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Appendix Figure 1. Differences between Hipster and Partier peer crowd marketing materials.
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Messages focused on abstract facts that exposed the tobacco Messages focused on tangible and short-term facts including
industry’s negative impacts on the environment, animal abuse, smoking's effects on appearance, dating, and sexual
and world hunger. Designs were more artistic, diverse, and performance. Designs were more polished, consistent,
less polished. and trendy.
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THE TOBACCO INDUSTRY ADDS AMMONIA TO
CIGARETTES, INCREASING THE AMOUNT OF
NICOTINE THAT GOES TO YOUR BRAIN, CREATING
AMORE POWERFUL ADDICTION. LET THE MUSIC
PUT A SPELL ON YOU, NOT MICOTINE.

You Are Qur Customer

FACT: THESE ARE ALL TERMS TAKEN FROM BIG
TOBACCO'S FILES THAT HAVE BEEN USED TO

FACT: 4.5 TRILLON CIGARETTE BUTTS ARE THROWN
ll" 'THE GROUND OR [N BODIES OF WATER EACH
/EAR. THERE ARE 7 BILUION PEOPLE IN THE WORLD.
THM MEANS THAT EVERY PERSON IN THE WORLD
WOULD MEEDTO PICK UP 642 CIGARETTE BUTTS A
YEARTO RID THE EARTH OF CIGARETTE LTTER.
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