
T o b a c c o B ra n d P re fe re n c e s

• Cig a re tte s

• Oth e rTo b a c co P ro du c ts

• Re fe re n ce s

• Fo rFu rth e rIn fo rm a tio n

Cig a re tte s

M a rk e t Sh a re In fo rm a tio n

• Acc o rdin g to 2 0 1 4 sa le s da ta ,M a rlb o ro is th e m o st p o p u la rc ig a re tte b ra n d in th e U n ite d Sta te s,w ith sa le s

g re a te rth a n th e n e x t fo u rle a din g co m p e tito rs c o m b in e d.

• Th e th re e m o st h e a v ily a dv e rtise d b ra n ds— M a rlb o ro ,Ne w p o rt,a n d Ca m e l— c o n tin u e to b e th e p re fe rre d

b ra n ds o f c ig a re tte s sm o k e d b y y o u n g p e o p le .

Market Shares for Leading
Cigarette Brands

Brand Market %

Marlboro 41%

Newport 12%

Camel 8%

Pall Mall Box 8%

Pyramid 2%

NOTE:M a rk e t sh a re — o rm a rk e t p e rc e n ta g e — is de fin e d a s

th e p e rc e n ta g e o f to ta lsa le s in th e U n ite d Sta te s.

In d u stry M a rk e tin g P ra c tic e s

To b a c co in du stry m a rk e tin g p ra c tice s c a n in flu e n c e th e b ra n ds th a t ce rta in g ro u p s p re fe r.Fo re x a m p le :

• Th e p a ck a g in g a n d de sig n o f c e rta in c ig a re tte b ra n ds a p p e a lto a do le sc e n ts a n d y o u n g a du lts.

• H isto ric a lly ,m e n th o lcig a re tte s h a v e b e e n ta rg e te d h e a v ily to w a rd ce rta in ra cia l/e th n ic g ro u p s,e sp e cia lly

Afric a n Am e rica n s.

◦Am o n g Africa n Am e ric a n a du lt,a do le sc e n t,a n d y o u n g a du lt c ig a re tte sm o k e rs,th e m o st p o p u la rb ra n ds

a re a llm e n th o la te d.
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• Cig a re tte s w ith b ra n d n a m e s c o n ta in in g w o rds su c h a s “th in s” a n d “slim s” h a v e b e e n m a n u fa ctu re d to b e

lo n g e ra n d slim m e rth a n tra ditio n a lc ig a re tte s to a p p e a ldire c tly to w o m e n — e .g .,V irg in ia Slim s a n d Ca p ri

b ra n ds.

B ra n d Ch a ra c te ris tic s

• Of a llth e cig a re tte s so ld in th e U n ite d Sta te s in 2 0 1 2 —

◦ 9 9 .7 % w e re filte re d

◦ 3 1 .0 % w e re m e n th o la te d b ra n ds

• U se o f m e n th o la te d b ra n ds v a rie s w ide ly b y ra c e /e th n icity .Th e p e rc e n ta g e o f in div idu a ls a g e d 1 2 y e a rs o r

o lde rw h o re p o rte d u sin g m e n th o la te d b ra n ds in 2 0 1 0 w a s:

◦ 1 9 .1 % B la c k

◦   3 .6 % Asia n

◦   7 .8 % H isp a n ic

◦   6 .5 % W h ite

• B e fo re 2 0 1 0 ,m a n u fa c tu re rs w e re a llo w e d to la b e lcig a re tte s a s “lig h t” o r“u ltra lig h t” if th e y de liv e re d le ss

th a n 1 5 m g o f ta rw h e n m e a su re d b y a n a u to m a te d sm o k in g m a ch in e .

◦Su c h la b e lin g a llo w e d to b a c co c o m p a n ie s to de lib e ra te ly m isre p re se n t “lig h t” c ig a re tte s a s b e in g le ss

h a rm fu la n d a n a c c e p ta b le a lte rn a tiv e to q u ittin g sm o k in g .

◦Th e 2 0 0 9 Fa m ily Sm o k in g P re v e n tio n a n d To b a c co Co n tro lAc t,h o w e v e r,p ro h ib ite d u se o f te rm s lik e

"lig h t," "lo w ," a n d "m ild" o n to b a c co p ro du ct la b e ls.

Oth e rTo b a c c o P ro du c ts

Cig a rs

Acc o rdin g to 2 0 1 4 sa le s da ta ,Sw ish e rLittle is th e m o st p o p u la rb ra n d o f c ig a rs in th e U n ite d Sta te s,w ith

sa le s su b sta n tia lly g re a te rth a n th e le a din g little cig a rco m p e tito ra n d th e le a din g la rg e c ig a rs a n d cig a rillo s

co m p e tito rs.

M a rk e t Sh a re s fo rLe a d in g

Cig a rB ra n d s

B ra n d Ca te g o ry M a rk e t %

Sw ish e rLittle Little c ig a rs 6 4 %

Sw ish e rSw e e ts
La rg e c ig a rs a n d

c ig a rillo s
1 2 %

NOTE:M a rk e t sh a re — o rm a rk e t p e rc e n ta g e — is de fin e d

a s th e p e rc e n ta g e o f to ta lsa le s in th e U n ite d Sta te s.
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M a rk e t Sh a re s fo rLe a d in g

Cig a rB ra n d s

B ra n d Ca te g o ry M a rk e t %

B la ck & M ild
La rg e c ig a rs a n d

c ig a rillo s
1 0 %

W h ite Ow l
La rg e c ig a rs a n d

c ig a rillo s
5 %

Du tc h M a ste rs
La rg e c ig a rs a n d

c ig a rillo s
5 %

W in ch e ste r Little c ig a rs 2 %

NOTE:M a rk e t sh a re — o rm a rk e t p e rc e n ta g e — is de fin e d

a s th e p e rc e n ta g e o f to ta lsa le s in th e U n ite d Sta te s.

Sm o k e le ss To b a c c o

Th e U .S.sm o k e le ss to b a c co in du stry g re w b y 1 .7 % fro m 2 0 1 0 to 2 0 1 1 ,in c re a sin g its sa le s fro m 1 2 2 .6

m illio n p o u n ds to 1 2 4 .6 m illio n p o u n ds.Th e g re a te st g ro w th o cc u rre d in th e m o ist sn u ff c a te g o ry .

M a rk e t Sh a re s fo rLe a d in g

Sm o k e le ss To b a c c o B ra n d s

B ra n d Ca te g o ry M a rk e t %

Le v iG a rre tt

P lu g
P lu g to b a c c o 5 2 %

Da y ’s W o rk P lu g to b a c c o 4 5 %

Re d M a n P lu g
M o ist p lu g

to b a cc o
3 6 %

G riz zly
M o ist sn u ff a n d

fin e c u t to b a c co
2 6 %

G a rre tt Dry sn u ff 2 4 %

NOTE:M a rk e t sh a re — o rm a rk e t p e rc e n ta g e — is de fin e d

a s th e p e rc e n ta g e o f to ta lsa le s in th e U n ite d Sta te s.
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M a rk e t Sh a re s fo rLe a d in g

Sm o k e le ss To b a c c o B ra n d s

B ra n d Ca te g o ry M a rk e t %

Sk o a l
M o ist sn u ff a n d

fin e c u t to b a c co
2 4 %

Re d M a n
Lo o se le a f

to b a cc o
1 8 %

NOTE:M a rk e t sh a re — o rm a rk e t p e rc e n ta g e — is de fin e d

a s th e p e rc e n ta g e o f to ta lsa le s in th e U n ite d Sta te s.

Re fe re n c e s

1 . M a x w e llJC.Th e M a x w e llRe p o rt:Y e a rEn d & Fo u rth Q u a rte r2 0 1 4 Cig a re tte In du stry .Rich m o n d (V A):

Jo h n C.M a x w e ll,Jr.,2 0 1 5 [c ite d 2 0 1 5 Ju l2 2 ].

2 . U .S.De p a rtm e n t o f H e a lth a n d H u m a n Se rv ic e s.P re v e n tin g To b a c c o U se Am o n g Y o u th a n d Y o u n g

Adu lts:ARe p o rt o f th e Su rg e o n G e n e ra l

(h ttp ://w w w .cdc .g o v /to b a c co /da ta _sta tistics/sg r/2 0 1 2 /in de x .h tm ).Atla n ta :U .S.De p a rtm e n t o f H e a lth

a n d H u m a n Se rv ice s,Ce n te rs fo rDise a se Co n tro la n d P re v e n tio n ,Na tio n a lCe n te rfo rCh ro n ic Dise a se

P re v e n tio n a n d H e a lth P ro m o tio n ,Offic e o n Sm o k in g a n d H e a lth ,2 0 1 2 [a c c e sse d 2 0 1 5 Ju l2 2 ].

3 . Fe de ra lTra de Co m m issio n .Fe de ra lTra de Co m m issio n Cig a re tte Re p o rt fo r2 0 1 2 . [P DF– 3 0 8 K B ]

(h ttp s://w w w .ftc .g o v /sy ste m /file s/do c u m e n ts/re p o rts/fe de ra l-tra de -co m m issio n -c ig a re tte -re p o rt-

2 0 1 2 /1 5 0 3 2 7 -2 0 1 2 cig a re tte rp t.p df) W a sh in g to n :Fe de ra lTra de Co m m issio n ,2 0 1 5 [a cc e sse d 2 0 1 5

Ju l2 2 ].

4 . Su b sta n c e Ab u se a n d M e n ta lH e a lth Se rv ic e s Adm in istra tio n .Th e NSDU H Re p o rt:Re c e n t Tre n ds in

M e n th o lCig a re tte U se (h ttp ://a rc h iv e .sa m h sa .g o v /da ta /2 k 1 1 /W EB _SR_0 8 8 /W EB _SR_0 8 8 .h tm ) .

Ro c k v ille (M D):Su b sta n ce Ab u se a n d M e n ta lH e a lth Se rv ic e s Adm in istra tio n ,Offic e o f Ap p lie d Stu die s,

2 0 1 1 [a c ce sse d 2 0 1 5 Ju l2 2 ].

5 . Na tio n a lCa n ce rIn stitu te .Risk s Asso c ia te d w ith Sm o k in g Cig a re tte s w ith Lo w M a c h in e -M e a su re d

Y ie lds o f Ta ra n d Nic o tin e (h ttp ://c a n c e rc o n tro l.c a n c e r.g o v /b rp /tcrb /m o n o g ra p h s/1 3 /in de x .h tm l) .

Sm o k in g a n d To b a c co Co n tro lM o n o g ra p h 1 3 .B e th e sda (M D):U .S.De p a rtm e n t o f H e a lth a n d H u m a n

Se rv ic e s,Na tio n a lIn stitu te s o f H e a lth ,Na tio n a lCa n c e rIn stitu te ,2 0 0 1 [a c ce sse d 2 0 1 5 Ju l2 2 ].

6 . U .S.De p a rtm e n t o f H e a lth a n d H u m a n Se rv ic e s.Th e H e a lth Co n se q u e n c e s o f Sm o k in g — 5 0 Y e a rs o f

P ro g re ss:ARe p o rt o f th e Su rg e o n G e n e ra l(h ttp ://w w w .c dc.g o v /to b a cc o /da ta _sta tistic s/sg r/5 0 th -

a n n iv e rsa ry /in de x .h tm ).Atla n ta :U .S.De p a rtm e n t o f H e a lth a n d H u m a n Se rv ic e s,Ce n te rs fo rDise a se

Co n tro la n d P re v e n tio n ,Na tio n a lCe n te rfo rCh ro n ic Dise a se P re v e n tio n a n d H e a lth P ro m o tio n ,Office

o n Sm o k in g a n d H e a lth ,2 0 1 4 [a c ce sse d 2 0 1 5 Ju l2 2 ].
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Fa ct Sh e e ts

Adu lt Da ta

Ce ssa tio n

Ec o n o m ic s

Fa st Fa c ts

H e a lth Effe cts

Se c o n dh a n d Sm o k e

Sm o k e le ss To b a c co

To b a c co In du stry a n d P ro du c ts

Y o u th a n d Y o u n g Adu lt Da ta

Sm o k in g & To b a c c o U se

7 . Fo o d a n d Dru g Adm in istra tio n .To b a cc o Co n tro lAc t

(h ttp ://w w w .fda .g o v /to b a c co p ro du c ts/g u ida n c e c o m p lia n ce re g u la to ry in fo rm a tio n /u c m 2 4 6 1 2 9 .h tm ) .

W a sh in g to n :U .S.De p a rtm e n t o f H e a lth a n d H u m a n Se rv ic e s,Fo o d a n d Dru g Adm in istra tio n 2 0 1 5

[a cc e sse d 2 0 1 5 Ju l2 2 ].

8 . M a x w e llJC.Th e M a x w e llRe p o rt:Cig a rIn du stry in 2 0 1 3 .Rich m o n d (V A):Jo h n C.M a x w e ll,Jr.,2 0 1 3

[cite d 2 0 1 5 Ju l2 2 ].

9 . M a x w e llJC.Th e M a x w e llRe p o rt:Th e Sm o k e le ss To b a c co In du stry in 2 0 1 1 .Ric h m o n d (V A):Jo h n C.

M a x w e ll,Jr.,2 0 1 2 [c ite d 2 0 1 5 Ju l2 2 ].

Fo rFu rth e rIn fo rm a tio n

Ce n te rs fo rDise a se Co n tro la n d P re v e n tio n

Na tio n a lCe n te rfo rCh ro n ic Dise a se P re v e n tio n a n d H e a lth P ro m o tio n

Offic e o n Sm o k in g a n d H e a lth

E-m a il:to b a c c o in fo @ cdc.g o v (m a ilto :to b a c co in fo @ c dc .g o v )

P h o n e :1 -8 0 0 -CDC-INFO

M e dia In q u irie s:Co n ta c t CDC's Offic e o n Sm o k in g a n d H e a lth p re ss lin e a t 7 7 0 -4 8 8 -5 4 9 3 .

M u ltim e dia
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Follow CDCToba ccoFr ee

( http:/ / w w w .fa cebook .com / cdctoba ccofr ee)

( http:/ / tw itter .com / cdctoba ccofr ee)

( http:/ / pinter est.com / cdcg ov/ tips-

fr om - for m er - sm ok er s/ )

( http:/ / w w w .y ou tu be.com / pla y list?

list= PL 18 4B8 1EA 3136E9FE& fea tu r e= plcp)

M ed ia

( / / w w w .cdc.g ov/ O ther / plu g ins/ # pdf)

File For m a ts H elp:

How do Iview different file formats (PDF,DOC,PPT,MPEG)on this site?

(//www.cdc.gov/Other/plugins/)

Pa g e la st r eview ed:J u ly 22, 20 15

Pa g e la st u pd a ted : J u ly 22, 20 15

Content sou r ce:O ffice onS m ok ing a nd H ea lth ( / toba cco/ a bou t/ ), Na tiona lCenter for Chr onic Disea se Pr eventiona nd

H ea lth Pr om otion( http:/ / w w w .cd c.g ov/ chr onicdisea se/ )
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