They have an impact on the way young people think about school, about themselves, and
about their peer group.

What does the research show happensto teacher support when an adolescent moves

beyond elementary school to middle school and high school?
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Support from teachers diminishes when young people |eave elementary school.

Isthat significant?

Yes.

Why?

Teacher support contributes to adolescents' self-esteem, valuing of academics, feelings of
academic competence, and academic success. So thereis alessening of support at the
same time that adolescents have a greater need for self-esteem and other values
associated with the academic experience. Therefore, it is not surprising that numerous
studies show that academic performance suffers when young people transition out of
elementary school. Interestingly, while there generally tends to be less teacher support in
middle school, middle school teachers are significantly more likely than elementary
school teachers are to believe in strongly controlling and disciplining students and tend to
trust students less.

How do these beliefs about control, discipline, and trust interrelate with adolescents
needs?

These beliefs directly clash with students' growing needs for autonomy. Across grades,
adolescents have an increased desire for a say in decisions about what happens in the
classroom.

What does the resear ch show about academic competition as young people move
from elementary school to middle school and high school?

Evidence indicates that academic competition increases once young people leave
elementary school. Typically, elementary schoolwork emphasizes an individual student’s

accomplishments rather than comparisons of one student’s performance with that of other
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students. In middle school and beyond, the focus shifts to the performance of each
student relative to his or her peers. These conditions promote students focusing on their
abilities relative to their peers more than on their mastery of the material.

Does academic competition play arolein adolescent development?

Yes.

Please explain how that works.

Generally, adolescents perceived competence in academic, social, and athletic endeavors
and their perceived physical appearance help to support their self-esteem. In middle
school and high school, as academic work becomes more competitive in the sense that
each student’ s performance is judged relative to other students performances, students
are increasingly segregated according to academic ability. For those who are less
competent academically, this situation, coupled with decreased teacher support, leads to a
lowered sense of academic competence, aloss of interest in school, and a decrease in a
feeling of belonging. Loss of interest in school and declines in performance continue
through high school and lead to declining feelings of self-worth or self- esteem and
increased truancy and school drop-out.

What happens to those adolescents who do not succeed academically?

Adolescents who are not very successful academically in this new, more competitive,
atmosphere will search for other ways to define themselves and feel competent. They
may seek success in the social realm, but moving in that direction has its own challenges,

as we shall see when we discuss peer relations.

4. The I mportance of Peers

Y ou mentioned a fourth significant factor that occursin adolescence—an increasein
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the importance of peers. How isthis changerelevant to adolescent development?
Popularity and peer approval become critical during thistime. This development results,
in part, from the above-described changes in adolescents physical development, family
life, and school experience. The increased importance of peer relations also stems from
the increased levels of peer harassment and teasing that occur in middle and high school.
What roles do teasing and harassment have in the changing social relations between
students during adolescence?

Teasing and harassment make some adol escents very motivated to fit in with a group of
peers. Fitting inisnot just a matter of being liked and approved of by peers, it is often a

matter of achieving safety from harassment and teasing through membership in a peer
group.

C. Psychological Needs That Result From Changes in Adolescence

You have described four different significant changes that occur during
adolescence: (1) puberty; (2) increased independence from parents; (3) changesin
school, namely the organization of middle and high school settings; and (4) an
increasein theimportance of peers. What effects do these changes have on
adolescents that arerelevant to your conclusion that the tobacco companies market
to adolescents?

The diverse and substantial changes adolescents experience in their bodies, their family
relationships, their school structure and support, and especially, their relationships with
peers create strong psychological needs. This makes adolescents vulnerable to cigarette
marketing that conveys that smoking can help them meet those needs

Could you definethe term “ psychological needs?”
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A psychological need is ssimply awant, wish, or desire to achieve a psychological state,
such as the desire to feel masculine, attractive, popular, cool, independent, or to rebel
against authority.

Based upon research and your experience, what specific psychological needs result
from the changesthat occur during adolescence?

The changes | have described result in a set of intertwined and powerful adolescent
needs: (1) to develop a self-image that bolsters confidence and supports adolescents in
their attempts to fit in with peers; (2) to be popular and acquire peer approval; (3) to fedl
and be seen as independent; (4) to be popular with the opposite sex; (5) in the case of
boys, to be seen as masculine, rugged, and tough; (6) in the case of girls, to feel and be
seen as attractive; (7) to cope with negative emotions such as anxiety and depression; (8)
to experience fun, adventure, and excitement, and take risks; (9) to succeed in schooal,

gports, and social activities; and (10) to rebel against authority.

1. Self-lmage

Based upon research and your experience, let’s discuss each of the psychological
needsthat result from the changesthat occur during adolescence. First, please
describe an adolescent’s psychological need to develop a self-image that supports
him in his peer relations.

We al have a need to feel good about ourselves. However, in adolescence, the need can
be particularly acute. Issues of “who | am” become important during this period because
of puberty, the increased demands of school, and the heightened importance of the peer
group that | just described. For example, a young man who is beginning to mature

physicaly is worried about how he is doing in school. He wants his peers to accept him,
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and he will start to think about how he looks to others—whether he seems “smart” and
whether others like him. He will be quite motivated to ook and behave in ways he
perceives convey a good image.

A sdlf-image is aso important in adolescence because it is a time of thinking
about all kinds of new roles and experiences. Those of us who have achieved adult work,
family, recreational, and civic roles do not have to think about who we are in these terms.
The issues are pretty well settled. But in adolescence, numerous possibilities become
available for exploration for the first time. These include dating, staying out late, driving
acar, getting a job, playing in competitive sports, being a student leader, and so on. Asa
result, adolescents tune in acutely to information about what older adolescents and young
adults do in these realms. By observing others, they can try on images that they might
like, such as living an exciting adult life.

Are adolescents self-images simply a matter of how they view themselves?

No, an adolescent’ s self-image al so reflects how the adolescent hopes or believes that
others see him or her, including peers. Some developmental psychologists have argued
that many adolescents are so acutely concerned with how others view them that they are
constantly in the presence of an “imaginary audience.”

How do adolescents' self-images help them in their relationships with peers?

To the extent that young people can feel they are popular, “cool,” tough, masculine or
feminine, clever, and so on, they can feel more confident in their interactions with others.
Further, to the extent that others view them in these ways, the adolescents will be more
likely to be liked and admired by others, to have friends, and to have all the rewards that

come with having a set of friends.
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2. Popularity and Peer Acceptance

Please describethe adolescent psychological need for popularity and peer approval.
The need to fit in or gain acceptance from peers may be the single most important
psychological need of most adolescents. The biological, family, school, and peer changes
| have described drive this need.

If you can, would you illustrate your point with an example?

Certainly. An adolescent boy might notice that he is not growing as fast as other boys,
that he is having trouble competing academically, or that he is getting much less
psychological support from teachers than he did in elementary school. He might also be
experiencing teasing from peers—especidly if heis small for his age, doesn’t dress well,
or is not particularly skilled athletically. Such aboy has many reasons to care about
whether his peers like and admire him. If he cannot feel successful academicaly,
perhaps he can achieve a sense of success by being popular among his peers. And, if he
can gain acceptance from peers, it will mean that he can escape the put-downs and
ridicule that would otherwise pain his every day.

Similarly, a girl might experience an early growth spurt that makes her self-
conscious about her looks. She, too, might find that she is not doing well in school and
that her teachers make demands on her, but don’t seem very interested in her as a person.
Especialy if sheis not very good looking or doesn’t have the right clothes, she may be
the victim of put-downs from other girls. All of these experiences will contribute to her
being very interested—even desperate—to fit in, to know that others like her, or simply
to feel accepted.

In addition to escaping teasing from peers, are there benefitsto peer acceptance?
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Definitely. Peer acceptance brings with it many other rewards. An adolescent who is
accepted gets invitations to parties and other fun events, meets members of the opposite
sex, gets support from peers for their efforts in school and sports, and gets more involved
in extracurricular activities. Being accepted can even make one the center of attention
and aleader among students.

Do adolescents needsfor popularity affect their choices of consumer items,
behaviors, and activities?

Yes. Because their own popularity is so important to many adolescents, they are keenly
aware of what are the “in” and popular styles. By choosing a popular brand or activity—
such as the latest video game—that is popular with their peers, they can have confidence
that others will approve their choices. Since having things in common is a fundamental
basis for friendship formation, an adolescent can be sure that they will have thingsin

common with many others ssmply by choosing the most popular brands and activities.

3. | ndependence and Autonomy

Please describe an adolescent psychological need to feel and seem to be independent.
Growth and sexual development, along with the pull of the peer group, bring about an
increased desire for independence and autonomy. Asthey and their peers see themselves
becoming physically more like adults, adolescents increasingly desire and seek
behavioral autonomy in which they can make their own decisions about their activities
and when they come and go. Parents and teachers typically set limits on young people's
autonomy. This heightens adolescents desire to assert their independence. Learning that
something is “for adults only” makes it al the more appealing to adolescents. As

adolescents strive to achieve maturity and independence, they are particularly attentive to
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cues about what congtitutes independence or maturity. The way in which the peer group
often makes it embarrassing to be seen as a “baby” or as being dependent on “mommy”
and “daddy” aso drives the motivation for maturity and independence. Thus, the
appearance of maturity and independence makes adolescents feel more secure with their

peer group.

4. To be Popular with the Opposite Sex

Please describe adolescent psychological needsto be popular with the opposite sex.
Due primarily to puberty, adolescents experience a substantial increase in interest in the
opposite sex, sexual desire, and sexual activity. In thiscontext, it can be extremely
important to an adolescent that he/she feels he/she is appealing to the opposite sex.
Indeed, in this culture, physical attractivenessis so highly valued that efforts to look good
often consume adolescents as they search for information about what defines

attractiveness and how they can achieveit.

5. Boys: Masculinity, Ruggedness, and Toughness

Please describe an adolescent boy’s need to be masculine, rugged, or tough.
It is essential to nost boys that they feel they are masculine and that others see them as
such. For boys, masculinity is at the core of their self-image. It isvital to their
acceptance by most other boys. Most of the girls that they are interested in will judge
them in terms of this attribute.

This culture closely links masculinity with images of toughness or ruggedness. |If
young men make their own decisions and seem to be able to take care of themselves, they
think of themselves as manly. They will also appear manly to those around them. This

concept of masculinity can create problems for many men in later life, but it is the ided

Written Direct: Anthony Biglan, PhD: USv. PM, 99-cv-02496 (D.D.C.) (GK) Page 47



10

11

12

13

14

15

16

17

18

19

20

21

22

23

that the majority of adolescents seek. Information about how to look manly, tough, and

rugged are thus of great interest to adolescent boys; they will actively seek out this

information.
6. Girls: Attractiveness
Q: Please describe an adolescent girl’s psychological need for attractiveness.

For girls, increased concerns about their physical attractiveness, size, and body image
often accompany growth and physical development. Entry into prestigious peer groups
also depends on attractiveness. Thus, most adolescent girls are highly desirous of
knowledge about what fashions are in vogue, how they can be alluring, and what the
latest styles are. Information about celebrities such as movie stars is of grest interest for
clues about what a girl can do to achieve beauty, social success, and romance. By
reading about celebrities, they can vicariously experience the popularity that the celebrity
experiences and perhaps get some clues about how they too can achieve socia success.
Girls' puberty prompts increased interest by boys and there is evidence that early pubertal
development is arisk factor for involvement in other problems, especially when
accompanied by other risk factors. Evidence indicates that early maturing girls get
involved with older boys who are aready involved in problem behavior. For these girls,

their deviant peer group is older boys.

7. Coping with Anxiety and Depression

Q: Please describe an adolescent’ s psychological need to cope with anxiety and
depression.
A: Many of the changes | have described have an emotional impact on adolescents. For

example, exposure to bullying, teasing, or harassment is associated with depression,
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loneliness, anxiety, and lower self-esteem. Academic failure and concerns about one's
image also contribute to distress. Often the anxiety or depression that an adolescent feels
issomething he or she has not experienced before. The research shows that the incidence
of depression increases in adolescence and occurs at a higher rate among girls than boys
throughout adolescence into adulthood.

How do adolescents respond to bullying or teasing incidents that you indicated are
common in adolescence?

These experiences create an enormous concern among many adolescents about how their
peers view them. Adolescents with such a heightened concern are more self-consciousin
socia situations and have a greater level of socia anxiety than other adolescents do.
How do adolescents handle these heightened concer ns?

Under these circumstances, a young person can be very motivated to find ways to escape
such derision and gain acceptance from others. They may try to avoid others, but that is
next to impossible in a school situation They will try to conform to what others think
and do by adopting styles, behaviors, and attitudes of their more socially successful peers.
You said that, for many adolescents, depression and anxiety are new experiences.
Would you elaborate?

For many, adolescence may be the first time they have experienced strong anxiety or
feelings of sadness because it is the first time they have encountered the stresses of
academic and social competition Under these circumstances, adol escents search for
ways to feel comfortable and look for cues from their environment as to how others
achieve relaxation and tranquility. Substance use is one means of trying to control these

strong emotions.
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8. Risk Taking, Excitement, Fun, and Adventure

Please describe an adolescent’ s psychological need to experience fun, adventure, and
excitement, and to take risks.

Partly due to brain development, adolescents experience an increased need for excitement
and fun. In psychological terms, adolescenceis aperiod of higher levels of sensation
seeking.

What does sensation seeking involve?

Sensation seeking involves an intense need for exciting, risky, and adventurous
experiences.

When does this period of higher sensation seeking occur?

Although there is considerable variation in sensation seeking, on average it increases
between ages 9 and 14 and is higher for males than females. It remains elevated or
declines dightly until the twenties and declines more substantially from the twenties
through the fifties.

What causesor precipitates sensation seeking in adolescents?

Studies suggest that sensation seeking is, to a substantial degree, biologically driven.
However, the social environment also influences the expression of sensation seeking and
the forms of behavior it promotes.

What kind of outlets or activities will adolescents explorein response to thisneed to
takerisks and find adventure and excitement?

There is a generalized tendency to like novel, exciting, or advent urous activities and
stimuli associated with such activities. The particular environment of each adolescent

influences the specific activities that he or she might try. For example, a boy might get
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more interested in sports if his friends are also into sports. A girl might pursue “edgy”
artistic activities because of the encouragement she gets from those around her.

What isthe challenge for families, schools, and communitiesin raising adolescents
who exhibit a need for sensation seeking?

Much of the challenge is in finding ways to channel adolescents into safe and healthy
activities that also meet their needs for adventure and excitement. Adolescents who are
high in sensation seeking are particularly interested in shocking, surprising, or unusual
stimuli. In addition they are readily attracted to things that seem associated with risk or
adventure. To reduce their risk of harm, families, schools, and communities need to
provide them with exciting activities that meet their needs for stimulation, but minimize

the risks to their health and well-being.

9. Success in School, Sports, Social Activities

Please describe an adolescent’ s psychological need to succeed in school, sports, and
social activities.

Many of the needs we have already discussed contribute to adolescents' interest in
success in school, sports, and social activities. Success in these settings contributes to
acceptance by peers and attractiveness to members of the opposite sex. Sports and social
activities are also fun and exciting.

Interest in being successful at sports and social activities also heightens
adolescents' fascination with sports and entertainment celebrities. Admiring those who
are successful in these areas is one way adolescents learn how to succeed in these realms.
It is common for a newly successful athlete, for example, to describe athletes that he or

she strongly admired while growing up.
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10. Rebellion Against Authority

Please describe an adolescent’s psychological need to rebel against authority.
The conflict between adolescents’ desire for autonomy and the restrictions that schools
and parents put on them prompts some young people to become more rebellious.
Rebelliousness involves a tendency to resist what authority figures say the adolescent
should do and to embrace signs, symbols, and behaviors that communicate defiance of
conventional norms.
What types of family and school conditions make rebellion more likely?
Families in which there is high conflict and low levels of positive parental involvement
are more likely to have rebellious adolescents. Rebellious behaviors include associating
with deviant peers, smoking, using other substances, and engaging in delinquent acts.
Restrictions that schools place on students may conflict with adolescents’ desires
for autonomy. Adolescents with rebellious or aggressive tendencies often get into
increasing conflict with school authorities such conflict further motivates their
rebelliousness.
What do you find happensif a student is not doing well in school and also faces
reection by their more popular peers?
These adolescents tend to join peer groups of similarly rebellious and generaly
unpopular peers. For young people with little chance of succeeding in an academically
competitive school and among cliques of popular young people, rebellion is away of
rejecting a social world that they cannot enter and thereby coping with social rejection.
Such adolescents are typically interested in signs, symbols, and behaviors they can adopt

that both defy authorities and show solidarity with their ssmilarly rebellious peers. They
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come to succeed with a peer group, but it is a peer group that supports deviant behavior.

D. Defendants Cigarette Brand Marketing | mages

How are the psychological needs you have just described relevant to the question of
whether the images and themes Defendants use in marketing cigar ette brands
motivate adolescents to start smoking?

Adolescents are keenly, sometimes desperately, seeking information about how they can
satisfy the needs | just described. To the extent that the tobacco companies
communicate—through the themes and images of their marketing—that adolescents can
satisfy their needs by smoking one of the advertised brands, adolescents are vulnerable to
that marketing.

What cigar ette brands have you concluded thetobacco companiesare marketing in
ways that communicate that smoking the brand will satisfy one or more of the
adolescent needs you have described?

Marlboro, Camel, Newport, Kool, Parliament, Virginia Slims, Salem, and Winston.
Which tobacco companies market and sell these brands?

Marlboro, Parliament, and Virginia Slims are Philip Morris brands. Camel, Salem, and
Winston are R.J. Reynolds brands. Newport isaLorillard brand. Kool isaBrown &
Williamsonbrand. | understand Brown & Williamson and R.J. Reynolds are now one
company.

What kind of images or themes do Defendants use in their marketing of these
brands?

The tobacco companies’ marketing imbues each of these brands with themes and images

relevant to one or more of the needs | have described. The images include self-
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confidence, popularity, peer approval, independence, attractiveness to the opposite sex,
masculinity, femininity, relaxation, excitement, adventure, skill in awide variety of
athletic, social, and work endeavors, and rebelliousness.

What do you mean by the term “image,” and how does the adolescent’s image of
smokersinfluence him or her toinitiate or continue smoking?

Severd types of images are important. These are: (1) the image that adolescents have of
themselves, (2) the image they have of smokersin general, and (3) the image they have of
particular brands of cigarettes, and (4) the image they have of smokersof particular
brands. Thefirg, the self-image, is simply the way that people think about themselves.
Attributes such as “tough,” “cool,” “masculine,” or “adventurous’ could describe a self-
image. We can also characterize each of the other three types of images: (1) of smokers
in general, (2) of the brand, or (3) of the smoker of abrand, in terms of such a set of
attributes.

When the image of a smoker of a specific brand embodies attributes that the
adolescent desires to have, he or she will be motivated to smoke that brand. For example,
if ayoung man desires to be manly and rugged and believesthat smokers of Marlboro are
rugged, he will be motivated to smoke that brand in order to feel manly and to appear
manly to others. A document produced from the files of R. J. Reynolds, written by
Claude Teague and dated February 2, 1973, describesthe process rather well:

The fragile, developing self-image of the young person needs all the

support and enhancement it can get. Smoking may appear to enhance that

self-image in avariety of ways. If one values. .. an adventurous,

sophisticated adult image, smoking may enhance one's self-image.

502987357-7368 at 7364 (U.S. Exhibits 21,475; 78,782; and 77,237).
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1. Self-lmage and | mage of the Smoker

Dr. Biglan, would you give us an overview of the empirical evidencereevant to your
conclusion that the Defendants’ marketing makes cigar ettes appealing to
adolescents because it conveysto them that smoking those brands can fulfill their
psychological needs?

As | will show for each tobacco company, the tobacco companies make their youth
targeted brands appealing to adolescents by associating the brand and the smokers of the
brand with images that are highly desirable to most adolescents. The tobacco companies
have done considerable research on how to establish favorable images of their brandsin
the minds of young people. | review that evidence in detail below. To respond to your
guestion, however, | will first review research done by psychologists and other public
health-oriented researchers that examines how image advertising speaks to the needs of
adolescents and thereby influences them to begin or to continue smoking. Thereis
evidence that exposure to cigarette advertising increases the perception that smoking will
meet adolescents needs. Not surprisingly, therefore, we find that adolescents generally
perceive that smoking brings a number of youth-relevant benefits and that these
perceptions are stronger among those more exposed to cigarette advertising. Finally,
there is evidence that those adol escents whose needs are particularly strong are more
likely to smoke. | will review the available evidence on these points for each of the
adolescent needs | have discussed above.

I sthere peer-reviewed literatureto support your conclusion that adolescents are
motivated to smoke cigar ette brands because they believe doing so will enhance

their self-image?
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Yes. Research shows that one of the primary benefits of smoking that many adol escents
perceive is that it will enhance their self-image.

What does that research show?

There are two types of findings. First, the evidence shows that adolescents have distinct
images of adolescent smokers that include a number of attributes that adolescents desire
to have. Second, it shows that adolescents are more likely to smoke if their self-image is
like the image they have of a smoker. Smoking reinforces the image of themselves that
they are developing.

Let’sconsider thisresearch in detail. Have you prepared a demonstrative that
identifies and summarizesthese studies?

Yes. | have prepared Demonstrative 2 to identify and summarize these studies.

Dr. Biglan, as we discuss topicsin your testimony that relate to thisdemonstrative,
pleaserefer toit in providing an answer. Can you briefly describe the studies?
Yes. | have listed seven peer-reviewed studies that examine adolescents’ images of
smokers and the role of the image of smokers in motivating adolescents to smoke. The
first peer-reviewed study looked at differences in the perception of smoking and
nonsmoking youth by systematically comparing adolescents’ ratings of pictures of youth
that were identical, except for the presence of a cigarette. Sixth graderssaw the smokers
as tougher, wanting to be with the group, drinking more, more interested in the opposite
sex, less obedient, less good, trying to act older, less likely to do well at school, less wise,
less desirable as afriend, and less healthy. Tenth graders viewed smokers as more tough,
more likely to drink, more likely to act big, liking to be with the group more, older, less

good, less healthy, and lesswise. The mgjority of youth at both ages saw some of these
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attributes—being tough, having an interest in the opposite sex, and being with a group—
as good things that they aspired to.

The study also examined whether adolescents whose ideal self-image on each
attribute was closer to that of a smoker than to that of a nonsmoker were more likely to
say that they intended to smoke. There were no such relationships for sixth grade boys.
However, for sixth grade girls, intentions to smoke were higher if the girls' self-image
was closer to their image of a smoker on each of five attributes: wise, relaxed, is good,
drinks, and obeys. In other words, girls who saw smokers as more like the way they
wanted to be on these dimensions were more likely to intend to smoke.

Among 10" graders, both boys and girls were more likely to intend to smoke if
they saw smokers as closer to their ideal than they saw nonsmokers on being interested in
the opposite sex. Asthe authors of this paper state: “[S]moking may be initiated by tenth
graders as away to establish an image of one who is interested in the opposite sex” This
study is in Demonstrative 2 as Barton, Chassin, Presson, and Sherman, 1982. (U.S.
Exhibit 72,847 at 1507).

What do you conclude from this study?

The study shows that adolescents generally do have an image of adolescent smokers that
is distinct from the image they have of nonsmoking adolescents. To the extent that
adolescents see smokers as having an attribute they desire for their own self-image, they
are motivated to smoke.

And the second study?

The second peer-reviewed study was similar to the first and is in Demonstrative 2 as

Chassin, Presson, Sherman, and Margolis, 1988. It examined ratings by high school
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students of pictures of a boy holding one of the following: (a) a can of chewing tobacco,
(b) apack of cigarettes, or (c) abag of corn chips. Compared to the boy holding corn
chips, the smoker was seen as more rebellious, more brave, more rough/rugged, more
likely to use drugs and alcohol, as well as more phony, less good at school, more
unhappy, more lazy, more unhealthy, and getting along less well with family. The study
also examined whether adolescents’ feelings about the smoker image were associated
with whether or not they smoked. The study reported that girls who admired the smoker
image more than the image of the nonsmoker were more likely to smoke. Boyswho
admired the norsmoker image more than the smoker image were less likely to smoke.
(U.S. Exhibit 72,869).

What do you conclude from this study?

This study also shows that the image that most adolescents have of smokers contains a
number of elements that adolescents view as positive. The study also shows that
smoking behavior is related to the degree of admiration adolescents have for the images
of smokers and nonsmokers. Adolescents smoke when they feel doing so will help them
achieve positive attributes that they believe smokers have.

How about the third study?

The third peer-reviewed study also compared adolescents’ ratings of pictures of young
people that differed only in terms of whether the young person was holding a cigarette. It
is in Demonstrative 2 as Amos, Currie, Gray, and Elton, 1998. The pictures used in this
study were from youth and style magazines. Adolescents rated smokers as higher on the
attributes tough/hard, tart/tarty (the study took place in Scotland), druggy, wild, and

depressed. They rated nonsmokers as higher on healthy, rich, nice, fashionable, slim, and
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attractive. Smokers and nonsmokers differentially rated themselves in the same way that
they differentiated between smokers and nonsmokers in the photographs. That is, the
self-images of smokers were more like adolescents' image of smokers than like the
typical adolescent image of nhonsmokers. In another paper on the same study, the authors
of this study reported that smokers were more éttracted to negative traits than
nonsmokers were. The authors suggest that smoking is a strategy for gaining entry to
certain groups, such as those that are wild, rebellious, not interested in school, or into
taking risks. (U.S. Exhibit 77,283).

Do you agree with that conclusion?

Yes, | do. Asl testified earlier, many adolescents have given up trying to fit into the
mainstream, popular group and readily embrace a different image, one that they perceive
will gain them entry into a peer group of kids generally rejected by the academically and
socially successful peers.

Would you describe the fourth study?

Yes. This peer-reviewed study took place among 9" and 10" grade adolescents who
rated their real and ideal selves, images of smokers and nonsmokers, and their ideal date.
Those who rated their self-image as closer to the smoking than the nonsmoking image in
terms of toughness, foolishness, acting big, disobedient, and interested in the opposite sex
were significantly more likely to report an intention to smoke. Moreover, nonsmokers
whose ideal date was closer to that of the smoker thanof the nonsmoker were more likely
to intend to smoke. Finally, smokers differed from nonsmokers in that they had real self-

concepts and ideal dates that were closer to the image of the smoker than to the image of

Written Direct: Anthony Biglan, PhD: USv. PM, 99-cv-02496 (D.D.C.) (GK) Page 59



10

11

12

13

14

15

16

17

18

19

20

21

22

23

the nonsmoker. This study is in Demonstrative 2 as Chassin, Presson, Sherman, Corty,
and Olshavsky, 1981. (U.S. Exhibit 72,872).

What do you conclude from this study?

The study shows that, as adolescents develop their self-image, they will begin smoking if
they perceive that smokers have an image like the one they have or want to have. These
studies also show that adolescents can reinforce the image their peers have of them by
smoking.

Why do you say that the studies show that adolescents can reinfor ce the image
others have of them?

Because the studies show that adolescents, in general, see smokers as different from
nonsmokers on a number of dimensions, such astoughness. Thus, if an adolescent seeks
to look tougher, heis correct in thinking his peers will see him as tougher if he smokes.
Would you describe the fifth study?

This isapeer-reviewed longitudinal study. A longitudinal study enables us to better
assess whether having images of smoking at one point in time influences the onset of
smoking at alater time. Such studies are important because they allow a stronger
inference that the predictor actually contributed to the onset of smoking, as opposed to it
just correlating with smoking.

Would you elaborate on that point?

A longitudinal study allows the researcher to rule out the possibility that adolescents
positive image of smokers correlates with their smoking because they first began
smoking themselves and only later formed a positive impression of smokers. It does this

by ensuring that the positive image precedes smoking onset. If the positive impression
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precedes the onset of smoking, we can have greater confidence that adolescents first form
a positive image of smokers and take up smoking as a result.

Would you now provide details of the fifth study?

In this longitudinal study, a sample of 1,222 fifth through eighth graders gave ratings of
their self-image and the image of a smoker. They rated the images of a smoker on three
traits: cool, sociable, and smart. Teenagers whose self-image was consistent with their
rated image of a smoker on any two of these three traits were significantly more likely to
start smoking in the next academic year. Looking at individual traits, when young
peopl€’ s self-image was consistent with the way they had rated smokers on the traits
involving “cool” and “smart,” they were significantly more likely to take up smoking.
This study is in Demonstrative 2 as Aloise-Y oung, Hennigan, and Graham, 1996. (U.S.
Exhibit 77,282).

What do you conclude from this study?

This longitudinal study found that the adolescents who thought of themselves as having
certain traits and who also believed that smokers had those traits began smoking. The
study shows that the images adolescents have of smokers influence their smoking. When
they see the image of a smoker as congruent with the image they have of themselves,
they are motivated to take up smoking because it further reinforcestheir self-image.
Adolescents smoke when they see smoking as beneficial in supporting their developing
self-image.

Would you describe the sixth study?

This peer-reviewed study looked at how 7", 9", and 10" grade students felt about

smoking. It found that students were more likely to smoke if they felt that smoking made
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them feel older. Having an image of maturity is highly desired by many adolescents. If
they believe smoking will confer that benefit, adolescents who desire maturity will
smoke. Thisstudy is in Demonstrative 2 as Perry, Murray, and Klepp, 1987. (U.S.
Exhibit 72,778)

Would you describe the last study in Demonstrative 2?

This study examined seventh grade students' ratings of their self-image, their idea
image, their image of smokers, and their image of smokers depicted in advertising.
Intention to smoke was highest for those withthe smallest difference between their self-
image and the image of smokers. The analysis indicated that these youths had both less
positive self-images and more positive images of smokers than other studentsdid. The
authors argue that “youth with relatively lower self-concepts, who do not perceive
themselves as distinctive in terms of being especially healthy, wise, tough, or interested
in the opposite sex may be drawn toward smoking as a way of ‘adding something’ to
their idertity.” This study is in Demonstrative 2 as Burton, Sussman, Hansen, and
Johnson, 1989 (U.S. Exhibit 77,293 at 661).

Q: Do these studies support your conclusion that Defendants marketing contributesto
adolescent smoking by portraying smokers of their brands as having particular
images?

A: Yes. These studies show that adolescents have certain favorable images of smokers, such
as being tough and sociable. They are more likely to take up smoking if they perceive
smokers as having attributes they desire or attributes that are consistent with their view of
themselves. As my testimony will show, the key motivating images that adolescents

have of smokers are precisely the ones conveyed in advertising for youth popular brands
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of cigarettes. Thus, to the extent that the tobacco compani es shape adolescents images
of smokers through their brand advertising, they influence adolescents to smoke.

Some of the images that these studies found to be associated with smoking appear to
be negative. For instance, in thefirst study, sixth gradersviewed smokers, in part,
aslessgood, lesslikely to do well at school, lesswise, less desirable asa friend, and
less healthy. To an adult, do these traits seem like negative or positive attributes?
Presumably, most adults would see them as negative.

Thenwhy would these traits be ones that would motivate young people to smoke?
Not al of them are. However, many of the things that we strive not to have our teenagers
like and admire are nonethel ess attractive to many of them. What appears “negative” to
an adult may appear “positive’ to ateenager. Take appearing to be “lessgood.” As|
have testified, many adolescents find themsealves failing in school and facing rejection
from peers, which can lead some teenagers to become defiant. In this context, being
“bad” is not abad thing. Similarly, doing less well in school or being less wise and less
desirable as afriend can take on positive meanings for teenagers within a subculture of
adolescents who are rebellious. As we will see, marketing for several brands conveys

that adolescents can have such arebellious image by smoking that brand.

2. Popularity and Peer Acceptance

You testified earlier how the changesin adolescence lead to an increased need to be
popular and accepted by peers. Do these needs motivate adolescentsto smoke?
They do. Due to the tobacco companies’ marketing, many adolescents believe that one

benefit of smoking will be enhanced popularity.
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Did you prepare a demonstrative that summarizesthe studiesthat show
relationships between adolescent needs for popularity and smoking?

Yes, it is Demonstrative 3.

Areall of these papers peer reviewed?

It is possible that the second one (Romer & Jamieson, 2001) (U.S. Exhibit 72,793) is not,
since it was a chapter in an edited book. All of the rest of the papers are peer reviewed.
Using Demonstrative 3 as a reference, please describe this research.

The first peer-reviewed study looked at adolescents’ beliefs about what cigarette
advertising communicates about the benefits of smoking. It took place in a sample of
3,536 California adolescents aged 12 to 17 who had never smoked. The study found that
the majority of adolescent nonsmokers believed that cigarette advertisements indicated
that smoking would help people feel comfortable in social situations. Among 12- to 13-
year-olds, 60.5% believed this. Among 14 to 15-year-olds, the figure was 69.2%, and
among 16 to 17-year-olds, it was 72.9%. This study isin Demonstrative 3 as Evans,
Farkas, Gilpin, Berry, and Pierce, 1995. (U.S. Exhibit 72,886).

Arethere other studieswith similar findings?

Yes. The second study involved a phone survey of 2,002 14- to 22-year-oldsand a
sample of 1,504 persons ages 23 to 95. Exposure to cigarette advertising was higher
among 14- to 22-year-olds than among older persons. Adolescents had higher ratings of
images of smokers as popular, happy, and attractive than did older persons, and the
ratings were higher for adolescents with greater exposure to cigarette advertising. In

other words, cigarette advertising increased adolescents perception that smokers are
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popular. This study is in Demongtrative 3 as Romer and Jamieson, 2001. (U.S. Exhibit
72,793).

Arethereother studies showing that adolescents perceive that smokersare more
popular?

Yes. One study | cited above looked at differences in the perception of smoking and
nonsmoking youth by systematically comparing ratings of pictures of youth that were
identical, except for the presence of a cigarette. It showed that smokers received higher
ratings than nonsmokers did on both (a) having an interest in the opposite sex and (b)
being with a group. The students rated each of these traits as good things. This study is
in Demonstrative 3 as Barton, Chassin, Presson, and Sherman, 1982. (U.S. Exhibit
72,847

Do any of these studies show that adolescents are more likely to smoke if they think
that smoking leadsto social success?

Yes. One example is the fourth peer-reviewed study in Demonstrative 3, which found
that seventh, ninth, and tenth grade students who thought that smoking would help them
make friends were more likely to smoke themselves. The fifth peer-reviewed study in
Demonstrative 3 found the same thing, only with longitudinal data. Specificaly, it found
that, among high school students, the belief that smoking will have positive socia
consequences predicted whether or not an adolescent started smoking ayear later. These
studies are Perry, Murray, and Klepp, 1987 (U.S. Exhibit 72,778) and Chassin, Presson,
Sherman, and Edwards, 1991, in Demonstrative 3 (U.S. Exhibit 72,867).

Arethere studiesindicating that adolescents with a particularly high need for

popularity or social acceptance are more likely to smoke?
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Yes. Thesixth peer-reviewed study in Demonstrative 3 looked at whether eighth grade
students who were high in social conformity, a measure of “compliance and susceptibility
to social influences,” were more likely to be smokers. It found that boys who were high
insocial conformity were more likely to smoke. This study is Koval, Pederson, Mills,
McGrady, and Carvajal, 2000, in Demonstrative 3. (U.S. Exhibit 72,742).

Isan adolescent more likely to smoke if hisor her friends smoke?

Yes. That relationship is well established. The 1994 Surgeon General Report
summarized the evidence, and we have reported that relationship in a number of our
studies. (U.S. Exhibit 64,693).

How do the studiesyou just reviewed relate to the basic finding that adolescents are
more likely to smoke if their friends smoke?

These studies show the motivation that underlies the relationship between adolescents
smoking and their friends smoking. Adolescents are more likely to smoke if they
perceive a socia benefit to smoking and have a high need for social acceptance or
popularity. Adolescentstell us that the tobacco companies advertising is communicating
that smoking will have such benefits. Thus, the tobacco companies are exploiting these
young peopl€e’s needs for socia acceptance by communicating that smoking will help
them achieve it.

What, if anything, do Defendants statein their Final Proposed Findings of Fact on
thisissue?

In their Final Proposed Findings of Fact, Defendants state, “Peer and family influences—
and not Defendants' marketing practices—have been established as the primary

predictors of smoking initiation among youth.” Defendants Final Proposed Findings of
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Fact (R. 3416; filed July 1, 2004) at 107. As| have testified, it is true that peers are an
important influence on adolescent smoking. The evidence of parental influences on
youth smoking behavior is more mixed, but there is certainly some evidence that parenta
smoking and parental monitoring and limit setting are factors in adolescent smoking.

Y et, these findings do not mean that the Defendant’ s marketing has no influence
on adolescent smoking. On the contrary, as | will explain later in my testimony,
Defendants’ marketing exploits adolescents’ needs for popularity and acceptance by
communicating to them that smoking certain brands will help adolescents be popular.
What do studies show about the effect of marketing and peer and family influences
on youth smoking behavior?

Studies show that marketing practices influence adolescent smoking even after
controlling for peer and parental influences. That is, studies that measure adolescent
smoking and parental smoking, as well as exposure to cigarette marketing, have found
that, even when peer and parental smoking are included in an analysis that predicts later
smoking or intention to smoke, exposure to cigarette marketing is a significant predictor.
Indeed, when researchers use advertising, and peer and parental influences, to predict
later smoking behavior or intention to smoke, exposure to advertising is a stronger
predictor than either peer or parental smoking. This means that, over and above any
influence of peers or parents on adolescent smoking, cigarette marketing influences
adolescent smoking. | have cited these studies in Demonstrative 7 (U.S. Exhibit 17,561)
in the segment of my testimony having to do with adolescents’ psychological needs.
They include studies by Armstrong, deKlerk, Shean, Dunn, and Dollin, 1990 (U.S.

Exhibit 72,840); Biener and Siegel, 2000 (U.S. Exhibit 77,118); and Pierce, Choi, Gilpin,

Written Direct: Anthony Biglan, PhD: USv. PM, 99-cv-02496 (D.D.C.) (GK) Page 67



10

11

12

13

14

15

16

17

18

19

20

21

22

23

Farkas, and Berry, 1998 (U.S. Exhibit 64,696). | should also note that seven of the eight
studies cited have been published since 1996. In short, there is strong and consistent
research that contradicts the Defendants’ assertions.

Moreover, the studies | cite in Demonstrative 7 (U.S. Exhibit 17,561)
underestimate the influence of marketing practices, since some of the influence of
marketing is through its impact on peer groups and even parents. For example, as | have
testified, the tobacco companies design cigarette marketing to influence the perception
that popular people smoke specific brands. These marketing practices influence the
entire peer group, not just individual adolescents. Peer group members come to feel that
smoking is the “in” thing. They are thus more likely to approve and admire someone
who smokes a brand that marketing has led them to believe is smoked by popular people.
Through this conditioning, the entire peer group supports and admires smoking.

Thus, when an adolescent is more likely to smoke if his or her friends smoke, it is,
in part, because of the influence cigarette marketing has had on the entire peer group. In
other words, advertising that associates a brand with popularity conditions the entire peer
group to approve of those who smoke it. When adolescents correctly perceive that
Marlboro is a popular brand, they can be confident that their peer group will accept them

if they smoke it, since their peers also seeit as a brand that popular people smoke.

3. Boys: Masculinity, Ruggedness, and Toughness

You testified earlier how changes in adolescence lead boys to want to be seen and to
see themselves as masculine, rugged and tough. Isthereresearch that showsthat
adolescent boysare more likely to smoke if they associate smoking with such

attributes?
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Y es, one reason that boys smoke is to achieve a sense and an image of being masculine,
tough, and rugged.

I sthereresearch showing that cigarette advertising conveys that smoking will help
boys be more masculine, rugged, and tough?

Yes. | prepared Demonstrative 4, which lists the studies | have found that are relevant to
the relationship of masculinity and each of the other adolescent needs we have not yet
discussed in relation to adolescent smoking. | list the studies relevant to each need, in
parallel to the needs discussed here.

All of the studies in Demonstrative 4, with the possible exception of the book
chapter by Romer and Jamieson 2001 (U.S. Exhibit 74,029), are peer-reviewed articles.
Using Demonstrative 4 as a reference, please describe the resear ch.

The studies on images included in Demonstrative 4 show that adolescents are more likely
to smoke or intend to smoke if they attribute characteristics such as “tough” and “rugged”
to smokers. For example, one peer-reviewed study found that, on average, adolescents
had an image of smokers as more tough, an attribute they viewed positively. This study
isBarton, Chassin, Presson, and Sherman, 1982 (U.S. Exhibit 72,847), in Demonstrative
4,

Another peer-reviewed study found that, when adolescents rated their ideal self as
like that of a smoker on attributes such as tough, foolish, acts big, disobedient, and
interested in the opposite sex, they were more likely to report that they interded to
smoke. This study is Chassin, Presson, Sherman, Corty, and Olshavsky, 1981 (U.S.
Exhibit 72,872), in Demonstrative 4.

Why would this be?
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To some extent it is because most boys believe that characteristics of this sort will make
them more attractive to the opposite sex and admired by other boys and they believe
smoking will give them these characteristics.

Does Defendants’ marketing communicatethese char acteristics?

Y es, as we will see, much cigarette advertising, especially for Marlboro, Camel, and
Kool, focuses on conveying that smokers of those brands are masculine, tough, and

rugged.

4. Girls: Attractiveness

You described earlier how the changesthat occur in adolescence lead to an
increased need for girlsto feel and be attractive. |sthereresearch showing that
cigar ette advertising conveys that smoking will help girls be more attractive?

Yes. These studies are also included in Demonstrative 4.

Using Demonstrative 4 asa reference, please describe theresearch.

Thefirst study concerning girls found that cigarette advertisements targeting women are
significantly more likely to show smokers as lean and attractive than are advertisements
not targeting women This study is in Demonstrative 4 as Krupka, Vener, and Richmond,
1990 (U.S. Exhibit 72,745).

A second peer-reviewed study listed in Demonstrative 4 showed that images of
young women as attractive, sexy, independent, and sociable are common in cigarette
advertising. This study is King, Reid, Moon, and Ringold, 1992 (U.S. Exhibit 72,738), in
Demonstrative 4.

A third peer-reviewed study found that billboard advertisements for tobacco

depicted models as having sex appea more often than did advertisements for other
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products, except alcohol. Finally, a peer-reviewed study | cited earlier of California
adolescents reported that 43.9% of 12- to 17-year-old girls who had never smoked felt
that cigarette advertisements conveyed that smoking would help them stay thin. These
two studies are in Demonstrative 4 as Schooler, Feighery, and Flora, 1996, and Evans,
Farkas, Gilpin, Berry, and Pierce, 1995 (U.S. Exhibit 72,885), respectively.
Arethereother studiesthat show that the communication of these themesis
associated with smoking?

Yes. One peer-reviewed study looked at opinions about cigarette advertising in a sample
of 258 15-year-old students in England. More regular smokers than nonsmokers rated
cigarette advertisements as glamorous, exciting, interesting, and eye-catching. Smokers
were more likely than nonsmokers were to have a positive opinion of advertisements.
This was especially true for those who had positive opinions about the two best-selling
brands, Benson & Hedges and John Player Special. This study is Potts, Gillies, and
Herbert, 1986 (U.S. Exhibit 77,340), cited in Demonstrative 4.

How does this study inform your conclusionsin this case?

It is consistent with my conclusion that advertising influences some adolescents to smoke
because they associate smoking with these positive attributes. Given that this study
looked at the concurrent relationship between opinions about advertisements and
smoking, it is possible that the adolescents first took up smoking and only then saw
advertisements as communi cating these positive attributes. However, this seems unlikely
because of evidence | discuss below that shows that cigarette advertising does increase

adolescents' perceptions of smoking as having positive attributes. At a minimum, the
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study does show that advertising reinforces adolescents’ views of smoking as being
glamorous, etc.

Arethere studiesthat show that girlswho are concerned about their weight or other
aspectsof their attractivenessare morelikely to take up smoking?

Yes. French and Perry, 1996 (U.S. Exhibit 72,897), cited in Demonstrative 4, identified a
number of influences to smoke that are unique to young women. These include being
attractive, well dressed, sexy, and healthy. They also reviewed studies indicating that
weight concerns motivate young women to smoke. One peer-reviewed study found that
eighth grade girls were more likely to be smokers if they believed that smoking would
improve their appearance. This study is Koval, Pederson, Mills, McGrady, and Carvajal,
2000 (U.S. Exhibit 72,742), cited in Demonstrative 4.

Another peer-reviewed study found that girls who were smokers were
significantly more likely than nonsmoking girls to be trying to lose weight, have fears of
gaining weight, want to be thin, and have symptoms of an eating disorder. Moreover,
they found that girls with substantial concerns about their weight were about twice as
likely to begin smoking over the following year as girls without weight concerns. This
study is in Demonstrative 4 as French, Perry, Leon, and Fulkerson, 1994 (U.S. Exhibit
72,895)

A peer-reviewed study conducted among 16,000 students aged 9-19 in northern
England found that the students who smoked the most were most likely to agree that
smoking controls weight, while those who had never smoked were least likely to agree.
More girls than boys agreed with this statement among the 13- to 16-year-olds surveyed.

This study is Charlton 1984 (U.S. Exhibit 72,863), in Demonstrative 4.
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Finally, a peer-reviewed study | cited earlier, which surveyed 14- to 22-year-olds
found that girls who smoked were significantly more likely than nonsmokers to believe
that smoking would reduce their weight. This study, in Demonstrative 4, is Romer and
Jamieson, 2001 (U.S. Exhibit 74,029).

What do you conclude from thisresearch?

Girls concerned about their weight or appearance are particularly vulnerable to cigarette
advertising that promises that smoking will help them be thinner and more attractive.
Cigarette advertising frequently conveys this message. Thus, girls who are concerned
about their weight or appearance are more likely to smoke. In aworld in which cigarette

advertising did not promise these benefits, fewer adolescent girls would smoke.

5. Stress, Anxiety, and Depression

You described earlier how changesexperienced in adolescence lead to an increased
need to deal with stress, anxiety, and depression. Isthere evidencethat cigarette
advertising conveys to adolescents that smoking helps them deal with these feelings?
Yes. Public health research shows that cigarette advertising communicates that smoking
can help one deal with stress and unpleasant emotions. The peer-reviewed study of
nonsmoking California adolescents, which | cited previously, found that 60 to 73 % of
these nonsmokers (depending on age group) felt that cigarette advertisements
communicated that smoking would help them relax; 58 to 67% felt that cigarette
advertisements indicated that smoking would help them reduce stress and 45 to 50.8%
said advertisements communicated that smoking would reduce boredom. This study is in
Demonstrative 4 as Evans et al., 1995 (U.S. Exhibit 72,885).

Arethereother similar studies?
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Yes. The peer-reviewed study of 14- to 22-year-olds cited previously found that the
image of smokers as relaxed rose during adolescence and was significantly higher for
those who reported exposure to cigarette advertising. Moreover, those who had an image
of smoking as being relaxing perceived less risk to smoking and had feelings about
smoking that were more favorable towards it. This study, Romer and Jamieson 2001
(U.S. Exhibit 74,029), isin Demongtrative 4.
Isthere other research that supportsyour conclusion that some adolescents are
motivated to smoke because they perceive that it will help them reduce stress?
One peer-reviewed study, which | cited earlier, found that middle and high school
students were more likely to be smokers if they thought that smoking would help them
when they were bored or lonely, when they needed to solve personal problems, or when
they needed personal energy. Thisstudy isPerry et al., 1987 (U.S. Exhibit 72,778), in
Demonstrative 4.
Arethereother studiesof thissort?
There are anumber of peer-reviewed studies that show that adolescents experiencing
high levels of distressing emotions are more likely to smoke. In two studies of the same
sample of adolescents, one while they werein sixth grade and the other when they were
in eighth grade, it was found that young people experiencing stress are nore likely to be
smokers. These two studies (Koval & Pederson, 1999, U.S. Exhibit 72,741; Koval et d.,
2000, U.S. Exhibit 72,742) are in Demonstrative 4.

In alongitudinal study of continuation high school students, researchers found

that adolescents experiencing higher levels of stress were more likely to become regular
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smokers. This study (Skara, Sussman, & Dent, 2001, U.S. Exhibit 72,800) isin
Demongtrétive 4.

| s adolescent depression related to smoking?

Yes. Severa studies have reported that adolescents are more likely to be smokersif they
are depressed. One peer-reviewed study in a nationally representative sample of 4,023
adolescents aged 12 to 17 years found that girls who were depressed were more likely
than those who were not to smoke. This study, in Demonstrative 4, is Acierno,
Kilpatrick, Resnick, Saunders, DeArellano, and Best, 2000.

A second peer-reviewed study found a relationship between depression and
smoking for boys, but not for girls. Two articles describing this study arein
Demongtrative 4. They are Koval and Pederson, 1999 (U.S. Exhibit 72,741) and Koval et
d., 2000 (U.S. Exhibit 72,742).

A third peer-reviewed study found that high school freshmen were more likely to
be smokers if they were depressed. This was especialy true if they were receptive to
cigarette advertising. Researchers measured the teenagers' receptivity to advertising
based on whether they had a favorite advertisement and whether they owned cigarette
promotional items. This study isin Demonstrative 4 as Tercyak, Goldman, Smith, and
Audrain, 2002 (U.S. Exhibit 77,352).

What do you conclude from the Tercyak study you just mentioned?

The study shows that depressed adol escents who are receptive to cigarette advertising are
particularly vulnerable to suchadvertising. Aswe will see, cigarette advertising often
conveys that smoking will make one happier and it also promises to help young people

with other issues that are sources of their depression, such as peer regjection. The fact that
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depressed adol escents who had greater exposure to cigarette advertising were more likely
to smoke shows that depressed adol escents who are reached by the tobacco companies

advertising are particularly vulnerable.

6. Risk Taking, Excitement, Fun, and Adventure

You described earlier how the changes that occur in adolescence lead to an
increased need for adolescentsto experience excitement, fun, and adventure. Is
there resear ch that showsthat cigarette advertising conveysto adolescentsthat they
can achieve these benefits?

Yes. Inaddition to the voluminous research by the tobacco companies showing that their
advertising conveys that smoking will provide these benefits, there are peer-reviewed
studies done by public health researchers that show that adolescents get the message from
these advertisements.

In astudy | cited above, 68 to 76% of nonsmoking California adolescents felt that
cigarette advertisements conveyed that smoking is enjoyable. Thisstudy isin
Demonstrative 4 as Evans et al., 1995 (U.S. Exhibit 72,885).

In addition, there is evidence that billboard advertisements for tobacco, more than
advertisements for other products (besides alcohol), associated smoking with fun or
exciting activities including vacationing, recreation, sports, an active lifestyle, and
adventure or risk. This study is in Demonstrative 4 as Schooler, Basil, and Altman 1996
(U.S. Exhibit 72,798).

A study of magazine advertisements for cigarettes indicated that recreation and

adventure were common themes of cigarette advertisements for both male and female
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oriented magazines. This study is in Demonstrative 4 as King, Reid, Moon, and Ringold,
1992 (U.S. Exhibit 72,738).

I'sthere scientific resear ch that indicates that youth who perceive that smoking is
exciting aremore likely to smoke?

Yes. A peer-reviewed study | cited earlier of 15- year-olds found that more regular
smokers than nonsmokers rated cigarette advertisements as exciting and witty. This
study is in Demonstrative 4 as Potts et a., 1986 (U.S. Exhibit 77,340).

Another peer-reviewed study showed that adolescents who smoke are more likely
than nonsmokers are to say that smoking will help them have fun. This study appears in
Demonstrative 4 as Perry et al., 1987 (U.S. Exhibit 77,778).

Isthere other research that supportsyour conclusion that adolescents who have
high needsfor excitement are more likely to smoke?

Yes. With respect to sensation or novelty seeking and risk taking, there is considerable
evidence. A peer-reviewed study of 1,841 17- to 19-year-olds found that sensation
seeking was significantly related to smoking. This peer-reviewed study is Kraft and Rise,
1994 (U.S. Exhibit 72,743), in Demonstrative 4.

Anocther study of 8" and 11'" grade students found that cigarette smoking was
significantly higher among those who were elevated on the sensationseeking factor.
This peer-reviewed study also included measures of peer and parental influences on
smoking. Even when controlling for those variables, researchers found sensation seeking
correlated with smoking. This means that the influence of sensation seeking is over and
above any influence of peer or parents. This peer-reviewed study appearsin

Demonstrative 4 as Kopstein, Crum, Celentano, and Martin, 2001 (U.S. Exhibit 72,740).
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A study of 1,051 10th-grade students found that those who were high in “novelty
seeking” were more likely to be smokers. This peer-reviewed study, Tercyak and
Audrain-McGovern, 2003, is in Demonstrative 4.

In alongitudinal study, 5th-grade students who were high in risk taking were
more likely to be daily smokersin 12" grade. This study is noteworthy because of the
length of time between the measurement of risk taking and the assessment of smoking.
Apparently, risk taking makes young people vulnerable to try the risky practice of
smoking over a considerable period of time. This peer-reviewed study isin
Demonstrative 4 as Burt, Dinh, Peterson, and Sarason, 2000 (U.S. Exhibit 72,856).

Another longitudina study found continuation high school students to be more
likely to be regular smokersif they were high in sensation seeking, male, and perpetrators
of violence. This peer-reviewed study appears in Demonstrative 4 as Skara et al., 2001
(U.S. Exhibit 72,800).

Isthere evidence that adolescents who are high in novelty seeking are more
receptiveto cigarette advertising?

Yes. A peer-reviewed study of 1,071 high school freshmen found that higher levels of
novelty seeking were associated with greater receptivity to tobacco advertising. Thus,
sensation or novelty seekers are particularly likely to encounter and like cigarette
advertising. This study appears in Demonstrative 4 as Audrain-McGovern et al., 2003.
How are these studies relevant to your conclusion that the Defendants marketing
influences adolescents to smoke?

As some of the studies | reviewed here and the tobacco companies’ own documents

show, much cigarette marketing associates the tobacco companies brands with themes
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and images of fun and excitement. The studies | have just described show that sensation

seeking and risk-taking adolescents—in the current marketing environment—are

particularly at risk to smoke. By associating their brands with themes of excitement, the
tobacco companies are particularly effective in reaching these young people and

motivating them to smoke.

7. Rebellion Against Authority

Isthereresearch that supportsyour conclusion that rebellious adolescentsare more
likely to smoke?

Yes. A study of sixth graders found that rebelliousness concurrently correlated with
smoking for both boys and girls, even when maternal or paternal smoking was controlled.
In an analysis of data from the same sample of students taken when they were in eighth
grade, rebelliousness was associated with smoking. Here, too, parental and peer smoking
were controlled, so we can infer that rebelliousness is associated with smoking over and
above any influence of parents or peers. This study isin Demonstrative 4 as Koval and
Pederson 1999 (U.S. Exhibit 72,741).

Stronger evidence comes from astudy that assessed rebelliousnessin fifth grade
in asample of 3,130 fifth graders. Those who were highin rebelliousness at that time
were significantly more likely to be smokers in 12" grade. This peer-reviewed study isin
Demonstrative 4 as Burt, Dinh, Peterson, and Sarason, 2000 (U.S. Exhibit 72,856).

How arethesefindingsrelevant to your conclusionsin this case?
They show that rebellious youth are at high risk to take up smoking. Any information

they receive that conveys to them that rebellious people smoke or that smoking would
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enhance their image as a rebel makes them more likely to take up smoking. And, as we
shall see, much cigarette advertising communicates this message.

Arethereother studieson thistopic?

One peer-reviewed study relevant to thistopic is a study of the prediction of smoking
over aone-year period among middle school students. It found that expectations for
academic success had a strong negative correlation with smoking initiation. In other
words, students who expect to do poorly in school are more likely to take up smoking.
This finding is consistent with what | said earlier about some adolescents beginning to
have trouble academically in middle school. Their failure prompts them to redefine who
they are. Given the images of smokers that are available to them, they can adopt the
image of a smoker, which, as | described above, is widely seenas not good in school, but
astough and sociable. Thus, taking up smoking helps some young people to cope with
their academic failure, by helping to define anew sdlf-image. This study isin

Demonstrative 4 as Chassin, Presson, Sherman, & Edwards, 1991 (U.S. Exhibit 72,867).

8. Favorable Attitudes toward Smoking and Cigar ette Advertising Predict
Smoking

Dr. Biglan, what other research hasinformedyour conclusionsin this case?
There are studies of the relationship between attitudes toward smoking and cigarette
advertising that indicate that adolescents are motivated to smoke by their perception of
the value of smoking for achieving desired outcomes. There are also studies of the
relationship between attitudes toward cigarette advertising and smoking behavior.
Would you definetheterm “attitude?”

Attitudes are general measures of the favorability or unfavorability that a person has

toward an “attitude object.” The attitude object in the present case could be smoking or
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cigarette advertising. Unlike the studies | discussed previously, which examine the
relationship between smoking and specific perceptions of smoking or smokers, the
studies of attitudes | discuss now look at the degree to which a generally favorable
attitude toward smoking or favorable reactions to cigarette advertising motivate smoking.
Have you made a demonstrative of the studiesinvolving these relationships?

Yes, | have labeled it Demonstrative 5.

Please useDemonstrative 5 as a reference and tell the Court what these studies
show.

| listed seven studies, all peer reviewed, with the possible exception of the book chapter
by Romer & Jamieson, 2001 (U.S. Exhibit 72,932). The first two studies show simply
that adolescents’ ratings of their attitudes toward smoking are associated with either
current smoking behavior or with their intention to smoke. These two studies are cited in
Demonstrative 5 as Romer and Jamieson, 2001 (U.S. Exhibit 72,932), and Chassin,
Corty, Presson, Olshavsky, Bensenberg, and Sherman, 1981 (U.S. Exhibit 77,296),
respectively.

What do you conclude from these studies?

They show that positive attitudes toward smoking are associated with smoking, and they
confirm my conclusion that tobacco companies motivate adol escents to smoke by
influencing them to have favorable attitudes toward smoking. However, because the
attitudes and the smoking measure were assessed at the same time, we cannot rule out the
possibility that the relationships were due to current smokers having devel oped more
favorable attitudes toward smoking after they began smoking, rather than their favorable

attitudes leading them to smoke.

Written Direct: Anthony Biglan, PhD: USv. PM, 99-cv-02496 (D.D.C.) (GK) Page 81



10

11

12

13

14

15

16

17

18

19

20

21

22

23

What do you conclude from theother studiesin Demonstrative 5?
The third peer-reviewed study was longitudinal. It tried to predict smoking from attitudes
toward smoking among 2,818 adolescents who were in 6" through 11" grade at the outset
of the study. Adolescents were asked whether smoking was fun, pleasant, or nice. For
both those students who had never tried smoking ard those who had experimented with
smoking, their attitudes toward smoking at the first assessment predicted whether or not
they were smoking ayear later. This study allows us to rule out the possibility that the
relationships we saw in the first two studies are due ssimply to smokers becoming more
favorable to smoking after they take up smoking. Rather, it appears that having favorable
attitudes toward smoking makes adolescents more likely to subsequently take it up.

| should also say that the study found that rated intentions to smoke predicted
smoking ayear later. A number of studies also measure the impact of advertising on
intentions to smoke, so it is important to note that such intentions are good predictors of
later smoking. This study isin Demonstrative 5 as Chassin, Presson, Sherman, Corty,
and Olshavsky, 1984 (U.S. Exhibit 77,870).
Would you please describe the fourth study?
The fourth peer-reviewed study was a further examination of the ability to predict
smoking from these attitude measures. It studied the same sample as the study | just
mentioned, but this 1991 study examined whether it was possible to predict smoking
seven or eight years later. For both adolescents assessed in middle school and those
assessed in high schooal, their attitudes toward smoking predicted whether they were
smokers seven or eight years later. Thiswas true even after the analysis statistically

controlled for a friends' smoking. In other words, positive attitudes toward smoking
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predicted later smoking over and above the influence of friends' smoking. This study is
in Demonstrative 5 as Chassin, Presson, Sherman, and Edwards, 1991 (U.S. Exhibit
72,868).

Would you tell the Court about thefifth study?

This peer-reviewed study, as well as the two remaining studies, focused on attitudes
toward cigarette advertising to see if such attitudes would predict smoking. Thefifth
study obtained ratings of cigarette advertisements for five brands from 534 adolescents
on how well they liked the advertisements, whether they made smoking appealing, and
whether the advertisement made them want to smoke. Smokers were more likely than
nonsmokers were to like the advertisements. They were also more likely to say that
Marlboro and Camel advertisements made smoking more appealing. And they were
more likely to say that each advertisement made them want to smoke. This study appears
in Demonstrative 5 as Arnett and Terhanian, 1998 (U.S. Exhibit 72,843).

Would you tell the Court about the sixth study?

This peer-reviewed study got ratings of advertisements for five youth-popular cigarette
brands (Marlboro, Newport, Camel, Kool, and Winston) and an advertisement for one
nontyouth brand (Merit). The sample consisted of 400 adolescents aged 12 to 17. The
adolescents rated how well they liked the advertisements and how much they thought
those advertisements made smoking appealing. Though it was not true for every
advertisement, in most cases, adolescents who liked an advertisement were more likely to
be smokers. The results were similar, but not as strong, for the relationship between
ratings that an advertisement made smoking appealing and the smoking status of

respondents. This study is in Demonstrative 5 as Arnett, 2001.
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| should point out that both the fifth and the sixth study involved what we call
“concurrent correlations.” In other words, the researchers assessed both liking for the
advertisements and smoking behavior at the same time. Based onthese studies alone, we
cannot rule out the possibility that the adolescents first start smoking and then develop a
liking for cigarette advertisements. However, the results of the seventh study make this
interpretation implausible.
Would you tell usabout the seventh study?
The seventh peer-reviewed study in Demonstrative 5 obtained ratings of attitudes toward
cigarette advertisements and analyzed whether adolescent smoking could be predicted a
year |ater based onthese attitudes, as well as onfamily and peer smoking. The study
found that those adolescents with more favorable attitudes toward cigarette advertising at
the first assessment were more likely to take up smoking by the second assessment. This
was true even when the researchers controlled for peer and family smoking. In other
words, liking for cigarette advertisements predicted later smoking over and above any
influence of peers or families This study isin Demonstrative 5 as Alexander, Callcott,
Dobson, Hardes, Lloyd, O’ Connell, and Leeder, 1983 (U.S. Exhibit 72,839). The
longitudinal nature of this study provides greater confidence that adolescents first form
favorable attitudes toward cigarette advertisements and cigarette smoking and only then
take up smoking.
How isthisline of research consistent with your conclusion that Defendants mar ket
to adolescents to meet their psychological needs?
It shows that adolescents' favorable attitudes toward smoking and cigarette advertising

contribute to their smoking. To the extent that the tobacco companies marketing
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produces positive attitudes toward their cigarette brands, it motivates adolescents to
smoke them. Establishing positive attitudes toward smoking a specific brand is a critical
step in motivating adolescents to smoke that brand. The evidence | have just discussed
indicates that it is specifically through the advertising that adolescents form favorable
attitudes toward smoking and that these favorable attitudes gained from cigarette

advertisements predict whether the adolescents will smoke.

9. Impact of Cigarette Advertisements on Adolescents | mages of Smokers

Aretherestudies of whether Defendants' cigar ette marketing influences the images
that adolescents have of smokers?
Yes. The tobacco companies own internal research shows the impact of their marketing
on the images of smokersand public health researchers have conducted such studies.
Did you prepare a demonstrative that summarizesthese studies?
Yes. Demonstrative 6 contains these studies, all of which are peer-reviewed.
Would you describe these studies?
The first study listed in Demonstrative 6 examined whether children and adolescents age
6 to 17 could identify brands of cigarettes after looking at advertisements that had the
brand name removed. Across the three brands tested, 38 to 83% of 12- and 13-year-olds
could identify the brand. Among older adolescents, the percentages were 52 to 95%.
Thus, the majority of the adolescents were familiar with the advertisements.

The young people then matched the advertisements to thumbnail sketches of the
type of personwho smoked the brand. By the age of 10, students were able to match
brands to thumbnail sketches of the smoker of that brand at better than chance levels.

This shows that, thanks to the advertisements, the students had formed an image of the
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smoker of each brand. Thisfirst study isin Demonstrative 6 as Aitken, Leathar, and
O'Hagan, 1987 (U.S. Exhibit 77,281).

Would you describe the second study?

The second peer-reviewed study is one | discussed earlier, regarding attitudes toward
cigarette advertising. This study presented adol escents with advertisements for five
brands of cigarette: Camel, Marlboro, Kool, Benson & Hedges, and Lucky Strike. Five
hundred thirty-four students were asked to rate the advertisements on how frequently they
had seen them, whether they liked them, and how much they thought the advertisements
made smoking appealing. The students had seen Marlboro and Camel advertisements
more frequently than they saw others, and Marlboro and Camel advertisements were
liked by larger proportions of subjects (44% for Marlboro, 64% for Camel) than were the
other advertisements (Kool, 38%; Benson & Hedges, 26%; Lucky Strike, 26%). The
Marlboro and Camel advertisements were more appealing than advertisements for other
cigarettes were. Because none of these comparisons included statistical analysis, we
cannot be sure that the differences were statistically reliable. Nonetheless, the results are
consistent with the fact that Camel and Marlboro are two of the most popular brands
among youth. These results are consistent with my conclusion that these brands are
popular because many adolescents see and like their advertising. This study isin
Demonstrative 6 as Arnett and Terhanian, 1998 (U.S. Exhibit 72,842).

Would you describe the third study?

The third peer-reviewed study is also one | discussed previously that measured reactions
to cigarette advertisements from 400 12- to 17-year-olds. The adolescents looked at two

advertisements for each of five youth-popular brands (Marlboro, Newport, Camel, Kool,
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and Winston) and an advertisement for one nonyouth brand (Merit). These adolescents
liked all but two of the advertisements for the youth-popular brands significantly more
than they did the Merit advertisement. The teenagers rated one Marlboro advertisement,
two Camel advertisements, and a Kool advertisement as making smoking significantly
more appealing than the Merit advertisement did. Finally, they significantly liked the
Marlboro advertisements more than they did the advertisements for Newport. This study
isin Demongtrative 6 as Arnett, 2001.
How aretheselast two studies relevant to your conclusionsin this case?
Both show that advertisements for cigarettes have a positive impact on many adolescents.
The study by Arnett, 2001, shows that adolescents like the advertisements for the brands
that target younger smokers better than they do those not targeting young smokers and
that a number of those advertisements made smoking more appealing than did the Merit
advertisement.

| should note that, strictly speaking, the latter study also provides experimental
evidence of the impact of these advertisements. The comparison between reactions to the
youthpopular brands’ advertisements and the Merit advertisements is an example of a
“within subjects’ design. It controls for other possible influences on liking for the
advertisements. We can be confidert that the greater liking for the youth-popular
advertisements was due to the advertisements, not to some characteristics of the teenegers
who saw them.
How about the fourth study?
The fourth peer-reviewed study assessed brand recognition and liking among 386 eighth-

grade students for cigarette advertisements that had brand information removed. They
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found that students were able to identify the advertisements for Camel (71.7%), Marlboro
(62.5%), and Newport (31.4%) more than for Capri, Kool, Misty, and Virginia Slims.
Students who were susceptible nonsmokers (that is, could not rule out the possibility of
smoking at some point) liked cigarette advertisements significantly more than did
nonsmokers and to the same extent as current smokers. This study isin Demonstrative 6
as Unger, Johnson, and Rohrbach, 1995 (U.S. Exhibit 72,819).

What do you conclude from this study?

The study is consistent with the conclusion that exposure to cigarette advertisements
increases susceptibility to smoking. It is possible, however, that the results are due to
those who are susceptible to taking up smoking being interested in and liking the
advertisements due to that susceptibility.

How could you determine whether it was the advertisements influencing
susceptibility or susceptibility influencing recognition of and liking for
advertisements?

One could determine this through experimental manipulation of exposure to cigarette
advertisements.

Have such studiestaken place?

Yes. Studies5 through 9 listed on Demonstrative 6 al involve experimental evaluations
of the impact of cigarette advertising on adolescents. These studies control for other
possible influences by randomly assigning adolescents to receive or not receive an
advertising exposure. In thisway, the design ensures that the adolescents in the different
conditions are equivalent at the outset. Thus, we can be confident that any differencesin

smoker images between the adolescents in different exposure conditions are due to the
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