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Lesson 4: Don’t be Played! How Tobacco Marketing Targets YOU-th

Talking Points and Slide Chart 

[image: ]



	Slide
	Image
	Talking Points
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	Talking Points: 

Today we’ll examine how tobacco/nicotine products are presented in media and marketing.

We’ll look at the messages, images, and marketing choices used to shape how these products are perceived.

You never need to share personal experiences. You can speak generally, write privately, or pass.
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	Talking Points:

(Teacher note): Read the slide or invite a pupil to read the topics aloud.
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	Talking Points: 

Before we discuss marketing today, let's explore the history of cigarette marketing. It is important to understand the history of tobacco and smoking because it all leads us to the present day.

Starting in the 1800s (and continuing today!), companies began making and selling cigarettes and eventually other tobacco products. In fact, by 1896, the largest tobacco factory in the world was HERE in Northern Ireland.

Gallaher Ltd was a cigarette company founded in Derry/Londonderry, which later built the largest tobacco factory of its time in Belfast. It's last factory was only closed in Ballymena in 2017.
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	Talking Points: 

Before we start today's lesson, I want you to think like a marketing team.

Imagine your group has created a brand-new product that you want teenagers to buy. Your goal is to make as many people interested in your product as possible.

(Teacher note): Read the questions on the slide.

(Tell pupils): Take about two minutes to write down your ideas. There are no right or wrong answers. Think about who you want to reach and what choices you could make to get their attention.

(Allow pupils time to write.)

(Teacher Note): Bring pupils back together for discussion.

(Ask pupils):
-What made you choose that audience?
-Why did you choose those advertising methods?
-Why might those strategies appeal to teenagers?
-Did anyone choose social media? Why?
-Did anyone think about colours, music, celebrities, influencers, or trends?
(Take a few pupil responses and highlight common themes.)

Notice what you just did. You identified an audience, thought about what might appeal to them, and made deliberate choices about how to communicate a message.
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	Talking Points: 

Now think about the other side of that process: What happens when we’re the audience? How can we recognise the choices being made to influence us?

One tool that can help is media literacy, the ability to analyse how media messages are created, recognise their persuasive intent, and evaluate the information they communicate.

(Tell pupils): We’re going to watch a short video that introduces four questions we can use to analyse media messages. As you watch, write down the four questions. We’ll use them throughout the lesson.

(Teacher Note): Play video.

(Ask pupils): Which question do you think could be most useful when analysing an advertisement? Why?
(Take a few pupil responses.)

These questions give us a framework for looking beyond what an advertisement shows on the surface and thinking about who created the message, how it is designed to persuade, how it might be interpreted, and whether it is trustworthy.

The four questions are:
-Who is the source?
-How is it trying to get your attention?
-How could this message be interpreted?
-Is the message fair and trustworthy?

Keep these questions in mind. As we move through the lesson, we’ll use them to examine how tobacco/nicotine marketing has shaped perceptions and how we can recognise and question those messages.
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	Talking Points: 

Before we examine today’s marketing tactics, let’s look briefly at the history of cigarette advertising. Understanding how these messages evolved can help us recognise patterns that continue in different forms today.

Cigarettes have been marketed in the United States since the 1800s. By the 1950s, growing scientific evidence was making the health risks of smoking increasingly difficult to ignore.

Yet cigarette advertising continued to frame smoking as healthy, safe, sophisticated, or desirable, often using physicians and other trusted figures to strengthen the message.

Look closely at the advertisements.

(Ask pupils):
-Who is the source of the message, and why might that source matter?
-What qualities or lifestyles are being associated with smoking?
-How might these choices influence the way an audience perceives the product?
(Take a few pupil responses.)

The advertisements were promoting more than cigarettes. They were building associations with health, credibility, success, and sophistication.

As evidence of smoking’s health risks became harder to dismiss, tobacco/nicotine companies faced a growing challenge: how to maintain consumer confidence while public concern increased.

In 1964, the U.S. Surgeon General released a landmark report documenting the serious health effects of cigarette smoking.

Now let’s examine how tobacco/nicotine companies responded to this changing landscape.
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	Talking Points: 

As public concern about smoking grew, Big Tobacco began adapting its marketing.

Big Tobacco refers to the major tobacco/nicotine companies that dominated the cigarette industry. These companies had a strong financial incentive to maintain cigarette sales as concerns about health risks increased.

Look closely at the advertisements. Pay attention to the wording and design.

(Ask pupils):
-How do these ads respond to growing concerns about smoking?
-What might a word like “reduced” lead consumers to assume?
-What does “takes the fear out of smoking” suggest?
(Take a few pupil responses.)

Rather than ignoring health concerns, these ads reframed the message, using language that could make cigarettes seem less concerning or more acceptable.

As the industry continued to adapt, companies also began developing marketing for specific audiences, using different messages to appeal to different groups.
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	Talking Points: 

One way Big Tobacco adapted its marketing was by creating messages for specific audiences.

(Ask pupils): What does it mean to “target” a group in marketing?
(Take a few pupil responses.)

Targeted marketing means designing messages around the interests, experiences, values, or lifestyles of a particular audience.

Look closely at the advertisements.

As you examine them, think about:
-Who is the message speaking to?
-How is it trying to get their attention?
-What associations might the message create?
(Take a few pupil responses.)

One ad connects smoking with love and the wartime experience, while the others target women through messages about appearance, appetite, flavour, and enjoyment.

By the 1960s, cigarette brands were increasingly marketing to women by connecting smoking with ideas such as independence, freedom, modern life, and appearance.

The product stayed the same, but the message changed depending on the audience.

Keep that idea in mind as we look at how tobacco/nicotine companies used targeted marketing to reach other groups.
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	Talking Points: 

One community the tobacco/nicotine industry increasingly targeted was the Black community.

Look closely at the advertisements.

(Ask pupils):
-What cultural references do you notice?
-How might they make the product feel more relevant to this audience?
-What associations is the company creating?
(Take a few pupil responses.)

Companies featured figures such as Jackie Robinson and sponsored Kool jazz festivals, connecting tobacco/nicotine with culture, music, style, and “good taste.”

Menthol cigarettes were also heavily marketed in many Black communities through advertising, sponsorships, and price discounts.

Menthol creates a cooling sensation that can make cigarette smoke feel less harsh, while nicotine remains addictive.

Most flavoured cigarettes were banned in 2017, but menthol wasn't banned until 2020 in the UK.

(Ask pupils):
What might a company gain by connecting a product with culturally meaningful people or experiences?
(Take a few pupil responses.)

Targeted marketing can make a product feel familiar, relevant, or connected to a particular audience.

As we continue, notice how companies used similar strategies to reach other communities.

(Teacher Note): Emphasise that the focus is on the industry's marketing decisions, not on the people being targeted.
You might say: “The tobacco/nicotine industry made deliberate choices about which products to promote, where to advertise, and which cultural connections to use. We're examining those choices as a marketing strategy, not making assumptions about the people in the community.”
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	Talking Points: 

As public awareness of smoking’s health risks grew, tobacco/nicotine companies continued adapting their marketing to reach new audiences.

Look closely at the advertisement.

(Ask pupils):
-What choices in the design stand out?
-Who do you think this message is designed to appeal to? What evidence supports your thinking?
(Take a few pupil responses.)

The comic-style design and familiar imagery can make the product feel entertaining, approachable, and memorable.

(Ask pupils):
[bookmark: _Int_ozvDff81]Why might building familiarity with a brand matter before someone becomes a consumer?
(Take a few pupil responses.)

This is where media literacy matters. We can look beyond what an advertisement shows and consider who it is designed to reach, how it is trying to influence us, and what it may leave out.
(Take a few pupil responses.)

The goal is not just to identify an audience, but to recognise how marketing choices can shape that audience’s perception of a product.

Keep that lens in mind as we step back and consider why understanding this history matters today.
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	Talking Points: 

For many years, tobacco companies used advertising, sponsorship and product branding to make smoking look attractive and normal.

The Tobacco Advertising and Promotion Act 2002 introduced major restrictions on tobacco advertising across the UK. This gradually removed tobacco advertising from billboards, newspapers, magazines and sports sponsorship.

One example was Formula One racing, where cigarette brands such as Marlboro had previously been highly visible. Tobacco sponsorship in UK-based sporting events was eventually phased out.

The UK has also introduced other measures to reduce smoking and protect public health:

30 April 2007: Smoking in enclosed public places and workplaces was banned in Northern Ireland.
May 2017: Most flavoured cigarettes were banned in the UK.
May 2020: Menthol cigarettes and menthol tobacco products were banned.
May 2017: Standardised "plain" tobacco packaging became mandatory, removing colourful branding and increasing the visibility of health warnings.

These changes were designed to make tobacco products less appealing, reduce youth uptake of smoking, and to help create a smoke-free generation.

From January 2027, people born on or after 1 January 2009 will never legally be able to buy tobacco products. The age of sales will rise each year for this generation as part of plans to create a smoke-free generation.

Optional discussion question:
Why do you think governments have introduced rules that limit tobacco advertising, sponsorship and packaging?
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	Talking Points: 

(Ask pupils): Why does understanding this history matter if many of these advertisements were created before you were born?
(Take a few pupil responses.)

History helps us recognise patterns in how the industry responds to changing products, audiences, and public attitudes.

(Ask pupils):
As the tobacco/nicotine landscape changed, what new products emerged?
(Take a few pupil responses.)

One major shift was the rise of e-cigarettes, also known as vapes.

The products and platforms changed, but the industry continued using marketing to attract consumers and build its customer base.

Now let’s look at the industry’s own words to better understand who it was trying to reach and why.
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	Talking Points: 

In 1981, a Philip Morris executive said, “We do realise that today’s teenager is tomorrow’s potential regular customer.”

(Take a moment to let pupils consider the quote.)

Remember how we discussed that the adolescent brain is especially sensitive to nicotine and can be more vulnerable to nicotine dependence?

Tobacco/nicotine companies understood that starting nicotine use at a young age could lead to longer-term customers.

As evidence of the harms of smoking became harder to ignore, warning labels and advertising restrictions were introduced to provide consumers with more information and limit some tobacco/nicotine marketing.

But regulation did not mean the industry’s marketing stopped. Companies continued adapting how and where they presented and promoted tobacco/nicotine products.

The products and marketing changed over time, but the industry continued looking for ways to reach consumers.

So, what did that shift look like in the products themselves?
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	Talking Points: 

As cigarette use declined, tobacco companies expanded into newer nicotine products, including e-cigarettes.

The rise of JUUL was an important turning point. Its sleek design, easy-to-use format, and marketing made e-cigarettes more visible and accessible to consumers.

As the market grew, more companies entered and e-cigarette products became increasingly diverse, with different designs, sizes, flavours, and features.

Look at the progression on the screen. Notice how the products evolved from early e-cigarettes into the wide range available today.

Although the products changed, some of the marketing ideas used to make them appealing remained familiar.

As the market grew, companies also found more ways to reach consumers.
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	Talking Points: 

Before we examine specific examples, let’s distinguish between a strategy and a tactic.

A strategy is the broader approach a company uses to achieve a goal. A tactic is a specific action used to carry out that strategy.

For tobacco/nicotine companies, using social and digital media to reach consumers is part of the broader strategy. The tactics are the specific ways companies use these platforms to capture attention, shape perceptions, and promote their products.

Look at the example on the screen. The strategy is using social media to reach consumers. The tactic is using the World Cup to attract attention.

Think back to the types of content we just discussed. Music, trends, influencers, videos, and other content can all be used as tactics within a broader marketing strategy.

(Ask pupils):
Why might a company use several different tactics to support the same overall strategy?
(Take a few pupil responses.)

Keep that distinction in mind as we examine four marketing tactics and how they work.
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	Talking Points: 

Before we examine specific examples, let’s distinguish between a strategy and a tactic.

A strategy is the broader approach a company uses to achieve a goal. A tactic is a specific action used to carry out that strategy.

For tobacco/nicotine companies, using social and digital media to reach consumers is part of the broader strategy. The tactics are the specific ways companies use these platforms to capture attention, shape perceptions, and promote their products.

Look at the example on the screen. The strategy is using social media to reach consumers. The tactic is using the World Cup to attract attention.

Think back to the types of content we just discussed. Music, trends, influencers, videos, and other content can all be used as tactics within a broader marketing strategy.

(Ask pupils):
Why might a company use several different tactics to support the same overall strategy?
(Take a few pupil responses.)

Keep that distinction in mind as we examine four marketing tactics and how they work.

	16
	[image: ]
	Talking Points: 

Here are four marketing tactics tobacco/nicotine companies use to capture attention and shape how people perceive their products.

We won’t cover every tactic the industry uses. Instead, these four give us usefulness for analysing marketing messages.

(Teacher Note): Ask a few pupil volunteers to read a tactic from the slide.

These aren’t labels to memorise. They’re tools for noticing what marketing is doing and how it may influence perception.

As we examine the examples, think about which tactic is being used and what it helps you notice.
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	Talking Points: 

The first marketing tactic we're going to look at is product placement.

Product placement is when tobacco/nicotine companies intentionally place a product where people are likely to see it and connect it with something else.

It can appear in advertisements, music videos, movies, TV, social media, and other media.

The important question isn't just “Is the product there?” but “How is it being presented?”

Look closely at the advertisement on the slide.

The e-cigarette is held in the person's hand, which is positioned in their hair. Notice the red e-cigarette, red hair, and red background.

(Ask pupils):
-Where is the product placed?
-What is it surrounded by or connected to?
-How does its placement draw your attention to it?
-What message or association might those choices create?
(Take a few pupil responses.)

(Teacher note): Encourage pupils to scan from the center of the ad outward and consider the product's size, position, surroundings, and connections.

Now let's see how product placement can appear in a music video.
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	Talking Points:

Now let’s look at another example of product placement, this time in the TV show Euphoria, which premiered in 2019.

In this show, teenagers are shown using e-cigarettes, and the characters in these scenes are associated with popularity and social status.

Look closely at the still images on the slide.

(Ask pupils):
-What stands out about how the product is presented?
-What is happening around the product?
-What connections might viewers make between the product and the scene?
(Take a few pupil responses.)

That context matters. Viewers may begin to connect the product with the people, setting, or lifestyle shown in the scene.
The product doesn’t have to be the focus to shape what viewers notice or associate with it.

Now let’s look at another way companies can make a product stand out: its design.
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	Talking Points: 

Now we're going to look at another marketing tactic: bright colours and design.

Advertisers use colour, images, shapes, space, and fonts to attract attention and create a feeling or association.

We are not only asking whether an ad looks bright or colourful. We are asking how the design guides our attention and creates a feeling.

There are four terms to know: contrast, color palette, focal point, and mood.

Contrast: Differences that make something stand out.
Colour palette: The group of colours used in a design.
Focal point: What your eyes notice first.
Mood: The feeling the design creates.

Take a look at this advertisement.
-What is the focal point?
-What is the colour palette?
-Where do you see contrast?
-What mood does the design create?

What might the company want you to associate with the product?

Remember, one color or design choice does not tell us who an ad is targeting. We look for patterns across the marketing.

Now let's look at how these design choices work together in another example.
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	Talking Points: 

Colour and design can catch attention and create associations with certain feelings, lifestyles, or audiences.

Look closely at the advertisement on the slide.  Notice the bright colours being used and how the different fruits contrast in the background. 

(Ask pupils):
-What design choices stand out to you first?
-Who might this design appeal to? What evidence supports your answer?
-What feelings, associations, or ideas might the colours and imagery create?
(Take a few pupil responses.)

The bright colours, playful imagery, and joyful expression create a fun, energetic, and colorful presentation of the tobacco/nicotine products.

We can use these visual choices as evidence to think about who the advertisement may be trying to reach and what it wants viewers to associate with the product.

Let's take a look at another marketing tactic.
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	Talking Points: 

The next marketing tactic we're going to look at is misleading messaging.

[bookmark: _Int_D8nweSeS]We use the term misleading when a message exaggerates a benefit, it leaves out important information, uses vague language, or creates an impression that isn't supported by evidence.

We are not calling every ad misleading simply because it is an advertisement. We are asking whether the message gives an accurate and complete picture of the product.

Take a look at this advertisement.
-What message does “Leader of the Pack” communicate?
-What does the image suggest about the person using the product?
-What is the ad implying without directly saying it?

(Teacher Note):
Encourage pupils to distinguish between what the ad says and what the ad suggests.
Response model:
“The phrase ‘Leader of the Pack,’ combined with the people looking toward the person using the e-cigarette, may suggest that the product makes someone more confident, popular, or admired. The ad does not provide evidence that using the product actually creates those qualities.”
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	Talking Points:

Misleading messaging isn't always a direct claim. Sometimes it comes from the associations an advertisement creates or the information it leaves out.

Tobacco/nicotine marketing can use celebrities, artists, influencers, and popular culture to create positive associations with a product.

This example features CB15K, a nicotine e-cigarette brand associated with Chris Brown.

Look at the e-cigarette and the futuristic cartoon character shown alongside it.

The character is part of a collectible series that comes with the products, with marketing that encourages consumers to “collect them all.”

(Ask pupils):
-What ideas or feelings does this presentation associate with the product?
-What might the character and collectible concept lead viewers to associate with the product?
-What is the marketing suggesting without directly saying it?
(Take a few pupil responses.)

The marketing connects the e-cigarette with cartoon characters, collecting, and entertainment. Those associations can shape how the product is perceived without directly stating that message.

The important question is what the marketing communicates through those associations and what it leaves out.

A message can feel like popular culture while still serving a marketing purpose.
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	Talking Points: 

The final marketing tactic we're going to look at is packaging and product variety.

Tobacco/nicotine companies can offer products in different flavours, designs, and formats to appeal to different preferences and interests.

Let's look at this example. As you watch, pay attention to the range of flavours and product options being presented.

(Teacher note): Point out some of the flavour names as they appear, such as “Pineapple Savers,” “Triple Berry Ice,” and “Blue Rancher.”

(Ask pupils):
-What do you notice about the variety of options?
-What might these flavour names or designs make the products seem like?
-Why might a company offer so many choices?
(Take a few pupil responses.)

Having many options can create associations with variety, personalisation, novelty, or choice.

Now let's look at another example of how tobacco/nicotine packaging and product variety can take a different form.
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	Talking Points: 

This example shows another way tobacco/nicotine companies can use packaging and product variety. The e-cigarette is designed to look and function like a highlighter, and it comes in different colours and flavour options.

(Teacher note): Point out the different colours and flavour options shown on the slide.

(Ask pupils):
-What do you notice about the product's packaging or variety?
-What might the flavours or designs make the product seem like?
-What information about the tobacco/nicotine product might be less noticeable?
(Take a few pupil responses.)

The colours, flavours, and familiar highlighter design can make the tobacco/nicotine product seem fun, familiar, or less serious. These choices can draw attention to certain features while making the tobacco/nicotine product and its health risks less noticeable.

The design doesn't make a tobacco/nicotine product safer, but it can influence how someone perceives the product and how seriously they consider its risks.

(Teacher note): Reinforce that an appealing design, flavour, or familiar format is not evidence that a tobacco/nicotine product is safe or low-risk.
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	Talking Points: 

First, take a moment to look at the post on your own and answer the five questions on the slide.

Then, get into groups of four and compare your observations. Assign each person a role: evidence finder, questioner, recorder, and reporter.

Use this sentence stem when sharing your ideas:
Our answer is ___ because the ad shows/says ___.

(Teacher Note): Give pupils 5–7 minutes to complete the activity.

(As groups share, ask):
-What part of the post led you to that conclusion?
-Could someone interpret the message differently?
-What might be missing or less noticeable in this message?

Pay attention to the fact that the product itself does not need to be shown for a post to create a marketing message. The image, occasion, and brand can work together to create an association or impression.

(Ask pupils): What connection is this post creating between the image and the brand?
(Take a few pupil responses.)

This is one way misleading messaging can work: the message does not have to make a direct claim to influence how we perceive a brand or product.

(Teacher Note): If the activity is done to completion, it supports Learning for Life and Work (Personal Development) by enabling pupils to critically evaluate health information, services and sources of support and use this information to make informed decisions about health and well-being.
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	Talking Points: 

Let's use the same process one more time with this social media post.

First, answer the four decoding questions on your own. Then discuss your observations with your group.

As you discuss, identify which marketing tactic or tactics you notice and be prepared to support your thinking with evidence from the post.

Use the sentence stem:
“Our answer is ___ because the ad shows/says ___.”

(Teacher Note): Give pupils 5–7 minutes to complete the activity.

(As groups share, ask pupils):
-What part of the post led you to that conclusion?
-Which marketing tactic do you see? What evidence supports your answer?
-How does the humor or relatable “social battery” message affect how you interpret the post?
(Take a few group responses.)

Notice how the post uses humor and a relatable everyday experience rather than directly explaining the product. The e-cigarette is part of the joke, making the marketing feel more like ordinary social media content.

This is an important reminder: marketing doesn't always look like a traditional advertisement.

(Teacher Note): If the activity is done to completion, it supports Learning for Life and Work (Personal Development) by enabling pupils to critically evaluate health information, services and sources of support and use this information to make informed decisions about health and well-being.
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	Talking Points:

OPTIONAL 

We’ve now seen several examples of how marketing can shape the way people see tobacco and nicotine products.

Let’s watch a short video that brings together some of what we’ve learned today.

As you watch, think about how knowing these tactics can help you question the messages you see and make your own decisions.

(Teacher Note): Play video. https://youtu.be/U6HPkqWvICU?si=QP8XgoahcxrIems4 

(After the video, ask pupils):
-What did this lesson change about the way you look at tobacco/nicotine marketing?
-Why might knowing these tactics change the way you respond to an ad?
-What questions can you ask when you’re not sure whether a message is giving you the whole story?
-How might knowing these tactics help you make decisions for yourself?
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	Talking Points: 

Today, we've looked at how tobacco/nicotine companies use marketing strategies and tactics to attract consumers and shape how people perceive their products.

Like other businesses, these companies have a goal: to sell products and make money. Their marketing choices are designed to capture attention, create associations, and influence consumer behaviour.

This is where media literacy matters. When we understand how marketing messages are constructed, we can pause and think critically instead of simply accepting the message at face value.

We can ask ourselves: What does the company want me to notice, think, feel, or do?

The more we understand how marketing works, the more informed we can be about how we respond to it.

Let's put that knowledge into action and think about how we can respond when marketing or social pressure comes our way.
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	Talking Points: 

Now that we've practiced recognising how marketing can influence us, let's shift to what we can do when we're directly faced with pressure to use a nicotine product.

Imagine you see an e-cigarette ad near your school, and someone says, “You should try it—it’s everywhere.”

Your group will respond in three ways:
-SAY IT: Write a clear, realistic response you could use to refuse.
-FLIP IT: Create a short counter-message that challenges the message in the advertisement.
-CHANGE IT: Come up with one action pupils could take to respond to this type of marketing in their school or community.

(Ask pupils): How does each response help manage the influence?

(Teacher Note): Give pupils 4–5 minutes to complete the activity, then invite several groups to share their responses.

As groups share, highlight how we can respond to marketing influence in different ways—through what we say, the messages we create, and the actions we take.

(Teacher Note): If the activity is done to completion, it meets Learn for Life and Work (Personal Development): Develop strategies to resist negative influences, manage risk and make informed decisions that support health, safety and well-being.
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	Talking Points: 

You've now practiced recognising marketing tactics, decoding the messages behind them, and thinking about how you can respond to that influence.

Before we finish, let's bring those skills together and think about what you can take with you the next time you encounter tobacco/nicotine marketing.

(Ask pupils): Complete the sentence on the slide:
“The next time I see a tobacco/nicotine advertisement, I will...”

(Teacher note): pupils can write in their notebooks, respond aloud, or think privately. 

They might choose to pause and question the message, identify the tactic, look for what is missing, check the source, or think about how they want to respond.

(Tell pupils): Great work today! Marketing is designed to influence our choices but recognising how it works gives us more room to question the message and decide for ourselves.

The goal isn't to never be influenced. It's to be aware of the influence and have the skills to make informed decisions.
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	Talking Points: 

(Review of resources from Lesson 1) 

(Teacher Note): Please feel free to edit or include resources that are relevant to your school and/or community. 

These resources are here to support young people when they need help, information, or someone to talk to.

They can provide guidance, connect you to support, and help you make safer choices.

Often, the first person someone reaches out to isn’t a hotline or a website—it’s a person they trust. One important support is a trusted adult. This could be a parent/caregiver, coach, teacher, counsellor, or another adult you trust. 

Sometimes these resources are used in big situations, and sometimes they’re used just to ask questions or get advice. You do not have to wait until a situation feels extreme to ask for help.
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	Talking Points: 

Let's review our key takeaways (Read off slide).
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	Talking Points: 
Let's play Kahoot! 
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