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Brands are under-studied in tobacco control, 
despite being an important element of a smoker’s 
relationship to their cigarettes. In this presentation 
Stacy will provide an interpretive account of how 
Australian cigarette brands work and who they are 
for, based on internal tobacco industry documents 
and magazines published for Australian tobacco 
retailers. Three distinct categories of cigarette 
brand have evolved in Australia, high-profit 
premium brands, mainstream brands and 
supervalue brands. Each category is targeted to 
smokers from a particular socio-economic group, 
and gender differentiation is provided within 
categories. Cigarette brands that do not fit 
comfortably into one of these categories have 
generally failed: the Philip Morris flagship brand 
Marlboro is an example. Given that cigarette 
brands are at the heart of the tobacco industry’s 
relationship with smokers, a better understanding 
of how brands work could provide useful guidance 
for our own communication with smokers.   


