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I. INTRODUCTION

This report is the latest in a series on cigarette sales, advertising, and promotion that the 

Federal Trade Commission (“Commission”) has prepared since 1967. 

The tables appended to this report provide information on domestic cigarette sales and 

advertising and promotional activity by the largest manufacturers.1  The 2018 sales and expenditure 

information in the tables was compiled from data contained in special reports submitted to the 

Commission pursuant to compulsory process by the parent companies of the major manufacturers 

of cigarettes sold in the United States:  Altria Group, Inc.; ITG Holdings USA Inc.; Reynolds 

American, Inc.; and Vector Group Ltd.2 

II. TOTAL SALES AND ADVERTISING AND PROMOTIONAL EXPENDITURES  

The total number of cigarettes reported sold by the major manufacturers, 216.9 billion in 

2018, decreased by 12.2 billion units (5.3 percent) from 2017.  Advertising and promotional 

expenditures decreased during that same period, from $8.637 billion to $8.401 billion.  The largest 

single category of these expenditures in 2018 was price discounts paid to cigarette retailers in order 

to reduce the price of cigarettes to consumers, which accounted for $6.155 billion (73.3 percent of 

total advertising and promotional expenditures). 

III. CIGARETTES SOLD AND GIVEN AWAY 

Tables 1A and 1B display the manufacturers’ annual cigarette sales to wholesalers and 

1  The data contained in the tables appended to this report are also in an electronic spreadsheet 
available at:  https://www.ftc.gov/cigarettedata. 

     The advertising and promotional expenditure figures contained in this report and in the 
electronic spreadsheet are in nominal dollars and have not been adjusted for inflation. 

2  The number and identity of the companies reporting cigarette data has varied over the many 
years that the Commission has issued these reports. 
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retailers.  Table 1B displays the total number of cigarettes sold and given away each year from 2001 

through 2018.  In 2018, the major cigarette manufacturers sold 216.9 billion ciga



 

 

                                                 
 

  

 
  

 
 

 

 
  

 

The Commission is not reporting the amount spent on newspaper advertising in 2018 

because, as in each year since 2012, only one company reported spending in that category.7  The 

companies reported spending $8.6 million on magazine advertising in 2018, a decrease from the 

$14.9 million they spent in 2017.  Spending on “outdoor” advertising increased from $1.8 million in 

2017 to $2.4 million in 2018.8  Spending on point-of-sale materials (ads posted at the retail location 

but excluding outdoor ads on retailer property), which was $48.5 million in 2017, increased to $62.2 

million in 2018.  The companies reported spending $36.2 million for direct mail advertising in 

2017, up from $34.6 million in 2017.9 

In 2018, the companies reported spending $6.155 billion on price discounts (payments made 

in order to reduce the price of cigarettes to consumers) paid to retailers and $1.054 billion on price 

Appendix to this report. 

7  If only one company reported spending money on a particular type of advertising or promotion in 
a year, that category appears as “N/A” in the table; and the expenditures in that category are 
included in the “Other” category, to avoid potential disclosure of individual company data.  For this 
reason, the Commission is not separately reporting the amounts spent in 2018 on newspaper 
advertising, promotional allowances paid other than to retailers or wholesalers, retail-value-added 
promotions involving bonus cigarettes, retail-value-added promotions involving non-cigarette 
items, or Internet advertising other than on the company’s own websites. 

8  Since 2002, “outdoor” advertising has been defined to mean billboards; signs and placards in 
arenas, stadiums, and shopping malls (whether they are open air or enclosed); and any other 
advertisements placed outdoors, regardless of their size, including those on cigarette retailer 
property.  Before 2002, “outdoor” advertising was not precisely defined and it was not clear that 
signs in arenas, stadiums, shopping malls, or on retailer property were to be reported in this 
category.

      Starting with its orders for 2014, the Commission ceased collecting data on transit advertising 
(advertising on or in vehicles, bus stops, taxi stands, or transportation facilities) because the 
recipients of the orders had not reported expenditures on transit advertising since 2000. 

9  The companies are asked to report the cost of coupons sent by direct mail in the coupons 
category. 
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discounts paid to wholesalers.10  In 2017, expenditures in those categories were $6.189 billion and 

$1.195 billion, respectively.  Retail and wholesale price discounts were the two largest expenditure 

categories in 2018, representing a combined 85.8 percent of total expenditures (73.3 percent and 

12.5 percent, respectively). 

Spending on promotional allowances (intended to facilitate the sale or placement of 

cigarettes) paid to cigarette retailers (e.g., payments for stocking, shelving, displaying, and 

merchandising brands, volume rebates, and incentive payments) decreased from $186.9 million in 

2017 to $180.3 million in 2018.  Spending on promotional allowances paid to cigarette wholesalers 

(e.g., payments for volume rebates, incentive payments, value-added services, and promotional 

executions) declined from $376.1 million in 2017 to $337.5 million in 2018.  The Commission is 

not reporting the amount spent on promotional allowances paid to persons other than retailers or 

wholesalers in 2018 because, as in each year since 2012, only one company reported spending in 

that category. 

When price discounts and promotional allowances paid to cigarette retailers and wholesalers 

are combined, they total $7.727 billion, and account for 92.0 percent of all 2018 advertising and 

promotional expenditures. 

The companies reported spending $207,000 on cigarette sampling in 2018.11  In 2017, the 



 

 

 

 

                                                 
 

 
  

 

 

Commission did not report the amount spent on cigarette sampling because only one company 

reported spending in that category. 

In 2018, $61.6 million was spent on non-branded specialty item distribu



 

 

 

 

                                                 
  

  

 
  

 
  

 

the Commission clarified that such events must include actual entertainment, as opposed to simply 

consumer engagement.13 

For 2015 through 2018, the companies reported that they made no expenditures on public 

entertainment events taking place outside of adult-only facilities. 

As they have since 2010, all reporting companies stated that in 2018 they spent no money on 

sponsorships.14  Since 1989, all of the companies have stated that they spent no money on 

endorsements and testimonials.15 

The companies reported spending $316.2 million in 2018 on coupons to reduce the retail 

cost of cigarettes, an increase from the $301.9 million spent in 2017.16 

Retail-value-added expenditures are the costs associated with offers such as “buy one, get 

one free” and “buy three, get a free T-shirt,” where the bonus is distributed to consumers at retail 

when the cigarettes are purchased.  The Commission is not reporting the amounts spent in 2017 or 

2018 on retail-value-added involving bonus cigarettes because only one company reported spending 

13  The Commission learned that the companies had been reporting consumer engagement in adult-
only facilities under this adult-only public entertainment category even when such activities did not 
entail any entertainment.  Also, at some point, the companies stopped sponsoring any entertainment 
in adult-only facilities.  We are unable to distinguish prior expenditures on adult-only entertainment 
from those on adult-only consumer engagement. 

14  Regulations promulgated pursuant to the Tobacco Control Act and effective since mid-2010 
prohibit tobacco-brand sponsorships of “any athletic, musical, artistic, or other social or cultural 
event, or any entry or team in any event.”  21 C.F.R. § 1140.34(c). 

15  The Commission’s compulsory process orders for 2017 clarified that the “endorsements” 
category, which covers product placements, includes product placements in video games. 

16  When coupons are distributed for free cigarettes and no purchase is required to redeem them, 
such activities are reported as “sampling,” not as “coupons.” 

       The Commission’s compulsory process orders for 2017 clarified that expenditures associated 
with coupons that reduce the retail cost of cigarettes should be reported in the “coupon” category, 
regardless of how the coupons are distributed or redeemed. 

6 



 

 

 

 

in that category. 

Each year from 2010 until 2015, the companies reported spending no money on retail-value-

added promotions involving non-cigarette items.  In 2016, the Commission expanded this category 

to include discounts such as “buy two, save 20 cents per gallon of gasoline.”  The Commission is 

not reporting the amounts spent on retail-value-adde



 

 

 

   

                                                 
  

  

on advertising and promotion in connection with sports and sporting events.17  This question is 

separate from, and duplicative of, the reporting of the individual advertising and promotion 



 

 

The cigarette manufacturers reported that neither they nor anyone working for them or on 

their behalf paid money or any other form of compensation in connection with the production or 

filming of any motion picture, television show, or video game in 2018, or paid money or any other 

form of compensation to anyone engaged in product



 

available and did not require them to conduct testing.  Consequently, share comparisons within 

those years or to previous years may not be reliable. 

As shown in Tables 5A and 5B, filtered cigarettes have dominated the market among the 

major manufacturers since the Commission began collecting this information in 1963.  Filtered 

cigarettes accounted for 99.7 percent of the market among the major manufacturers in 2018. 

Tables 6A and 6B provide the share of the various cigarette length categories.  The King 

size (79-88 mm) category continues to be the biggest seller, with 56 percent of the market among 

the major manufacturers in 2018.  This category is followed by the Long (94-101 mm) group, with 

41 percent. 

Tables 7A and 7B give the market share of menthol and non-menthol cigarettes.  In 2018, 



 

 
 

 

 

  
 

 

 
  

 
 

  

 
 

 
 

 
   

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
  

 
 

 
 

 
   

 
 

 
 

 
   

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
   

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
  

 
 

 
 

 
   

 
 

 
 

 
   

 
 

 
 

 
   

 
 

 
 

 
  

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
   

 
 

 
 

 
   

 
 

 
 

 
   

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
  

 
 

 
 

 
 

 
   

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
  

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
  

 
 

 
 

 
   

 
 

 
 

 
   

 
 

 
 

 
   

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
  

 
 

 

 
 
 
 
 
  

TABLE 1A 

TOTAL DOMESTIC CIGARETTE UNIT SALES (1963-2000) 
(IN BILLIONS OF INDIVIDUAL CIGARETTES) 

TOTAL SALES REPORTED BY 
CIGARETTE UNIT CHANGE % CHANGE USDA CIGARETTE 

YEAR MANUFACTURERS* FROM PRIOR YEAR FROM PRIOR YEAR CONSUMPTION ESTIMATES 

1963 516.5 – – 523.9 

1964 505.0 (11.5) (2.2) 511.2 

1965 521.1 16.1 3.2 528.7 

1966 529.9 8.8 1.7 541.2 

1967 535.8 5.9 1.1 549.2 

1968 540.3 4.5 .8 545.7 

1969 527.9 (12.4) (2.3) 528.9 

1970 534.2 6.3 1.1 536.4 

1971 547.2 13.0 2.4 555.1 

1972 561.7 14.5 2.7 566.8 

1973 584.7 23.0 4.1 589.7 

1974 594.5 9.8 1.7 599.0 

1975 603.2 8.7 1.5 607.2 

1976 609.9 6.7 1.1 613.5 

1977 612.6 2.7 .4 617.0 

1978 615.3 2.7 .4 616.0 

1979 621.8 6.5 1.1 621.5 

1980 628.2 6.4 1.0 631.5 

1981 636.5 8.3 1.3 640.0 

1982 632.5 (4.0) (.6) 634.0 

1983 603.6 (28.9) (4.6) 600.0 

1984 608.4 4.8 .8 600.4 

1985 599.3 (9.1) (1.5) 594.0 

1986 586.4 (12.9) (2.2) 583.8 

1987 575.4 (11.0) (1.9) 575.0 

1988 560.7 (14.7) (2.6) 562.5 

1989 525.6 (35.1) (6.3) 540.0 

1990 523.7 (1.9) (.4) 525.0 

1991 510.9 (12.8) (2.4) 510.0 

1992 506.4 (4.5) (.9) 500.0 

1993 461.4 (45.0) (8.9) 485.0 

1994 490.2 28.8 6.2 486.0 

1995 482.3 (7.9) (1.6) 487.0 

1996 484.1 1.8 0.4 487.0 

1997 478.6 (5.5) (1.1) 480.0 

1998 458.6 (20.1) (4.2) 465.0 

1999 411.3 (47.2) (10.3) 435.0 

2000 413.9 2.6 .6 430.0 

* Cigarettes sold by manufacturers to wholesalers and retailers within the U.S. and to armed forces personnel stationed outside the U.S. 



 

 
 

 
 

  
 
 
 
 
 
 

 
 
 
 
 
 

 

 
 
 
 
 

 

 
 
 
 

 

 

 
 

 

 
 

 

 
 
 
 

 

    

      

      

      

      

      

     

      

      

     

  

    

  

  

  

  

  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
      

  
       

  
         

TABLE 1B 

TOTAL DOMESTIC CIGARETTE UNITS SOLD AND GIVEN AWAY (2001-2018) 



 

 

 
 

             
        
             

         
      
             

         
         
             

         
        
             

        
 
             

        
 
             

        
        
             

         
 
             

           
 
             

        
 
             

        
     
             

        
             

 
 

    

TABLE 2A 









 

 

 
 

 
 

 
 

 
    

 
 

 
 

  
 

 
 

     

     

        

     

     

 
 

 
 

 
 

 
 

 
 

 
     

 
     

 
 

 
 

 
 

   

      

      

     

 
 

 
 

 
 

 
 

 
 

 
 
 

 
 

 
 

 

     

     

     
 

    
 

 

     

  
 

 
 

 
 

 
 

 
 
 

 
 

 
 

 
 

     

     

     

 
  

    
 
 
 

   

 

TABLE 2E 

CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES FOR1053 3EMC 
BT
/P <</MCID 0 >>BD39 10.63MC 
BT
/D



 

 

 
 

 
 
   

     
 

 
 

 
 

     

     

        

     

     

  
 
 

 
 
 

 
 
 

 
 

 
 

  
 

 
 

 
     

 
     

 
  

 
 
 

 
 

 
 

 
 

  
 

 
 

 
 

      

     

   
 

 
 

 

     

     

     

     

     

     

  
 

    
 

 
  

 
  

     

     

     

 
  

     
 
 
 

   

  

TABLE 2F 

CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES FOR 2011-2015 
(DOLLARS IN THOUSANDS)* 

2011 2012 2013 2014 2015 
Newspapers $549 

0.0% 
N/A 

**   
N/A 

** 
N/A 

** 
N/A 

** 
Magazines $23,254 

0.3% 
$27,943 

0.3% 
$50,610 

0.6% 
$49,976 

0.6% 
$22,463 

0.3% 
Outdoor $3,100 

0.0% 
$2,211 

0.0% 
$2,268 

0.0% 
$2,216 

0.0% 
$2,020 

0.0% 
Transit $0 

0.0% 
$0 

0.0% 
$0 

0.0% 
Point-of-Sale $78,280 

0.9% 
$69,560 

0.8% 
$60,658 

0.7% 
$47,484 

0.6% 
$36,374 

0.4% 



 

 

 

 
 
  

   
 

 
 

 
 

   

   

   

   

  
 

 
 

 
 

  
 

  

 
   

 
   

 
   

   
 

 

    

    

   

 
 

  

   

   

   

   

 
 

 
 

  
 

 
 

   

  
 

 
 

 
 

 
 
 

 

   

   

   

 
 

   
 

   

 

TABLE 2G 

CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES FOR 2016-2018 
(DOLLARS IN THOUSANDS)* 

2016 2017 2018 
Newspapers N/A 

** 
N/A 

** 
N/A 

** 
Magazines $19,948 

0.2% 
$14,944 

0.2% 





 

 

 
 

 
 

 

      

  
    

  
    

  
    

  
    

  
    

  
    

  
    

  
    

  
    

  
    

  
    

  
    

  
    

  

  

      

      

      

      

      

      

      

      

      

 

TABLE 4A 
DOMESTIC MARKET SHARE OF CIGARETTES BY TAR YIELD 

(1967-1990) 

Year 
Market share of cigarettes having tar yields of: 

15 mg. or less 12 mg. or less 9 mg. or less 6 mg. or less 3 mg. or less 

1967 2.0% 

1968 2.5% 

1969 3.0% 

1970 3.6% 

1971 3.8% 

1972 6.6% 

1973 



 

 

 

 
 
 

 

 
 

     

 
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

  
 

 
 

 
 

 
 

 
 

  
  

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

  
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

 
 

 
 

 
 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

  

TABLE 4B 



 

 

 

 
 

 
 
 

   
 

                                   
                                   
                                   
                                   
                                   
                                  
                                  
                                  
                                  
                                  
                                   
                                  
                                  
                                  
                                  
                                  
                                  
                                  
                                  
                                  
                                  
                                  
                                  
                                  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

TABLE 5A 

DOMESTIC MARKET SHARE OF FILTER AND NON-FILTER CIGARETTES 

YEAR         NON-FILTER          

1963 42%
1964 39%
1965 36%
1966 32%
1967 28%
1968 26%
1969 23%
1970 20%
1971 18%
1972 16%
1973 15%
1974 14%
1975 13%
1976 12%
1977 10%
1978 10%
1979  9%
1980  8%
1981  8%
1982  7%
1983  7%
1984  7%
1985  6%
1986  6%

(1963-1986) 

FILTER           CHARCOAL             NON-CHARCOAL 

    58%   *  * 
    61%   *  * 
    64%   *  * 
    68%   *  * 
    72%   *  * 
    74%  6% 68% 
    77%  6% 71% 
    80%  6% 74% 
    82%  6% 76% 
    84%  6% 78% 
    85%  5% 80% 
    86%  5% 81% 
    87%  5% 82% 
    88%  4% 84% 
    90%  4% 86% 
    90%  3% 87% 
    91%  3% 88% 
    92%  3% 89% 
    92%  2% 90% 
    93%  2% 91% 
    93%  2% 91% 
    93%  2% 91% 
    94%  1% 93% 
    94%  1% 93% 

*  Figures for charcoal filter cigarettes for the years 1963 through 1967 were not obtained. 



 

 

 
 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  
 
 
 
 

  
  
 

   
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

  

TABLE 5B 

DOMESTIC MARKET SHARE OF FILTER AND NON-FILTER CIGARETTES 
(1987-2018) 

YEAR  NON-FILTER                            FILTER 

 1987  4% 96% 
 1988  5% 95% 
 1989  5% 95% 
 1990  5% 95% 
1991  4% 96% 
1992  3% 97% 
1993  3% 97% 
1994  3% 97% 
1995  3% 97% 
1996  3% 97% 
1997  2% 98% 
1998  2% 98% 
1999  2% 98% 
2000  2% 98% 
2001  2% 98% 
2002  2% 98% 
2003  1% 99% 
2004  1% 99% 
2005  1% 99% 
2006  1% 99% 
2007 1%  99% 
2008  1% 99% 
2009  0.5% 99.5% 
2010  0.6% 99.4% 

 2011  0.5% 99.5% 
 2012 



 

 

 
 

 
 

 
   
 

 
  
  

 
 
 
 
 
  
 
 
 
 
 
 
 
  
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 

  

TABLE 6A 

DOMESTIC MARKET SHARE OF CIGARETTES BY LENGTH IN MILLIMETERS 
(1967-2010) 

YEAR 68-72 mm 79-88 mm 94-101 mm 110-121 mm 
(King) (Long) 

1967  14% 77%  9%  --- 
1968  12% 74% 13%  ---
1969  11% 74% 16%  ---
1970   9% 73% 18%  --- 
1971   8% 72% 20%  --- 
1972   8% 71% 21%  --- 
1973   7% 71% 22%  --- 
1974   6% 71% 23%  --- * 
1975   6% 69% 24%  1% 
1976   5% 69% 24%  2% 
1977   5% 67% 26%  2% 
1978   5% 65% 27%  2% 
1979   4% 65% 30%  2% 
1980   3% 63% 32%  2% 
1981   3%   3% 32% 



 

 

  

 
 

   
 

 
      

     
     
     
     
     
     

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

   
  

TABLE 6B 
DOMESTIC MARKET SHARE OF CIGARETTES BY LENGTH IN MILLIMETERS 

(2011-2018) 

YEAR 68-72 mm 79-88 mm 94-101 mm 110-121 mm 
(King) (Long) 

2011   3% 57% 38%  2% 
2012   3% 57% 39%  1%

 2013*   3% 57% 39%  1%
 2014   3% 58% 38%  1%
 2015  tJ
9.06 02 7-1.19%E 6B 



 

 

 

 
  

 
 

  
 

    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    

 TABLE 7A 

DOMESTIC MARKET SHARE OF MENTHOL AND NON-MENTHOL CIGARETTES 
(1963-2000) 

YEAR MENTHOL NON-MENTHOL 

1963 16% 84% 
1964 16% 84% 
1965 18% 82% 
1966 19% 81% 
1967 20% 80% 
1968 21% 79% 
1969 22% 78% 
1970 23% 77% 
1971 24% 76% 
1972 24% 76% 
1973 25% 75% 
1974 27% 73% 
1975 27% 73% 
1976 28% 72% 
1977 28% 72% 
1978 28% 72% 
1979 29% 71% 
1980 28% 72% 
1981 28% 72% 
1982 29% 71% 
1983 28% 72% 
1984 28% 72% 
1985 28% 72% 
1986 28% 72% 
1987 28% 72% 
1988 28% 72% 
1989 27% 73% 
1990 26% 74% 
1991 27% 73% 
1992 26% 74% 
1993 26% 74% 
1994 25% 75% 
1995 25% 75% 
1996 25% 75% 
1997 25% 75% 
1998 26% 74% 
1999 26% 74% 
2000 26% 74% 



 

 

 
 
    

 
  

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

TABLE 7B 

DOMESTIC MARKET SHARE OF MENTHOL AND NON-MENTHOL CIGARETTES 
(2001-2018) 

YEAR MENTHOL NON-MENTHOL 

2001  26% 74% 
2002  27% 73% 
2003  27% 73% 
2004  27% 73% 
2005  27% 73% 
2006  28% 72% 
2007  29% 71% 
2008  27% 73% 
2009  29% 71% 
2010  31% 69% 
2011  32% 68% 
2012  33% 67% 
2013  34% 66% 
2014  33% 67% 
2015  34%† 66%† 

2016  35% 65% 
2017  36% 64% 
2018  36% 64% 

†     This figure has been corrected. 



 

 

 

 
    

 
 
 

        

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
  

  
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 
  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

   
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 
  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 
  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 
  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 
  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 
 
 
 
 
 

TABLE 8A 

DISCLOSURE OF TAR AND NICOTINE RATINGS ON CIGARETTE PACKS (1994-2001) 

1994 1995 1996 1997 1998 1999 2000 2001 

% of cigarettes sold that disclose 
ratings on the pack 

6.3% 6.3% 6.1% 5.8% 5.3% 4.1% 3.6% 1.8% 

more than 15 mg. 
tar 

share of 
varieties in tar 
group 

28.8% 27.3% 32.7% 29.8% 18.0% 13.4% 12.9% 14.8% 

% that 
discloses 
ratings on pack 

0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 

12-15 mg. tar share of 
varieties in tar 
group 

19.3% 21.0% 15.3% 16.7% 29.1% 32.5% 39.0% 29.7% 

% that 
discloses 
ratings on pack 

0.0% 0.1% 0.1% 0.1% 0.1% 0.1% 0.1% 0.0% 

8-11 mg. tar share of 
varieties in tar 
group 

38.6% 38.7% 39.2% 41.0% 39.4% 40.3% 33.9% 42.1% 

% that 
discloses 
ratings on pack 

2.4% 2.8% 2.6% 2.3% 3.2% 1.6% 0.7% 1.0% 

4-7 mg. tar share of 
varieties in tar 
group 

11.2% 10.8% 10.9% 10.8% 11.9% 12.2% 12.9% 12.5% 

% that 
discloses 
ratings on pack 

30.7% 30.1% 29.3% 28.6% 20.7% 16.2% 16.5% 3.7% 

3 mg. tar or less share of 
varieties in tar 
group 

2.1% 2.2% 1.9% 1.7% 1.6% 1.6% 1.3% 1.0% 

% that 
discloses 
ratings on pack 

91.8% 89.1% 97.2% 97.3% 97.4% 92.3% 92.0% 87.9% 



 

 

 
 

 
 
 
 

 
   

 
   

      
 

  

  
 

 
  

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
  

  
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

   
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 

  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

  

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

  
 

 
 

 
 

 
 

 
 

 

  

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 
 
 
 

   
  



 

 

  

 

 

 

 

 

 

 

 

 
 

APPENDIX 

2018 Advertising and Promotional Expenditure Categories 

Newspapers:  Newspaper advertising; but excluding expenditures in connection with sampling, 
consumer engagement, specialty item distribution, public entertainment, endorsements, 
sponsorships, coupons, and retail-value-added. 

Magazines:  Magazine advertising; but excluding expenditures in connection with sampling, 
consumer engagement, specialty item distribution, public entertainment, endorsements, 
sponsorships, coupons, and retail-value-added. 

Outdoor:  Billboards; signs and placards in arenas, stadiums, and shopping malls, whether they are 
open air or enclosed; and any other advertisements placed outdoors, regardless of their size, 
including those on cigarette retailer property; but excluding expenditures in connection with 
sampling, consumer engagement, specialty item distribution, public entertainment, endorsements, 
sponsorships, coupons, and retail-value-added. 

Point-of-Sale:  Point-of-sale advertisements, that is, materials displayed or distributed at a retail 
location; but excluding expenditures in connection with outdoor advertising, sampling, consumer 
engagement, specialty item distribution, public entertainment, endorsements, sponsorships, 







 

 

 

 

that third-party agency fees relating to cigarette advertising, merchandising, or promotion cannot 
be divided based on the materials to which they relate, they should be reported in this category. 

Sports and Sporting Events:  All advertising and promotional expenditures connected with or 
related to sports or sporting events, including, but not limited to:  (i) the sponsoring, advertising, or 
promotion of sports or sporting events, support of an individual, group, or sports team, and 
purchase of or support for sports equipment, uniforms, sports facilities and/or training facilities; (ii) 
all expenditures for advertising in the name of the company or any of its cigarette brands in a sports 
facility, on a scoreboard or in conjunction with the reporting of sports results; (iii) all expenditures 
connected with functional promotional items (e.g., hats or posters) provided at or in connection 
with a sporting event; and (iv) all expenditures associated with cigarette sampling or consumer 
engagement in connection with a sporting event, including sampling or consumer engagement in an 
adult-only facility in the grounds or parking lot of a sports facility.  “Sports and sporting events” 
includes, but is not limited to, football, basketball, baseball, hockey, tennis, wrestling, karate, judo, 
weight lifting, volleyball, skiing, skating, sailing, boating, equestrian, rodeo, automobile, race car, 
funny car, motorcycle, bicycle, truck, monster truck, tractor-pull, fishing, and hunting events, 
competitions, tournaments, and races.  This category is duplicative of expenditures for other 
categories. 
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