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Abstract

The media can inspire us to do many things, we as children wanted to be our heroes, when watching movies or music icons we would imitate the characters we knew, even now, as adults we still look at our idols and compare.

For years, tobacco companies have paid high profile celebrities to use their brands in movies and advertising campaigns.  It is also seen in many sports, where cigarettes are associated with a glamorous, exciting lifestyle. 

In the first and second world wars, tobacco companies would send out cigarettes to encourage consumption, in order to relieve stress and portray a macho image.

This dissertation looks at the growth of cigarettes over the past centuries showing the trends with males and females and what has influenced them.  The dissertation focuses on the effect that the media has on the image of smoking and the effects it has on today’s society.  Other influences are considered such as the individuals’ friends, family and social class.  
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Introduction



The current social trends with regards to smoking are constantly changing.  In the western world there has been a noticeable change in people’s lifestyles with a focus on healthier living; however tobacco poses as great a challenge as ever.

Many developed countries are experiencing success in reducing the prevalence of smoking.  Due to better education and a focus on healthier lifestyles cigarette companies are finding that retaining existing customers and recruiting new ones is more difficult than ever before.  Tobacco companies need to exploit vulnerable target markets in order to survive, as 330 people die and 1,000 quit per day.  This shows that tobacco companies are losing a lot of customers and need to consistently replenish this market.

The purpose of this research is to gain an understanding on current social trends with regards to smoking.  The researcher is very interested in trends and the factors that can influence these trends. 

At the time of deciding on a topic there were a lot of debates and theories with regards to smoking.  There were news reports on banning smoking in public places, legislation on tobacco advertising was enforced, and the Government produced disturbing advertisements on the effects of smoking.  These initiatives were to encourage people to reduce their consumption of smoking or prevent people from smoking.  

The researcher felt that this was a topical issue to research and decided to look upon looking at the trends.

A lot of researchers found that there are trends through history, where gender, age and social environment play a part in smoking.  The researcher decided to focus on the media playing a part.  The media has constantly been debated on influencing people’s attitudes and behaviour.  People imitating attitudes and behaviours that they have seen and heard have led to topical debates of just how influential the media can be.  

The media is said to be influential by projecting positive images through celebrities smoking.  Brand stretching and product placement are other effective ways in which tobacco companies advertise their products.  Tobacco companies use the media as a tool to target adolescent consumers making it look attractive and exciting.

The aim of the research is to identify: 

What influences the media has on adolescent smokers.

For the purpose of this dissertation, an adolescent is identified as a child between the ages of 11 and 18 years old.  The media is considered within the objectives, but consideration is also made on other influential factors to smoking such as peers, family and social class.

The objectives of the research is to:

1. Investigate current trends of smoking

2. Investigate the level of impact that the media has on smoking

3. Forward recommendations, applicable to the tobacco industry, the media and the society at large
Review of Literature


An Investigation into the influences the media has on

adolescent smokers (11-18 years)

A historical perspective

The organisation Action on Smoking and Health (ASH) (2004) found that Native Americans used tobacco for medicinal and ceremonial purposes.  Sir Walter Raleigh introduced tobacco to Europe at the end of the fifteenth century.  It was taxed and available in small amounts.

Men made it a social ritual, using social jackets, and consuming after dinner – out of the company of women.  Higher classes such as doctors, celebrities and the rich consumed tobacco through cigars and pipes.  

Until the 1880s, consumption was relatively low; however, there was an increase in consumption from all classes due to the invention of the cigarette-rolling machine.  Smoking increased rapidly but it was not until the twentieth century that it became a mass habit.  Marketing was used during this time to encourage consumption.  

The first and second world wars were the beginning of mass consumption.  Soldiers were given cigarettes as a form of pleasure through the terrible time.  They were included in rations as tobacco companies sent out free cigarettes to troops.  Exploiting this opportunity enabled companies to introduce new smokers, or keep existing smokers addicted; a great way of promoting and raising awareness of its product.      

Smoking now had an image.  It was already associated with high-class men: power and sophistication, and after the wars, it was marketed linking toughness and power, which was also reflected in film stars at the time.  

Gender

After the wars, there was more concentration on targeting women.  Until the 1920s women smokers were considered to have dubious morals.  In 1925 a Marlboro advertisement questioned this, and so began a new target market. 
The lack of women’s personal spending power increased along with independence following the war.  It became acceptable that a woman could determine their own life and participate in male dominating activities.    

The ‘Slims’ cigarette is an example of targeting women.  Women are under pressure to stay slim, and these cigarettes identify with slimness in the world of fashion.  Many women believe smoking helps them avoid weight gain, and see it as a fashion accessory.  The Slims cigarette identifies with both of these images.  

There has been a trend throughout history that a higher percentage of smokers are male, compared to female.  This is in regards to age and countries.  In most countries, women began smoking several decades after men.

There has been a rise in women smokers, mainly due to the following: 

· Changing social/economic status

· Health education messages not relevant to women

· Lack of health education designed specially for women

· Targeting by tobacco companies (e.g. special brands, advertisements in women’s magazines, sponsored fashion events and sponsorship of popular music, discos, television, films and video, and sports with high female appeal.)

http://www.bma.org.uk (2004)

‘Although there has consistently been a greater proportion of men smoking than women, this is not the case in every age group.  In recent years there has been a significant drop in the proportion of men aged 16 to 19 smoking cigarettes (from 30% in 2000 to 22% in 2002).’

http://www.statistics.gov.uk (2004)

The website went on to discuss that women of the same age group (16 to 19) were more likely to smoke, with 29% smoking in 2002.  As already stated, higher percentages are seen in males, the following statistics provide percentages of this.

	Year
	Men
	Women

	1974
	57%
	41%

	1982
	38%
	33%

	2002
	27%
	25%


http://www.statistics.gov.uk (2004)

In the teenage years, females tend to smoke more than males.  Although this is illegal ‘18% of boys and 26% of girls’ (www.ash.org.uk, 2004) are ‘regular’ smokers.  

It should be noted that as females grow older, for example 20+, the trend of more males smoking is seen.  Suggestions have been made mainly due to maturity, and the sake of their family.  Pregnancy, for example, can trigger young women to stop smoking.

‘More than 80% of smokers take up the habit as teenagers.  In the United Kingdom about 450 children start smoking everyday.’

http://www.ash.org.uk (2004)

From the statistics shown above it can be seen that a generous amount of adolescents consume tobacco.  ASH (2004) identified that if children do not smoke, they are very unlikely to start smoking as an adult.  Tobacco companies know these statistics affect the life span of the product and try to influence smokers as young as possible.  

The media and policies

The Government believe there is a link between the media influencing the consumption of tobacco.  

‘Politicians accept the assumption that there is a naive casual link between advertising and negative health behaviours in young people.’

Hansen et al, (2002) P.135

They believe there is a link, and have implemented policies and regulations to protect people from the media.

Media can be defined as print media (newspapers), visual media (TV, film), sound (radio, CDs) and now to the multimedia presence of cyberspace (Internet).  

Kellner (1995) identifies with the above description of mass media.  

‘A media culture has emerged in which images, sounds, and spectacles help produce the fabric of everyday life, dominating leisure time, shaping political views and social behaviour, and providing the materials out of which people forge their very identities.’

Kellner (1995) P.1 

Tobacco advertising on TV was banned in 1965 but only now; in 2003 an Act was put into place – the Tobacco Advertising and Promotion Act, to protect people.  This legislation will not be fully implemented until autumn 2005 when international sport sponsorship will then be banned.  

‘…a prohibition on any advertising that has the purpose or effect of promoting a tobacco product.’

http://www.ash.org.uk (2004)

Banning the advertising in the media is said to result in a reduction of consumption.

‘A review by the UK Department of Health’s Chief Economic Adviser found that in countries that had implemented a tobacco advertising ban, there was a drop in tobacco consumption of between 4% and 16%.’

http://www.ash.org.uk (2004)

Although there have been reductions in other countries, Wheeler (2004) found that twelve months after the ban in the UK, no evidence had been found of a link.  

‘But 12 months later, evidence suggests people in the UK are smoking just as much as before.  According to figures from Imperial Tobacco, the UK ‘duty-paid’ cigarette market has remained fairly static at about 55bn cigarettes a year.’

http://www.news.bbc.co.uk (13/02/04) 

The findings are contradicting in the UK; Wheeler (2004) did not find lower tobacco consumption because of a reduction of media.  The ban has not ‘fully’ been implemented yet, and may have little effect.  Loopholes can be found in regulations and heavy promotion in non-restricted media is possible.  

Media loopholes

Tobacco companies exploit legislations and agreements.  The government are trying to protect vulnerable people such as adolescents.

Many advertisements on billboards were banned within a 200m radius of any school.  Companies place most of their advertisements in locations where adolescents would go, including junior and secondary schools (outside the 200m radius) which exposes the viewer to the promotion, even if subconsciously.  A child can still be exposed, as they are very likely to live or travel outside of this radius.  

Advertising in the print media deliberately aimed at the youth is not allowed, however magazines not directed at this age may still have several thousand regular young readers.

Celebrities are actually paid by the tobacco companies to smoke to encourage consumption.  This is a form of advertising smoking.

Indirect advertising and brand-stretching are currently being marketed.  Products with a shared name are allowed to advertise.  

· Marlboro – Marlboro classic clothing

· Lambert and Butler – distinct silver umbrella

· Virginia Slims – V-wear

· Camel – Smokin-Joe trading cards, camel-powered toy cars and camel boots and accessories

Below shows a high percentage of children owning a promotional item, and so brand stretching do work as a form of promotion.

‘About 50% of kids who smoke, own some type of promotional item.’

http://www.costkids.org (2004)

The youth market tends to visit newsagents and ‘sweetshops’ regularly.  The tobacco companies pay storeowners to keep their products easily accessible to children (such as strips of advertising along the display cabinets or making them highly visible at the payment point).  Children are exposed to these advertisements at the point-of-sale.

‘This kind of advertising, due to its prominence and bright colours, can glamorise smoking to children and is often placed close to sweets and magazines.’

The Times (26/03/04)

Due to its accessibility and promotion, this type of advertising can raise awareness to the youth market, and may lead to experimentation.  

The final form of advertising; sponsorship will be banned in autumn 2005.  Tobacco companies sponsor motor racing, golf, cricket, snooker, rugby and darts.  The sponsors of the sports appear on television, this is manipulating the advertising TV ban.  

Brassington and Pettitt (2000) identified that tobacco companies have sponsored high-profile, exciting sporting events – which receive a lot of television coverage, for that principle reason.  The coverage and exposure is phenomenal globally, with regards to any other type of media.

‘With the widespread appeal of sports across all ages and lifestyles, it is perhaps not surprising that sports sponsorship has grown in popularity.  This is especially true when it is linked to the televising of the events.’ 

Brassington and Pettitt (2000) P.803

It is acknowledged that linking tobacco to these events, for example the motor racing – the mass audience is male dominated, through ‘all’ ages.  The name or logo of the sponsor will have widespread exposure and will be linked to masculinity, excitement and glamour – all which reflect the sport.  Any company able to associate itself with such an event will find its corporate image and sales possibly enhance.

Williams (2004) wrote about the image of motor racing.  This image may be influential to a young boy wanting to be a racer.

‘…a grand prix racing stood for glamour, risk and thrills.  Its heroes were men of courage and style who drove into the mouth of danger without flinching.’

The Guardian (10/07/04)

Resulting from this sort of exposure is valuable for a brand to promote and be associated with such an image.  ASH (2004) reports that being a sponsor of motor racing can carry the brand to 18 million viewers in 102 countries.  

The media and advertising
There are current debates on whether the media can actually influence its audience.  The audience is informed about a product or service, and not necessarily forced to purchase.   

‘Advertising has many uses: to create awareness of products, organizations and causes; to stimulate primary and selective demand; to off-set competitors’ advertising; to aid sales personnel; to educate the market; to increase uses of a product; to remind and reinforce; to reduce sales fluctuations.’

Dibbs et al (2001) P.515

It can be seen that advertisements are able to influence consumption of a product.  ‘Aid sales, increase usage and reduce sales fluctuations’ are all in terms of consumption.

Tobacco companies are said to attract adolescents through advertising with the child like gifts and advertisement promotions, however this is vigorously denied.  They simply advertise for the reasons of reinforcing their brand or influencing customers swapping brand.

The tobacco companies lose many customers every day.  ASH (2004) have identified that the companies need to replenish their market in order to survive:

· 330 smokers die per day

· 1,000 quit per day

The amount that stops is high, new recruits are important otherwise the product life span will decrease.  The aims of their advertising are strongly denied about influencing ‘new’ smokers.  They know that not many adults ‘start’ smoking, but began smoking as an adolescent.  A paradox is seen, as these companies know it is wrong to target adolescents however, it is to this market that it has to attract in order to survive.  

ASH (2004) analysed internal tobacco company documents.  The documents revealed that advertising is targeted to the younger audience to increase overall consumption.  

The documents found that the company looked at ways of preventing teenagers from quitting, undertook studies to manipulate teenage anxieties, attitudes, aspirations and lifestyles and looked at honey and comic strips to entice youngsters to smoke.  

By understanding the adolescent they had the knowledge of manipulating and exploiting through advertising.  They focus on exploiting the young and introducing child friendly characters such as Joe camel and Marlboro cowboy.

The findings were directly linked to initiatives in targeting the youth market.  This is a fact, not an assumption.  We now know that the companies, from these documents, set out to recruit children to be smokers.  The document followed on showing that cigarettes were to be presented as a symbol of illicit pleasure (like sex) and a way into the adult world.  Rebellion, self-expression, self-confidence, independence, freedom, adult identity, masculinity/femininity were all ways used to advertise cigarettes.

It can be seen that tobacco companies spend a lot of time and money marketing their products to ensure their brand is well known and well promoted.

‘In the last year before tobacco advertising was banned in the UK, tobacco advertising expenditure amounted to 25 million pound, excluding sponsorship and indirect advertising.’

http://www.ash.org.uk (2004)

Compared to adult smokers, the young seem to be susceptible to advertising.

ASH (2004) Claim that the three most heavily advertised brands are most popular with youths as opposed to a third of adult smokers, which suggests that advertising, is an influential factor on adolescents.

‘In England, the three most popular brands among young smokers are Benson and Hedges (36%), Lambert and Butler (24%) and Embassy (12%).’

http://www.ash.org.uk (2004)
The media and adolescents

‘…a 1999 study found that children spent an average of 6 hours 32 minutes per day with various media combined.’

http://aappolicy.aappublications.org (2005)

Those who live in Western and other highly industrialised societies are constantly interacting with the media and are informed on attitudes, beliefs and social norms.  

‘In many ways we are reliant and dependent upon regular contact with the mass media for information, opinion, entertainment, ideas and a range of other resources, which are deeply bound up with our continuing attempts to maintain a coherent sense of ‘who’ and ‘where’ we think we are.’

O’Sullivan et al (1998) P.3

O’Sullivan et al (1998) explains the importance the mass-media has become a system where we experience the world.  It can possibly become influential by shaping and directing someone’s understanding and awareness.

Adolescents are more susceptible to messages.  Compared to an adult, they have not developed good judgement or the ability to process the information they have been given.  They are at an age where experimenting is an attractive activity.

‘…their target audience is going through a rebellious, try anything, anti-establishment phase when it is easy for them to be led and influenced.’

The Daily Mail (04/08/00)

They are at a time in life where being accepted is an important factor.  Adolescents are fashion and status conscious.  

‘Child viewers… are in very active developmental stages.  Their attitudes, beliefs, and ideas about the world, as well as physical and social skills are taking form; and they absorb information from everywhere.’

http://www.aber.ac.uk (2004)

At this age they can be influenced as they absorb information from everywhere.  Image through entertainment is a critical aspect for companies trying to target this audience.  Young, sexy, successful and active promotions, such as tobacco, alcohol and fast cars for example, are the exact types of images many adolescents strive to project.  

Adolescents as consumers
The youth are at a peak time in making decisions on their leisure needs.  At this age, leisure is chosen and has personal meaning and social expression.  Although they are financially restricted, they are potential moneymaking targets.

Lindstrom and Seybold (2003) found that in global terms, children’s spending power was $188 trillion in 2002.  The trend was that ‘children’s spending has roughly doubled every ten years over the past three decades.’ 

With this amount of spending power they must be a marketer’s dream.  

Hansen et al (2002) believes that adolescents aren’t mindless and gullible as they are constantly portrayed as; they believe they are sophisticated consumers and use advertisements as a form of critical entertainment.

‘Advertisements are also valued as a device for social interaction, serving as a focus of conversations with peers, a means of belonging and group membership, and a conduit for transferring and conveying meaning in their daily lives.’

Hansen et al (2002) P.131

Adolescents and TV

Adolescents are intensive consumers of television and other media such as magazines or the radio and so intensively exposed to advertising.  

‘Of all households in Britain in the 1990s, 96 per cent have at least one colour television and more than half of these are ‘multiset’ homes, with a number of televisions in different locations…’

O’Sullivan et al (1998) P.10

From this figure media is readily available from an effective source such as television in practically, every household.  The opportunities that lie to influence adolescents are a great percentage.  Today, on average, a child’s bedroom is filled with DVD’s, computers, video games, CD players and televisions.  Never before have the youth been able so readily to access the media in all its forms.  

‘36% of children under 4 have a TV in their bedroom (ITC July 2001)

52% of children under 16 have a TV in their bedroom (ITC July 2001)’

http://www.screenblock.com (2004)

The media can be consumed, without parental influence as the media is inside their own bedrooms.  This fact can be dangerous when teaching children about right and wrong and what is acceptable and the reasons why; the media may be in control.

Although there are opportunities for consumption, it does not prove that the opportunities are constantly taken.  For example, The Guardian (2003) illustrated that a low percentage of adolescents are exposed to the media, and then direct advertising would not be shown on the programmes that they are exposed to.

‘…only 17% of children watch TV after school and the top five children’s programmes are shown on the BBC and have no advertising content.’

The Guardian (25/08/03)

Reports are constantly made about the amount of advertisements children will see.  It is constantly argued that viewing large amounts of advertising can influence decisions and consumption.

‘An average child in the United States, Australia and the UK sees between 20 to 40,000 commercials a year (Leonhardt and Kerwi, 1997).’

Lindstrom and Seybold (2003) P.11

Tests have been carried out resulting in children being able to link symbols, quotes and even colours to advertisements.  For example;

· Snap! Crackle! Pop! – Rice Crispies

· Rich purple colour – Silk Cut cigarettes

· Taste the rainbow – Skittles

· Orange colour – Orange mobile company

· Joe Camel Character – Camel cigarettes

Although the tests carried out on children, proved that they were able to link or recognise such advertisements, it does not prove that the individual has a desire, need or want for the product.  It simply proves that they are aware of it. 

The image of smoking is portrayed as a social norm for adults; it is frequently seen in Coronation Street and Eastenders as well as other types of programmes that appeal to adolescents.  Characters in such programs may portray smoking as background activity (smoke or talk about smoking) and is presented as a routine, problem-free activity.

Also, in some storylines or programs portrayal of consumption can be the opposite, where consequences or a negative message are illustrated, but this is rare.  The characters on TV who smoke are likely to be central, more attractive, higher status than those characters that do not.  It is a regular occurrence in family shows.  

‘Content analysis has found alcohol, tobacco or illicit drugs are present in 70% of prime time network dramatic programmes and half of all music videos.’

http://adc.bmjjournals.com (2005)

Due to its frequency viewers may have an image of smoking being a social ‘norm’ and accepted in society.  It must be noted, that TV programs avoid underage tobacco use and is presented as an adult leisure activity.

Music videos also contain tobacco usage, which are also portraying a social norm and link to a positive correlation. 

Movies are presented on TV with a character that an adolescent would look up to using tobacco.  Hilton (2000) identifies international successes such as Pulp Fiction and Die Hard have glamorised smoking through its association with an attractive or rebellious lead actor.

‘Popular movies, frequently shown during the ‘family hour’, often show the lead or likable characters using and enjoying tobacco and alcohol products.’

http://adc.bmjjournals.com (2005)

The tobacco industry pays celebrities to smoke in movies.  Films stars such as Leonardo DiCaprio and Sharon Stone regularly smoke on screen.  They are usually portrayed as rich, glamorous, or a hero type.  However The Independent on Sunday (2004) presents another side of the argument stating that in movies it is usually the villains who smoke ‘that’s how you know they are the villain, when they light up.’

The newspaper states that adolescents are influenced by the world of celebrities.

‘…children are nearly three times as likely to try tobacco if they regularly watch movie actors smoke, with films exerting a more powerful influence than tobacco advertising.’

The Independent on Sunday (13/07/04)

The Guardian (27/02/01) presented results from a questionnaire, the research found a clear relation between tobacco consumption and their admired on-screen star.  They were more likely to smoke or say they were inclined to smoke if their favourite film star smoked.

The adolescent may admire the media portrayal of a certain film star as it fits their pre-existing concept of cool behaviour.

Price (1998) believes than an act seen on TV will influence a viewer depending on the realism and positive value.  Adolescents are at a vulnerable age where messages are being conveyed.  The young cannot discriminate between what is real and what is not.  

TV can inspire people to imitate what they see.  Many children pretend to fly after watching the superman movies, dream of becoming the next karate kid after watching the film, or pretend to be a dancing queen after watching ABBA performing on TV.

It is appreciated that there are additional factors that can influence smoking.  Friendships, family, social class and the individual’s personality can influence behaviour, attitude and opinion on smoking.  These factors will be considered.  

Peers

Adolescents are impressionable and concerned about their status in the eyes of others.  As a youth, tobacco consumption may be similar to making a friend:

· ‘First occasional meetings in a group setting – interest is felt, despite initial discomfort.

· Then weekend get-togethers – but circumstances can change and the connection is lost.

· Then regular personal meetings – habit develops, and the link becomes part of identity.’

http://www.inwat.org (2004)

Peers may not force their friends to consume tobacco; it is merely a social past time, where they share something in common and which identifies them as part of the crowd.

Brassington and Pettitt (2000) identifies that a peer group of any age can affect individuals consumption.  

‘…the individuals choices and behaviour are affected by sociocultural influences defined by the groups to which the individual either belongs or wishes to belong.’ 

Brassington and Pettitt (2000) P.104

An attitude towards a leisure activity such as smoking develops by interaction with others.  The individual develops norms, values and interests.  Leisure becomes a choice of personal meaning and social expression.

Being an adolescent, it is widely known how important peer relationships are.  It is a form of security outside the home.  Social acceptance is an urgent concern for most adolescents.

‘…peer groups act as a source of behavioural standards in some contexts, and particularly where parental influence is not strong.  Peer groups offer adolescents opportunities both for role-taking and for role-modelling.’

Hendry et al (1993) P.124

Belch and Belch (2004) note that consumers do not make purchase decisions in isolation, especially if the product being purchased will be used in public.  The circumstance in which the product will be used – private consumption may be thought of differently to public consumption.  

A reference group, family, classmates and co-workers for example, people that are most important to you can influence your purchase.  This is identified at any age, not just in adolescence.

‘A reference group is ‘a group whose presumed perspectives of values are being used by an individual as the basis for his or her judgements, opinions and actions.’  Consumers use reference groups as a guide to specific behaviours, even when the groups are not present.’

Belch and Belch (2004) P.129

High (1999) finds a similar outlook on peer pressure where the friend is seen as a powerful influence on whether the individual smokes or not.

‘If the child’s best friend smokes, there is a 90 percent probability that the child will smoke too.’ 

High (1999) P.73

Family
Influential people in an adolescent’s life may become a strong determinant on whether they smoke or not.  Parents, peers and older siblings are considered important when investigating reasons why children start smoking.  

‘If one parent smokes, the child is twice as likely to smoke as one reared in a non-smoking household.  If both parents smoke, the chances become four to one.’

High (1999) P.73

Social norms are raised within a household, and what is accepted is reflected through parents and other family members.  These are the main reasons why a higher percentage of youths smoke if family members smoke.  Hendry et al (1993) agrees with this statement and identifies that brothers and sisters appear to have more influence in this respect than parents.

Carvel (2000) explains that parenting has huge influences and can be positive to an adolescent.  Parenting styles are massively influential in determining children’s wants and patterns of consumption.  He found that authoritative parenting styles resulted in encouraging responsibility in a child.

Professor Furnham (2000) also identified with this parenting style.  Treating the child as responsible and encouraging them to make decisions by themselves with guidance will encourage a critical, responsible consumer.  

Hendry et al (1993) identifies that the family can become negative on consumption patterns.  There is evidence that shows family are crucial to adolescents, those who do not have strong support from parents are more likely to become involved in undesirable behaviours.  

Parental support and effective communication lessens the youth’s reliance on the peer group.  

Social class
Studies have been carried out about links to tobacco consumption and their social class.  Those living on low income in Britain are most likely to take up smoking, least able to give up smoking and least able to afford smoking.  

ASH (2005) has found explanations for the increased smoking for those on lower income which include:

· Modelling by parents

· Social environment

· Economic insecurity

· Isolation and stress of care-giving 

· Poorer psychological and physical health

· The lack of optimum and self esteem

‘Evidence from the Office of National Statistics (ONS) shows that unskilled workers are twice as likely to start smoking before the age of 16.

· 59% of men and 40% of women from the unskilled manual socio-economic group started smoking before the age of 16.

· 30% of men and 20% of women from the professional group started smoking before 16.’

http://www.ask.org.uk (2005)

Research shows that the likelihood of being a smoker will increase if the individual is in a lower occupational class group, rented accommodation, without access to a car, unemployed or lives in crowded accommodation.  The environment would be stressful and poorly resourced with limited opportunities.  

Jones (1996) found that high percentages of smokers tend to live in inner cities, which have characteristics of deprivation including poor quality housing, high levels of unemployment and low levels of educational achievement.

Personality
Every person has a different personality.  Their personality constructs their values, beliefs and opinions.  In turn these factors affect purchasing.

‘…Social pressures are great at this time, as children struggle to find their identities and establish themselves among their peer group.  Anything that may make them appear outwardly in control, ‘cool’, and adult, will be tempting to the child to experiment with.’

http://www.bma.org.uk (2004)  

This overview of an adolescent’s perspective shows the vulnerability and pressures they encounter.  During adolescence they will frequently encounter stress.  Lloyd et al (1998) identifies that an adolescent goes through changes such as puberty, relationships, school changes and exams as well as searching for a secure self-identity. 

If there is something that can project an image of control or confidence then an adolescent will try to achieve this.  Experimenting in risky behaviours is a normal part of their life.  Risky behaviour may increase self-confidence, self-esteem, stress tolerance and initiative.

The benefits that adolescents see from risk-taking are perceived highly.  Macklin and Carlson (1999) also agree that adolescents are ‘characterised by experimentation and risk taking.’
Tobacco consumption in this sense is seen as a ‘forbidden fruit’.  It is strictly an adult’s activity, which makes it attractive.  The tobacco companies use this as a tool, to obviously not target the youth market by making sure advertisements give an image of a route to adult-hood.  The youth strive to achieve this, to be in control and be adult like.

Media blamed for other societal problems

Although other issues have been covered with regards to reasons why children smoke, media remains a significant factor in influencing them to experiment and raise initial awareness.

There are other negative social factors that have felt the consequences because of the media.   

Alcohol is very similar to the tobacco problem.  Media is blamed, as it portrays alcohol as a cool, fun, social activity.  It is seen as a route to adulthood, and has an image of a social norm today.  Many soap operas on television use the characteristics of such an image when acting out normal day-to-day activities.  The storylines always revolve around public houses.  

Drug taking in the fictional media usually shows the consequences of such an activity, in police documentaries and soaps to movies. However, the youth have an image of it being glamorous and a status of rebellion, as so many stories of the rich and famous are caught or visiting rehab because of their drug abuse.  The child’s role model, such as a football star, singer or even Prince Harry has been seen in the media because of the problem.

Anorexia is blamed on the media as it constantly portrays slim or athletic people as how you should be, it is unrealistic but everyone feels under pressure to fit society’s expectations.  For young women, glamour models are of high status to them, where they strive to be them and copy their fashion sense, and possibly their weight.

Finally, violence is constantly linked to the media mainly through music, computer games and film.  In the Jamie Bulger case, where two schoolboys murdered a toddler by re-enacting a scene from the movie Child’s Play, which they had both watched before carrying out the attack.  The media is blamed as it is seen as a powerful medium that can shape attitudes, beliefs and social norms.
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The smoking epidemic with adults and children has become a matter of worldwide concern.  The situation concerning tobacco use and its present and future impacts requires immediate attention.  There has been a noticeable increase in lifestyle changes, with a focus on healthier living; however tobacco poses as great a challenge as ever.  

As many developed countries experience increasing success in reducing the prevalence of smoking, attention is turning to developing countries. Where public policies to overcome smoking issues are just beginning, cigarette markets are on the increase.  There is an increasing incentive for cigarette companies to expand their markets.  The World Health Organisation (WHO) (2005) found that due to tobacco advertising banned in many Western countries, cigarette manufacturers are increasingly targeting third world and developing countries.

This is an important issue to raise that cigarette companies constantly attempt to exploit vulnerable target markets.  In the research methodology chapter that will follow, an investigation will be done to find out the factors that influence ‘adolescent’ smokers.  The media and advertising will be taken into account, and other influential factors such as an adolescent’s environment and relationships.   
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Research Methodology

Aim and Objectives
This section of the dissertation establishes methods used in the research project.  An aim is what the ‘purpose’ of the research is.  

Research carried out, aimed to provide an overview of the current media influences on children, with regards to tobacco consumption.  

Issues addressed are the pros and cons of different research methods, validity of the research and limitations encountered whilst carrying it out.

Researching provides an opportunity to investigate independently, with the aim of achieving an outcome.  

‘Research is a process of enquiry and investigation 

· It is systematic and methodical

· Research increases knowledge.’

Hussey & Hussey (1997) P.1

This research is aimed to increase knowledge on tobacco consumption.  

1. Investigate current trends of smoking.

2. Investigate the level of impact that the media has on smoking.

3. Forward recommendations, applicable to the tobacco industry, the media and society at large.

Research Process
It is known that research methods and techniques, especially in the leisure and tourism industry, has become far more sophisticated over the past decade.  There have been suggestions that leisure and tourism research has developed from general techniques of market research into a more ‘main stream’ approach to research, realising that research is very important to this industry and gaining background knowledge, either primary or secondary is very useful.

Flexibility is an emerging trend involved in research in the leisure and tourism industry.  In particular with the topical area of children and smoking, this issue is changing and developing and so the researcher acknowledges that all methods of social sciences are in essence trade offs and the tools available need to be systematically explored.  

Gathering information and knowledge is a demanding activity, which can become time consuming and expensive, or may even be invalid.  There are two methods of gathering data.  These methods are secondary and primary data.  

Secondary data

‘By secondary data is meant data collected by others and published in some form that is fairly readily accessible.’

Sharp & Howard (1996) P.148  

Sharp & Howard (1996) explain that others gather secondary data.  Secondary research involves internal data: registrations or reservations, sales or customer mix, databases, inquiries, unfulfilled reservations/turnaways.  External data is also involved: government agencies, magazines, universities and colleges, research companies and consultants, associations, radio, TV, internet, newspapers.  They are all published information available from other sources. 

The literature review used this method of research.  The advantages of this method are inexpensive, easily accessible and immediately available data.  Disadvantages include frequently outdated, potentially unreliable data, which may not be applicable.  The internet, newspapers and books were all used, as was radio and TV observations for background knowledge of advertising.

Primary data
Primary research is data collected for the first time, by a method other than secondary research to answer specific questions such as surveys and interviews.  Experimental (e.g. test marketing), observational (human and mechanical), surveys (mail, telephone, personal interviews, in-house self administered, online), simulation (mathematical and computer modelling), and focus groups (groups of 8 to 12 people with moderator trying to reach a consensus of opinions) are all different primary research methods.  

Sharp & Howard (1996) believe this type of research offers the researcher greater control over their data gathering activities.  They also identified that this data is useful at a later date.  A researcher has commonly been known to return to the data years after the immediate objective has been achieved.

Primary research, although more expensive and time consuming tends to finish in a more accurate result as you have received the information yourself, and can trust the validity and reliability.  If an organization or an individual could afford this method and have the time to do it then this research method would be best. 

Qualitative and quantitative research

The qualitative and quantitative debate is ongoing between researchers; both insisting the other is better than the other.  ‘This continuous debate has led to many researchers agreeing that these two research methods need each other more often than not.’  http://www.writing.colostate.edu (2004).   Qualitative usually involves words and the research is inductive and quantitative usually involves numbers and the research is deductive, some researchers feel that one is better or more scientific.

Both of these methods explore in-depth research and allow considerations and issues and analysing from the data gathered.  As a basic, it can be identified that qualitative, is research gathered which is the complete opposite to quantitative; not numerically gathered, but more involved in finding out individuals’ feelings and opinions on matters and issues. 

Some researchers believe that both methods cannot be combined, because they seem so different, the only way would be to alternate between methods; qualitative research could be used for certain questions whilst quantitative could be used for others.

‘…each approach has its drawbacks.  Quantitative research often ‘forces’ responses or people into categories that might not ‘fit’ in order to make meaning.  Qualitative research, on the other hand, sometimes focuses too closely on individual results and fails to make connections to larger situations or possible causes of the results.’

http://www.writing.colostate.edu (2004)

The researcher acknowledges that instead of not using one approach due to its drawbacks, incorporating elements of both can be used to ensure a more accurate and effective study.

Strauss & Corbin (1998) give a great definition of qualitative research, showing what type of information is obtained through this method; they highlight the fact that this research method is interpretative and that the main purpose is finding out concepts and relationships in raw data.  

‘…any type of research that produces findings not arrived at by statistical procedures or other means of quantification.  It can refer to research about persons’ lives, lived experiences, behaviours, emotions, and feelings as well as about organizational functioning, social movements, cultural phenomena, and interactions between nations.’

Strauss & Corbin (1998) P.10

A qualitative approach is more subjective in nature and involves examining and reflecting on perceptions in order to gain an understanding.  Observation is possible in interviews for example, open-ended sensitive topics can be explored, findings are often relevant and applicable and it is possible to identify real behaviour.  

On the other hand qualitative research makes random sampling impossible and cannot test the results scientifically.  Making sense of the data is sometimes difficult as there can be problems in the data interpretation and validity.  This method is time consuming, difficult to replicate and is open to bias.  As this is a subjective approach, two researchers may arrive at different conclusions based on their observations of the same phenomenon at the same time; this method may become unreliable.

A quantitative approach involves collecting and analysing numerical data and applying statistical tests.  Middleton (1994) explains clearly what is involved with quantitative methods of research. 

‘Quantitative research is always based on ‘structured’ questionnaires, in which every respondent is asked identical questions.  Mostly the range of possible answers is also printed on questionnaires, based on previous experience, and variations to suit individual respondents are not possible.’

Middleton (1994) P.120

Quantitative research is quite difficult to deal with sensitive topics.  There may be some in built structural bias because it is very structured, and so there is no chance to explore the issue, as the questions are pre-selected.  With this approach there is a need for good prior understanding of the topic as important topics and issues may be missed.  It may be difficult to accurately measure some phenomena and so the validity may be poor. 

Selected Method

The method chosen by the researcher was a quantitative approach.  The researcher felt that if the study was researched in regards to qualitative data it would not be as reliable or represent the specific age groups as a whole.  By doing a qualitative approach there were areas looked at that would make the research less sufficient than quantitative.  Problems such as interviews or observations becoming bias would have likely occurred. 

Due to the taboo subject of smoking and children, potential interviewees would not be entirely truthful.  For example, Government members, media representatives, adults who know adolescents well such as parents and teachers or the tobacco industry would have a bias opinion and the results would not reflect in a balanced, truthful opinion.  

Other potential candidates such as students in the target age group would have been a problem to interview or observe, as face-to-face communication; they tend to become bias as their confidentiality may be threatened.  It was considered that if the researcher interviewed them they would answer what they ‘think’ would be the right answer.  Not actually what ‘is’ the right answer.  There would be a danger of hearing only from the confident members of the target group.  

The chosen quantitative method was questionnaires.  The target age group is 11–18 years old.  To get a generalisation from the population, the sample needs to be quite big.  The researcher chose to do two classes of year 7 students (11–12 years), and two classes of year 9 students (14–15 years) from a local secondary school, and then two classes from a local college (16–18 years).  This consisted of 150 questionnaires; 50 from each age group.  The researcher feels this sample size is appropriate, as it will provide a richness of response, and is easy to capture and analyse.  

Questionnaires were seen as the strongest research method.  Due to time and finance constraints this approach was decidedly more appropriate than any other.  It has practical benefits that are appropriate to obtaining the aim and objectives.

‘…the main one being that they are an economical way of obtaining data related to the behaviour and attitudes of large and sometimes scattered populations.’

Ackroyd & Hughes (1992) P.101 

The response the researcher is trying to obtain is a true representation of specific attitudes, opinions, perceptions and beliefs from a target group who will not be bias and which will represent a large population as a whole.  Qualitative and quantitative methods can establish these.

Questionnaire design
‘…there will be a combination of quantitative and qualitative inputs into your data generating activities.  The balance will depend on your own analytical requirements and the overall purpose of your research.’

Hussey & Hussey (1997) P.151

Hussey & Hussey (1997) describe a balanced research by using both approaches for the study.  The research is a questionnaire with a combination of fixed responses and open-ended questions.  In interviews, open-ended questions and prompts are used and so the design of the questionnaire will have both qualitative and quantitative approaches.  Both approaches working together are complementary more than competitive.

This is something important to note that they should not be played against each other but work together. It has been seen from the current trends that this is emerging, and it works effectively this way.  

There has been concentration on the style of the questions.  There are many tick boxes – prompts for answers, however the researcher needs to gain a truthful insight and has made sure there are options where the questions can be answered by having the option ‘other’ in the answers, or open-ended questions.  This allows the researcher to ask stories and perspectives.  This style is best at generalizing common/ widespread attitudes among groups.  This was done in a style to be understood by the young.    

A critical problem with implementing effective research is being bias or influencing the views of others.  If this is done then results will not be accurate.  

The questionnaire ensures that there is no influence from others such as the interviewer.  An interviewer can influence an answer by the tone-of-voice, the way the question was asked and so on.  This can lead to inaccurate results.  Questions should be asked the same to every individual to make the answers reliable.

‘A questionnaire is a list of carefully structured questions, chosen after considerable testing, with a view to eliciting reliable responses from a chosen sample.  The aim is to find out what a selected group of participants do, think or feel.’

Hussey & Hussey (1997) P.161

This method ensures that each respondent will understand the question in the same way and every respondent is asked the questions in exactly the same way.  

The complexity of designing a questionnaire for a younger and older audience was difficult.  Wording, phrasing and instructions for example, had to be carefully thought out to minimise confusion and to gain the best accurate results as possible.

The wording for the questionnaires are simple enough for an 11 year old to understand, and not too simplistic for an 18 year old.  This was difficult to design, as some questions would not be appropriate for all age groups.  For example, finding out about the respondents’ expenditure was awkward to ask, as on one end of the scale the adolescent would likely to have pocket money, but this may be felt like undermining an 18 year old, who works.  

A question asking about pay from work, a younger respondent may feel that washing the dishes would be appropriate.  The researcher decided to link both questions in one, asking how much are they able to spend on leisure to make it less confusing.

Also, questions regarding social class were found problematic.  The questionnaire was designed leaving many of these questions out.  Their house being rented, their post code and newspaper reading would not be appropriate to ask a young respondent who would more than likely not know the answers to.  The questions were trying to establish if rich or poor adolescents smoke more or less than each other.  The researcher decided that the results found on social class would not be accurate as the respondents were so young.

Sharp & Howard (1996) believe that the design and length of a questionnaire can affect a respondent’s answer.  The presentation was mainly tick boxes with prompts for answers, but an option to complete the question with their own view was designed.  This presentation made it easy and quick to complete, to prevent the respondent becoming bored – making the answers more reliable.  

‘Too long a questionnaire is likely to reduce markedly the percentage of responses and a low response rate always raises questions of bias.’

Sharp & Howard (1996) P.146

There were ‘fun’ questions to keep the younger respondents interested.  This was done in the style of a quiz.  Focusing on the media, there were slogans illustrated from adverts, the respondents had to guess what it was advertising.  This tried to achieve if adolescents remember advertising campaigns.  

There were slogans aimed at children, and slogans aimed at adults.  The purpose of this design was to see if the adolescents knew more of the ‘children’s’ advertising and less of the ‘adults’ advertising to see how effective they are.

Finally, the questionnaire was made apparent, with an explanatory paragraph at the beginning.  The respondent knew the context in which the questions were being posed.  Each question had precise instructions for the respondent to follow, whether it was boxes needing to be ticked or words needing to be circled to indicate a response.  This was to prevent the respondent being confused in how to answer the question.  

The questionnaire was 8 pages long, consisting of 30 questions.  The questionnaire took approximately 10-15 minutes to complete.  Please see Appendix 1 for an example of the questionnaire given to students.

Pilot Study
A pilot study is essential to complete before carrying out the research.  This enables the researcher to find faults with the questionnaire.  For example wording and size of questionnaire can be changed to encourage a more accurate study.  

The pilot study was carried out several weeks before the main research to allow for any changes.  The researcher decided to pilot the questionnaire on an academic, to gain a professional point of view and an 11-year-old, the youngest of the target age group.  There were many adaptations made to the questionnaire, mainly to the design. 

The 11-year-old respondent provided useful information to the researcher with regards to wording and instructions.  The respondent did not know what the phrase ‘fashion conscious’ meant, and so a suggestion was made to change the question to a more direct phrase such as ‘do you follow fashion’.  In some questions there was confusion as to what the respondent was actually meant to do, and so clearer instructions were put in.  The instructions were underlined and written in italics to ensure no confusion.  The questionnaire was improved by making it more understandable and appropriate to the age groups targeted.  

The pilot study also showed the researcher that the younger respondents might not be entirely truthful when answering the ‘smoking’ questions.  The answers from the respondent tended to represent that the individual knew nothing about cigarettes such as brand names etc.  The researcher has considered this, and so sensitive questions such as the ‘do you smoke’ question will not be taken has hard evidence when cross tabulating the results.

Sampling
Black (1999) claims that random sampling is a method of drawing a portion of people to be representative of the whole population.  Random sampling gives each member of a group an equal chance of being chosen.  The main advantage is that bias cannot be introduced; this enhances its validity and reliability.  

Random sampling is possible with the selected method chosen (quantitative).  It is easy to analyse statistically, large populations can be surveyed – which is a good scientific sample framework, rapid data collection can be done, and it is easy to replicate.

Hussey & Hussey (1997) describe a good sample as one where the results obtained can be taken to be true for the whole population, to enable the researcher to generalize from the results.

‘A good sample must be:

· Chosen at random (every member of the population must have a chance of being chosen)

· Large enough to satisfy the needs of the investigation being undertaken

· Unbiased’

Hussey & Hussey (1997) P.144

The sample chosen was 150 random students between the ages of 11 and 18 years.  Knight (2002) claims that the larger the sample, the less the probable error.  The students will come from various locations in the surrounding areas of the school and college used.  

Glan-Y-Mor Comprehensive School and Graig College, CCTA, both in South Wales were used to carry out the research.  An equal amount of male and female respondents were used in each category.  50 students ageing between 11 and 12 years (year 7), 50 students ageing between 14 and 15 years (year 9), and 50 students from the CCTA were used.  The majority of college respondents were aged between 16 and 18 years; however, they may range in age and be slightly older than this.  All respondents are from different social backgrounds, which will enable the sample to represent the population at large.

Due to the topic of the questionnaire some questions may be answered with a certain extent of bias.  The sample age groups are the problem, but it is to these age groups that the information needs to be obtained.  Children are noted for not telling the truth on taboo subjects such as smoking.  The questionnaire has been designed not to concentrate on the results from prospective biased answers of what they do – but obtain results from what the selected group thinks and feels, this is then likely to be unbiased.

Reliability and Validity
This is concerned with the findings of the research – the credibility and validity.  It is where the results accurately represent the situation.

‘The findings can be said to be reliable if you or anyone else repeated the research and obtained the same results.  Validity is concerned with the extent to which the research findings accurately represent what is happening in the situation; in other words, whether the data collected is a true picture of what is being studied.’

Hussey & Hussey (1997) P.173

Hussey & Hussey (1997) believe that reliability and validity are important issues that can be determined by question design.  For example, misleading or ambiguous questions can affect this.

The questionnaire has been designed to confront the validity issue to gain accurate results.  The researcher believes that the target of respondents will be reliable as it is a large quantity, with a variety of ages being represented.  It is a quantitative approach and will be relatively easy to carry out the exact same research, which will make it easy to compare and contrast other findings.  

The design of questions has carefully been looked upon so that when respondents are answering they are not confused but their answers reflect an accurate understanding.  If they answered the question wrong it would not be reliable or valid.

Bias has been minimised as questions are balanced.  The answers are consistently asking for a variety of perceptions, e.g. strongly agree, agree, disagree… which minimises the interviewee from being led to a direct answer.  A quantitative method provides greater reliability as there is no influence from the interviewer.  There may be some in built structural bias because quantitative methods are structured, and so there is no chance to explore the issue, as questions are pre-selected.  It may be difficult to accurately measure some phenomena and so the validity may be poor.

A quantitative approach is viewed as being more scientific and therefore is more respected by many; however, greater respect may not be warranted.  The reliability is more sufficient as two different researchers using the same measurements are likely to arrive at the same measurement for the same subjects.  

The research identifies the key issues found in the background literature review.  The main topics regarding the media influencing adolescents has been found and then questioned within the questionnaire.  This should provide the research with valid information that is relevant to the study undertaking.  Veal (1997) believes that validity is the extent to which the information collected reflects the phenomenon studied.  By ensuring this, (questionnaire based on literature review) the results may further be enhanced.

From an ethical point, the research is kept confidential.  Questionnaires are completed without names.  Nobody knows who filled in what; this may encourage respondents to be more truthful and so there is more trust to be open.  Knight (2002) agrees that questionnaires can be used for sensitive topics; they are more acceptable as they are anonymous.  

Working together with educational establishments on a controversial topic caused problems.  A rigorous process was undertaken for authorisation. Permission, anonymity and controversy were all issues that were emphasised when dealing with children.  This was overcome as the research did not request the respondent’s personal details and so they remained anonymous.  The teacher supervised the research to avoid any bias or controversial issues.

Data Analysis

The data analysis is a fundamental stage in the study.  It draws findings and conclusions from the collected data.  

“Data analysis consists of examining, categorising, tabulating or otherwise recombing the evidence to address the initial propositions of the study.”

Yin (1994)

Once the data has been collected, it needed to be analysed and interpreted, this strongly depends on the chosen data collection; quantitative in the researcher’s case.  

The analysis can then be taken place, following Yin’s (1994) rule.  

The researcher will refer to the collected data in the form of numbers.  The method will demonstrate figures, graphs, pie charts and frequency tables.  

The results will be fed into the Statistical Packages for the Social Sciences (SPSS) software package.  The SPSS package enables the researcher to formulate the data onto a simple spreadsheet.  When using this package, the collected data will be entered in a machine-readable form and will demonstrate the findings of the study.  

The researcher will be able to interpret the data by making comparisons, links and conclusions.  Graphical interpretations will be drawn from the questionnaire, which was a quantitative approach.

Limitations

There are a number of limitations to this study.  Issues such as time and financial constraints will always be a problem to a student undertaking a research study.  The cost of each questionnaire limited the amount of respondents questioned.  Time constraints were a major factor in limiting the study.  

If there were more time an in-depth study would have been carried out.  Already the researcher has identified that an effective research would consist of both quantitative and qualitative.  If there were no time limit then interviews and focus groups would be concentrated on as well as questionnaires.  

The researcher initially drew up a plan to double the amount of respondents.  150 adolescents in restricted educational establishments were decided upon, and then another 150 (matching the same age groups as the education respondents) in clubs and organizations where there is a less authoritarian surrounding.  Schools usually have limitations due to the taboo subject; respondents may not trust the confidentiality.  

A more relaxed environment such as a youth club or army cadet club would possibly have a more honest result.  The researcher felt that with both types of surroundings combined, a more accurate response would have been achieved.  However, time limitations pressurised the researcher to focus directly on respondents in school and college.  The researcher believes that an accurate account will still be obtained of their views and attitudes, but believes that the direct question on whether the respondent actually smokes or not will not be accurate.

This limitation will not directly affect results if the researcher makes sure that when cross tabulating results, the comparisons are not just concentrating on whether they smoke or not. 

Targeting children was a limitation in itself due to the level of seriousness that the children adopt.  This can be challenging, younger children may not complete the questionnaire accurately due to their level of understanding or due to their level of seriousness.  This will in turn affect the reliability and validity and then limit the research results.

Results and analysis



Within this chapter, the findings of this research are analysed, with reference to the findings of the review of literature.  The findings attempt to identify what influences the media has on adolescent smokers.

The findings are gathered around the two specific aims; investigating the current trends of adolescent smoking, and investigating the level of impact that the media has on adolescent smoking.

This chapter only includes results that are relevant to the objectives of this study.  A full overview of these results is included in the appendices.

Objective one:

Investigate current trends in smoking

Fig 1. Respondents smoking habits
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Fig 1 identifies that 74.7% of respondents do not smoke and 23.3% do smoke.  Over half of respondents have experimented (60%) although the majority of them are at an illegal age to do so.

Fig 2 and Fig 3 illustrate the respondents’ age differences and their smoking habits.  The findings show that there are more non-smokers in each age category.

Fig 2. Age and smokers
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Fig 3. Age and experimenters
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The ‘13 years and under’ category show the lowest number of smokers with only 3.3% admitting they smoke.  It is considered that the answers from this age group may be inaccurate, however the answers to trying smoking may be more honest.  This again resulted in the lowest number where 10.7% admitted to experimenting.

Fig 2 and Fig 3 show that the older the adolescent the more likely they have experimented with tobacco.  By the age of 17 years, almost all respondents 60% have tried smoking.  This factor is very significant to tobacco companies, as ASH (2004) found that smokers begin smoking as an adolescent, the results reflect this.  

The BMA (2004), ASH (2004) and NS-SEC Statistics (2004) found that there has been a rise in women smokers, especially during adolescence.  From Fig 4 and Fig 5 this is reflected in the results as it shows that more females smoke or have experimented with smoking when combined compared to males.

Fig 4. Gender and smokers
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Fig 5. Gender and experimenters
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The results are very similar, however there is a small increase with females.  27.3% of males, and 32.7% of females smoke or have tried smoking. 

The BMA (2004) believe that males and females have different perceptions of smoking; and more females’ smoke during adolescence as they are more image conscious compared to males.

The BMA (2004) suggest that adolescents are fashion and status conscious.  It is assumed that females concentrate on socialising issues, looking glamorous and keeping weight low where as males look for a rebellious, exciting, macho attitude.

Fig 6.  Fashion conscious respondents
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Fig 7. Gender of fashion conscious respondents
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Fig 6 shows that 80.6% of respondents are fashion conscious; their appearance, status and image is of great importance.  Fig 7 reflects the BMA (2004) findings, which shows that more females (53%) are conscious of their image than are males (47%).

The BMA (2004), ASH (2004) and Belch and Belch (2004) believe that adolescents may be pressurised to follow fashion to fit in with reference groups and present an image they are striving to achieve. 

Fig 8. Smoking habits of fashion conscious respondents.
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Fig 8 shows that out of the 80.6% of respondents who follow fashion, 61% have experimented with tobacco.  This may indicate that following fashion and in-trends may influence an uptake in experimentation.

It is important to identify the perceptions that are held about smoking, this may indicate what can influence them. 

Fig 9. Perceptions of smoking 
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Fig 9 illustrates the respondents’ perceptions of smoking.  The perceptions are based on what the respondents agreed or disagreed with.  Fig 9 shows that almost two thirds (62%) believe that smoking is relaxing and 48% believe that smoking helps to deal with stress. 

Relaxation and stress relief are the two top issues.  An adolescent may feel influenced to smoke when under pressure.

Fig 10. Respondents under pressure and their smoking habits
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Fig 10 shows the respondents who are under pressure and if there is any link to their experimentation with tobacco.  It illustrates that more people have tried smoking than not.  24.7% of respondents having family problems have tried smoking, whereas 9.3% under the same pressure have not experimented.

Similarly, 20.7% of respondents under exam pressures have tried smoking, whereas 10.7% under the same pressure have not experimented.  All the categories show a definite link that respondents under pressure are more likely to experiment with smoking. 

Lloyd et al (1998) identifies that an adolescent goes through pressures such as family problems and exams worries and because of this find risky behaviours – such as smoking, a normal part of their life.  The results in Fig 10 suggest that being under certain pressures can become a factor in influencing experimentation with tobacco.

Referring back to Fig 9, the other strong perceptions of smoking show that 40% think smoking makes you cool/popular and 36.6% think there is pressure from friends to start.  This indicates that some adolescents feel that smoking can help create an image and help in making friends.

It should be noted that Fig 9 shows that almost an equal amount disagree.  42% of respondents believe smoking makes you uncool and 38% claim that there is no pressure from friends.

The majority of respondents (74.7%) do not smoke.  This may be reflected through these contradicting results in Fig 9.  Statements such as smoking giving you something in common, being glamorous, free, independent and healthy were strongly disagreed upon.  The majority do not perceive smoking can benefit the physical image.  However, there is no clear result as there is almost an equal amount of respondents who agree that smoking can keep weight low, make you look cool/popular and help in social situations that can enhance the appearance with others.    

There is no clear distinction of perceptions in Fig 9.  It is important to find out the respondents perceptions and their smoking habit to identify if there are any links to positive images and consumption.

Fig 11 identifies a link to respondents who have experimented with tobacco and their perceptions on smoking.  It only shows respondents who agree or strongly agree with the perceptions on smoking.

Fig 11 shows that adolescents are likely to smoke if they believe that benefits can be gained from it.  The results show that 33.3% of respondents who agree that smoking can hep with socialising; 23.3% have experimented, whereas 10% who have the same perception have not.  It is significantly lower.  Each category shows the respondents identical perception towards smoking; people who have experimented are constantly higher than those who have not.  
Fig 11. Perceptions and smoking habits
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Macklin and Carlson (1999) identify that tobacco consumption may be seen as a forbidden fruit.  This may be a factor when taking up smoking, as an adolescent’s personality is attracted to risky behaviour, being in control and being adult-like.

Fig 11 reflects this.  28.7% of respondents believe smoking gives you confidence, 18.7% have experimented whereas 9.4% have not.  Similarly, 27.3% of respondents agree that smoking is for adults, 17.3% have experimented whereas 9.3% have not.  Again, 27.3% of respondents who agree that smoking is rebellious, 19.4% have experimented and 7.3% have not.   

The findings indicate that adolescents who feel they can receive benefits from smoking are likely to experiment.

Fig 12. Image of smoker


[image: image14.wmf]18.7

10.7

23.3

8.7

11.3

4.7

5.3

8

5.3

0.7

3.3

No stereotype

Unhealthy

Uncool

Popular

Rebellious

Smelly

Stupid

Poor

Cool

Old

Depressed


Fig 12 illustrates the respondents’ images of a smoker.  It shows that 8.7% of adolescents believe smoking makes you look popular and 5.3% believe that it can make you look cool.  This is significant if an individual is trying to achieve this image.  The Daily Mail (2000) identified that adolescents are going through a stage where they can be easily led to fit in.    

The most common answer is 23.3% of respondents believe that a smoker is uncool.  There are conflicting views with the image of smoking and this may depend on the individuals reference group.  

A friend or sibling may be an influential factor.  An adolescent may not consume because of the image of smoking, but because of their social surroundings.

Fig 13. Smoking habits and image of a smoker
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Fig 12 and Fig 13 show there are links with the image of a smoker and respondents who have experimented with tobacco.  8.7% of respondents believe smoking makes you look popular, and 4.7% of them have tried smoking.  5.3% believe smoking gives you a cool image, and 3.3% of them have tried smoking.

The majority of respondents thought smoking was uncool (23.3%), almost half have tried it.  The findings are similar with 10.7% feeling that smoking gives you an unhealthy image, however 8.7% of them have tried it.  Considering this, the findings suggest that the image may not be of much importance.

The most drastic finding is that 18.7% of respondents believe smoking is normal; the image of a smoker is a normal person.  16% of those respondents have tried smoking which suggests that an adolescent is very likely to experiment if it seen as acceptable and a daily routine.  If family or friends smoke then the habit will be a normal routine.

Fig 14. Respondents’ family and friends smoking habits
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Fig 14 shows that there are more non-smoking family members and best friends than there are smokers.  This is seen with the exception of other friends; 30.7% are non-smokers where as 58% are smokers.  This is worrying if the adolescent is influenced by peer pressure.

Fig 15. Family and friends smoking habit and percentage of respondents who have experimented
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Fig 15 shows all the respondents who have tried smoking and their family and friends smoking habits.  It was established that 60% of respondents have tried smoking.  Fig 15 shows if there are any links between the 60% of experimenters and their social surroundings.  

High (1999) identified that if one parent smokes the child is twice as likely to smoke and if both parents smoke, the chances become four to one.  The results do not reflect this, as there is only a slight increase in mothers who smoke and their child smoking than a child brought up with a non-smoking mother.  An increase of 2% is seen if the adolescent has a smoking mother.  

Family seem to have the least influence to an adolescent compared to their peers.  The results show that there is no link to their father, both parents and siblings smoking habits and their own.  It was expected by High (1999) that these influential people might increase an adolescent’s consumption. More respondents who had a non-smoking father for example, were more likely to smoke (32.7%) than actually having a smoking father (23.3%).  

It shows that the most influential people to an adolescent are their friends.  The results show that more respondents, who had other friends that smoke, were more likely to smoke (45.3%) than actually having no friends that smoke (10.7%).  Friendships are usually very important to an adolescent, this was identified by Brassington and Pettitt (2000) and High (1999) where peer pressure can influence leisure and past times to enable the individual to fit in, be accepted and have something in common with its friends.

The respondents who have tried smoking, 32% had a best friend who smoked and 23% had a best friend who did not smoke.  It shows that over half that have experimented have got a best friend who smokes.  

High (1999) believes that there is a 90% probability that the child will smoke if its best friend does; this was not seen in the results.  Although there was a definite trend that they were likely to smoke, the likeliness was not as much as High (1999) discovered.  

Hendry et al (1993) identifies that adolescents can have strong peer relationships that can influence behaviour.  There are opportunities both for role-taking and role modelling.  

Fig 16. Respondents’ perception on friendships
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Fig 16 shows the importance of friendships to the respondents.  The results show that most adolescents think that their friendships are either important (14%) or very important (82.7%) to them.  Due to the importance adolescents can be impressionable.  Belch and Belch (2004) have found that the people most important to you can influence consumption or a purchase you make.  

Fig 17. Influential factors of respondents
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Fig 17 shows that family seem to be of great importance with regards to beliefs (66.7%), views (54.7%) and opinions (51.3%).  These three factors may influence consumption to tobacco or how you spend your leisure time, and so from the perspective of the adolescent family seem to be an important medium to learn from.  It is significant to notice that the amount of adolescents who think the media is of importance in any circumstance is relatively low.  The media seem to have the least influential factor.

Fig 17 illustrates that friends are more influential with regards to interests (63.3%), behaviour (52.7%) and attitudes (58.7%).  These factors are likely to influence consumption as behaviour and interests in particular involve an adolescent’s leisure time.  The results show that friendships are of great importance in regards of leisure, most likely as this is whom they spend their leisure time with.

Fig 18.  Influential factors of respondents who have experimented with tobacco
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Fig 18 illustrates results on respondents who have experimented with smoking and who is influential to them.  The results show that friends are more influential than any other with regards to behaviour, interests, ideas and attitudes.  This is similar to the results in Fig 17.  There is a link as 39.3% of respondents that have experimented felt that friends were more important than family (16%) with regards to their interests.  The trend follows with behaviour, ideas and attitudes; respondents feel that friends are more important.  

Hendry et al (1003) notes that peers offer opportunities to smoke, it is believed that this influence can be stronger than parental influence.

Fig 18 shows that family can also be influential towards consumption.  The results show that family members influence beliefs, opinions and views.  66.7% of respondents felt that the family are most influential with regards to their beliefs, and 43.3% of these have experimented with smoking.    

It has already been identified that family are not a dominant influence, however Fig 18 presents a contrast.  High (1999) and Hendry et al (1993) both agree that family can be influential in terms of tobacco consumption and Fig 17 and Fig 18 reflect this.  The respondents who smoke, identify that family members (0.7%) are the least likely source to obtain cigarettes from.  This shows that most respondents’ families do not directly encourage consumption by giving or buying tobacco; they can have a positive influence.  

Fig 19. Respondents obtain cigarettes
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Fig 19 shows the respondents who smoke.  24.3% of all the respondents questioned were smokers.  The majority of smokers obtain cigarettes from local shops (13.3%).  This is worrying as the government initiate legal bans and training for shopkeepers and staff with regard to underage purchases, and this is the source where most smokers obtain their cigarettes.    

It is significant that most adolescents who smoke are not asked for identification when they are buying cigarettes.  Although some of the respondents were old enough, they should be asked their identity to prevent illegal sales being made.

Fig 23 shows that 7.3% of respondents admitted that friends are a source of obtaining cigarettes; this can be influential in the form of socializing, stopping boredom and having something in common and this can encourage peers to start or maintain the habit.

It is interesting to identify that smoking is consumed mainly during social situations, which suggests that it is a social habit.  Adolescents are more inclined to smoke when around their friends or other reference groups than on their own, for example at home.  Smoking seems to be important when socialising, as this is the most likely time when an adolescent will smoke and the majority believe it can improve social situations.  Belch and Belch (2004) believe that consumers use their friends to influence their purchases.  

With regards to tobacco, it is with their friends whom they are likely to use their purchase, the results show that peer pressure can influence smoking due to these reasons.   

Fig 20 shows that almost all adolescent smokers consume cigarettes during their general social time (90%).  Social events and school/college were also very high when establishing where tobacco is consumed.  Both these locations are likely to have peer influences more than any other type of medium, which indicates that peer influences are again higher when smoking. 

Fig 20.  Respondents consume cigarettes
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Adolescents are unlikely to smoke at home as Fig 20 identifies that 25.3% use this location to consume tobacco.  Again, this suggests that the habit is influenced by a social interaction with others and that family influence may be a strong indicator in preventing smoking, if the family do not encourage it.  

The least likely place to consume (13.3%) is in other places, this enabled respondents to suggest answers that were not already identified on the questionnaire.  Friends’ houses and pubs and clubs were some answers, which again is a form of social interaction with reference groups.  

Other locations that were identified were private, such as toilets and alleys or lanes.  Smoking in this type of location would give a sense of risk taking in the sense of hiding, if the individual had a rebellious attitude, it may be influenced to take up the habit to feel the risks. 

Fig 21. Leisure time and smoking habit
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The majority of adolescents use their leisure time for socialising with friends (80%) and enjoyment (78%).  The results show that the respondents who use their leisure time for socialising, 52.7% of them have experimented with smoking.  Respondents who use it for enjoyment, 46.7% have experimented.  The results indicate that the individuals’ personality and reference groups may influence smoking consumption.  

The results show that the majority of respondents do not use their leisure time for rebellion.  The majority of respondents think smoking can give you a rebellious image.  The findings show that most of the respondents do not smoke and most of them do not strive for this image, as they do not use their leisure time for rebellion.  12.7% of respondents use their leisure time for rebellion and 8.7% of them smoke.  This suggests that a cigarette is used as a tool to provide a specific image.  

Objective two:

Investigate the level of impact that the media has on smoking

It is significant to know that adolescents do not view the media as an influential factor.  When asked who is more influential, the majority of respondents would choose either their family or friends.  Fig 17 and Fig 18 show these results.  

Again, when asked whether there is pressure from the media to smoke, 24.6% agreed that there is pressure, however 44.7% disagreed.  (30.7% were unsure).  

Fig 22. Most important source
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Fig 22 shows that 40.7% think parents are the most important source for information.  22% rank friends and 7.3% rank media as the most important source.  If an adolescent views a specific source highly it may influence its perceptions, attitudes and beliefs.  

O’Sullivan et al (1998) believes that we are reliant on the media for information, and in turn this can influence the viewer.  Fig 22 shows that adolescents do not think they are reliant on the media for information.  However Fig 23 provides a different insight.

Fig 23. Media is used for…
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Fig 23 shows that 66% of respondents use the media for information.  This is a high percentage of respondents that are informed by the media. This may suggest that a high proportion of adolescents are vulnerable to advertising and images from the media as Lander (2004) identified that the information they absorb can shape their perceptions and attitudes.

Media is regarded highly when used for ideas (54%) and interests (68.6%), which again, can influence their perceptions and understanding.  

It is important to note that 82% of adolescents use the media for entertainment purposes.  Tobacco companies use entertainment in their advertising campaigns to portray an image.  Image through entertainment is important for these types of companies in order to be influential.  Hansen et al (2002) believes that media is used as a device for social interaction and can encourage belonging within a group.   

Entertainment takes up a lot of adolescents’ leisure time and money, and so this is obviously an important part to their life.    

Fig 24. Amount spent on leisure
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Fig 24 shows that as consumers, they are an important target market as they have a large amount of weekly income to spend on their leisure time.  They do not usually have any responsibilities or bills and so entertainment experiences seem to be an important purchase.

Fig 25. Spend money on
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Shopping (17.3%) and entertainment (17.3%) were the two most favourable answers when asked what they normally spend their money on.  They are both linked to the media, as adolescents are intensive consumers to magazines, movies and music.  Tobacco is advertised in such mediums, which cannot be regulated thoroughly. Tobacco companies exploit the legislations already in place.

Advertising in the print media may raise awareness and lead to experimentation.  Tobacco is not seen in youthful magazines such as comics however; newspapers and adult magazines can still be read by the youth.  

Fig 26 shows that adolescents are more likely to read magazines (64%) and newspapers (38.7%) during their leisure time compared to comics, academic books or journals.  

Fig 26. Read regularly
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54.2% of respondents favoured ladies magazines that are full of celebrities, fashion and in-trends.  They are usually seen as a style bible.  This shows that over half of respondents who read magazines regularly refer to this type of image conscious medium.

Out of the 60% of respondents who have admitted to experimenting with tobacco the results in Fig 27 show that reading magazines may increase consumption.  

Fig 27. Readers and smoking habits
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Fig 27 identifies that out of the 60% of respondents who have tried smoking, 42.7% of magazine readers smoke.  There are no links with any other print media showing an increase in consumption.  This may be due to the fact that the majority of magazines read by respondents concentrate on image and fashion, which may indicate an increase in experimentation.  For example, Closer magazine was identified numerous times, and this magazine will feature celebrities such as Britney Spears smoking.

Media loopholes are exploited in other ways such as on television and in movies where a cigarette is a prop to identify a person.  98.7% of respondents have at least one colour television and more than half of these are mulitset homes, with 89.3% having one in their own bedroom.  This reflects O’Sullivan et al (1998) findings of adolescents viewing access.

Fig 28. TV consumption
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Fig 28 shows that most adolescents watch television for approximately 2 ½ - 3 hours a day.   This identifies that the majority of adolescents are exposed to the media every day, this is not including magazines, music, internet and movies; this is just television consumption.  

Media is readily available to almost all of the respondents.  The media can be consumed without parental influence as they have access to it within their own bedrooms.

Fig 29. Media in bedroom
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Fig 29 identifies that adolescents have access to various kinds of media within their own bedroom; this media is likely to be less regulated by parents.  Parents can discuss issues brought up by the media to educate the adolescent, however it becomes more difficult when inside the bedroom.  

Fig 29 shows that more adolescents have access to the media in their bedroom through TV (89.3%), Film (83.3%), Music (90%) video games (63.3%) than not.  Computer and internet access are shown to be equivalent statistics to adolescents that do not have access in their bedroom.  

Fig 30. Media access and experimenters
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Fig 30 identifies the media access of the 60% of respondents who have tried smoking.  It indicates that there may be a link to tobacco consumption and media access.  TV, film and music are shown to be most influential to tobacco consumption. 

Out of the 60% of respondents that have tried smoking, 54.7% have a TV whereas 5.3% do not have a TV in their bedroom.  This trend is repeated with adolescents who have DVD or CD access in their bedroom.  This may indicate that the media influences adolescents as almost all experimenters have access to such mediums within their bedroom.

Computers seem to be less of an influence to adolescents.  Out of the 60% of respondents that have tried smoking, 23.3% have access to the internet whereas 36.7% do not have internet access in their bedroom. 

This may suggest that tobacco consumption and media access are not linked to one another.  Results have shown that the majority of respondents have access to media, which means that if they have tried smoking or not, the likeliness of them to have access in their own bedroom is high. 

These results may agree with tobacco companies who claim that they spend money on advertising solely to reinforce their brand or influence existing customers to switch brands.  ASH (2004) found that tobacco companies claim that media coverage is not influential to adolescent consumption.

Fig 31. Brand awareness
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Fig 31 illustrates the brand awareness of respondents.  Lindstrom and Seybold (2003) believe that advertising initially raises awareness of a product and then develops into influencing a purchase.  The findings show that the respondents knew slogans from adverts that are specifically aimed at children.

The majority of respondents recognised the cereal and sweets slogans, however no respondent knew the slogans that targeted adults such as Honda, Apple and Visa.  (See Appendix 3 for details on advertisement slogans).  The results of this indicate that advertisements that target children work effectively; the majority of respondents were able to link the slogan to the product.  It should be noted that tobacco companies trying to target the youth audience might be effective.  

It is interesting to find that only 15.3% of respondents recognised one of the most successful brands in the world – Coca Cola.  It would be expected that promotions for this well-known brand would have been easily recognisable.  Fig 30 and Fig 31 shows if there are any links to brand awareness and tobacco consumption.

Fig 32. Brand awareness of cigarettes
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Fig 32 shows that Lambert and Butler (91.3%), Regal (72%), Marlboro (68.7%) and Benson and Hedges (67.3%) are the most common brands recognised by adolescents.  This is significant to identify that these are manufactured either by Gallaher or Imperial Tobacco. (Please see Appendix 4 for details on brand manufacturers).  

ASH (2004) found that they are the UK’s biggest cigarette companies controlling around 80% of the UK cigarette market between them.  This means that these manufacturers far exceed their competitors in terms of marketing and advertising expenditure.  

The results from Fig 32 suggest that the heavily advertised brands are recognised by adolescents.  Fig 33 will identify if there is a link with media coverage and consumption.

Fig 33. Brand used by smokers
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Fig 33 shows that Lambert and Butler is the most popular brand used by 45.9% of respondents who smoke.  It is important to note that Imperial Tobacco manufactures both Lambert and Butler and Golden Virginia, where 21.4% of respondents who smoke use this brand.  

This reflects the findings by ASH (2004) where the most popular brands among the young smokers were the most heavily advertised. 

Comparing both Fig 32 and Fig 33 there is a significant link to brand awareness and consumption.  The findings show that Lambert and Butler is both the highest in brand awareness and the highest in consumption with adolescents.  The results also show that the brands (or manufacturers) that most respondents were not aware of did not feature in the brands that adolescents actually consumed.  

Fig 34. Awareness of smoking messages and smoking habit


[image: image35.wmf]82

50

62

38.7

67.3

44.7

72

42

0

10

20

30

40

50

60

70

80

90

TV/ Film

Newspapers/

Magazines

Friends 

Family

Seen and heard about smoking messages

Tried smoking


Fig 34 shows that media and reference groups have an opportunity to inform adolescents about tobacco.  A high percentage in each category is illustrated, 82% of respondents see and hear messages through TV or film, 62% see and hear through the print media, 67.3% see and hear through friends and 72% of respondents see and hear messages about smoking from family.  

The results do not identify whether the messages are positive or negative, it identifies that most of the respondents receive their messages from TV or film.

The amount of respondents who have experimented with smoking is 60%.  Fig 34 identifies the percentage of respondents who have experimented and if there are any links to where they receive messages about tobacco.  50% of all respondents who have tried smoking have received messages from TV or film.  This suggests that this medium can be influential when linked to tobacco consumption.  

Fig 35. Most popular TV programs 
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Fig 35 shows the five most popular types of shows that adolescents enjoyed watching.  Soap operas are the most common answer (32%), with the majority enjoying Coronation Street or Eastenders.  Soap operas are usually set around a pub where it is a social norm to smoke, usually showing characters consume when under stress or when socialising.  This may influence an adolescent by providing an image showing that smoking can help relieve stress or being a routine when socialising.

Music shows (9.3%) refer to tobacco by the celebrities’ image, in lyrics and in music videos (especially RnB videos where cigars are used to show a high status).  

The most common comedies (24%) were Little Britain and The Simpson’s.  They do not have storylines that revolve around smoking but there are mild humorous references to it as they are targeted at an adult audience.  Kids shows (12.7%) are least likely to have smoking messages in their storylines.

Fig 36. Most popular TV characters
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Fig 36 shows the five most popular TV characters of adolescents.  18% of respondents’ chose The Simpson’s as their most favourite TV characters.  Jackson (2005) found that The Simpson’s have had many storylines about smoking, using it as a tool for stereotypical images.  Some of the images shown have shown benefits of smoking in terms of stress relief, and looking cool or rebellious.  

It should be noted that the two most favourite TV characters viewed by adolescents are of a cartoon nature.  Although cartoons aimed specifically at children are not allowed to advertise cigarettes any more, tobacco companies have used them in the past to encourage adolescents to smoke.  Fred Flintstone and Joe Camel are examples of promotional campaigns used to attract the eyes of an adolescent.  From the results in Fig 36 it shows that they would have been effective in targeting such an audience as adolescents favour them.

The other three most popular characters are from Eastenders.  A large proportion of adolescents enjoys this program and as already established, soap operas attempt to portray normal life, and may use cigarettes to do so.  However, these lead characters do not smoke in the program.

Fig 37. Most popular movies


[image: image38.wmf]6.7

6

4.7

4

3.3

0

1

2

3

4

5

6

7

Scream

Mean Girls

Sharks Tale

The Fast

and the

Furious

Titanic

Movies

 

Fig 37 shows that Scream/Scary Movie is the most favoured movie with 6.7% of respondents choosing it.  Screen it (2005) identifies that smoking featured in this is moderate.  Minor characters smoke in the films, the comedy sequels refer to smoking pot – showing social benefits portraying it as fun.  

6% of respondents favoured Mean Girls, which portrays high school life.  Screen it (2005) identifies that this movie targets teens and older preteens and ignores tobacco use as a prop.  4.7% of respondents chose Sharks Tale.  This movie is targeted to the young offering animated talking animals.  A mob shark smokes in the movie, which portrays a rebellious, cool image to viewers.  

4% of respondents chose the Fast and the Furious, which is targeted at a male teen audience.  It features minor references to smoking.  Minor characters refer to tobacco, either by asking for a cigarette or actually smoking one.  Carter smokes a cigar in more than one scene, which may be viewed as a rebellious image as it is the villain that is lighting up.   

5.3% of respondents chose Titanic, which has mild references within the movie.  Jack (DiCaprio) smokes in several scenes; he is seen as a heartthrob to teen girls.  Other images show cigars being smoked by high society.  Lovett has an unlit cigar, and Cal and his associates smoke cigars; this gives an image of elitism.  Also, in Rose starts to smoke but is stopped by her mother and Cal, but later in the movie as a form of independence and rebellion, Rose takes a cigarette from a man and smokes it.

Tobacco companies use movies as a form of promotion.  Product placement is a powerful form of promotion, where adolescents’ viewing movies are not only shown how to smoke but are showed the images and benefits that can be received by smoking.  4 out of the 5 most popular movies present smoking as a form of rebellion.  

Fig 38. Popular movies and smoking habits
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Fig 38 shows that more respondents have tried smoking than not when linked to their favourite movies.  Scream was the most popular movie chosen by 6.7% of respondents.  4.7% of them have tried smoking and 2% have not.  The trend is constant with the other four popular movies. 

Mean Girls did not portray smoking, however there are more experimenters than not.  The movie focuses on fashion and in-trends, although tobacco was not used as a prop, the adolescents interested in this movie may be influenced by in-trends, which may be the cause of more experimenters.  

Fig 38 shows that movies that refer to smoking providing benefits show an increase in experimenters compared to respondents that have not experimented.  This may suggest that adolescents may be influenced by the images on screen.  

Fig 39. Most popular movie characters
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Fig 39 the five most popular movie characters all smoke in two or more of their movies.  The movie star and two movies that they have smoked in are shown below.

· Brad Pitt – Snatch, Fight Club

· Vin Diesel – A Man Apart, Boiler Room

· Cameron Diaz – There’s Something About Mary, The Mask

· James Bond – James Bond Movies

· Johnny Depp – From Hell, The Secret Window

Screen it (2005) identify that Brad Pitt, Vin Diesel and Johnny Depp promote smoking to be cool and rebellious through the characters and smoking habits that are shown on screen.  Cameron Diaz promotes smoking as being a fun and socially acceptable, while enjoying tobacco with a friend or at a social occasion.  James Bond regularly lights up a cigar on screen, which portrays smoking as elitist, powerful and sophisticated.  

The images promoted by these characters may be seen by an adolescent viewer as positive.  The benefits that smoking can do to the individuals’ image are powerful.  An adolescent is concerned about their image in the eyes of others; smoking may enhance that image.

Smoking scenes are cleverly chosen by movie producers to represent an image for a character.  When a lead character is seen consuming tobacco, they may be more influential if the adolescent admires their favourite character and wants to imitate them. Hilton (2000) claims that smoking may be seen as positive when it is glamorised and associated with attractive and rebellious lead characters. 

Fig 40. Perception of favourite TV/movie star and smoking habit
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Fig 40 show the respondents who agree or strongly agree that their favourite TV/movie star is any of the above.  In every category, more respondents have tried smoking than not.  The results show that respondents who identify positive images of their favourite star are more likely to try smoking.

39.4% of respondents who identify with their star as being glamorous have tried smoking, whereas a lower percentage have not tried smoking, but have the same perception; agreeing that they are glamorous.  Again, 50.7% of respondents who perceive their favourite character as being cool have tried smoking and 31.3% have not tried it.  

The results suggest that the benefits perceived from their favourite characters image may influence tobacco consumption.  This is because people who have identified their favourite characters with positive images are more inclined to try smoking.   

Price (1998) and the results in Fig 40 suggest that adolescents seem to be influenced by the positive images of tobacco.  Respondents were asked whether they would be influenced if their favourite actor smoked.  The findings in Fig 41 show that most respondents (66.7%) believe that their favourite actor is not influential to their smoking habits. 

Fig 41. Influenced to smoke if favourite actor smoked
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The respondents admired on-screen star does not show a clear relation to their tobacco consumption.  Fig 41 indicates that direct influences from movie and TV stars are not as powerful as product placement within movies and TV programmes.  Respondents are more likely to smoke or say they were inclined to smoke if they had seen a film portraying smoking positively.  

Although tobacco advertising on TV was banned in 1965, tobacco companies exploit loopholes by product placement on TV.  Cigarettes are still advertised and seen by adolescents.

Fig 42. Seen cigarettes advertised
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Celebrities are paid to smoke to encourage consumption.  62.7% of respondents have seen cigarettes advertised on TV through movies, programmes and sport sponsorship.  Brassington and Pettitt (2000) claim that tobacco companies sponsor sport events solely for the television coverage.  

Advertising in the print media deliberately to the youth is banned, however, 62% of respondents have seen cigarettes advertised through this medium.  

The youth market tends to visit sweetshops regularly.  Fig 25 identified that 12.7% of respondents spent their money on sweets and a vast majority read magazines.  The Times (2004) identified that point of sale advertising is usually placed next to sweets and magazines.  Tobacco companies pay newsagents to keep cigarettes accessible and highly visible to raise awareness.  84.7% of respondents have seen this type of promotion.  Fig 42 indicates that advertising cigarettes is effective as the more respondents are aware of the advertising than respondents who are not.  

Companies such as McDonalds target a youthful audience by offering gimmicks and accessories with their meals.  This is seen with tobacco companies attempting to raise awareness through brand stretching.  24.7% of respondents own a promotional item advertising cigarettes.  

Fig 43. Respondents who own promotional item and their smoking habits
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Fig 43 shows only the 24.7% of respondents who own a promotional item.  81% of adolescents are inclined to smoke if they own a promotional item whereas 16% of adolescents are not inclined to smoke but own a promotional item.  

The results suggest that respondents are likely to smoke if they have a product advertising smoking.  The promotional items owned were mainly fashion accessories such as umbrellas, clothing, shoes and bags.  This may suggest that tobacco companies are effective in targeting the youth audience through fashion.

The findings show that advertising is still in force, targeting adolescents to enabling the market to be constantly replenished.  Conclusions will follow on identifying the most powerful influences to adolescents’ perceptions, attitudes and behaviours.  

Conclusion and recommendations

Tobacco use typically occurs during childhood and adolescence.  Children are not born knowing how to smoke; they see smoking as a social behaviour, children adopt behaviours and attitudes in part through awareness and observation.  By the age of 17 years old the results found that 60% had experimented with smoking.

Social influences can determine an adolescents smoking habit by giving them an image of a smoker and what might be gained from smoking.  Children imitate the behaviour and attitudes of people around them such as their family, friends, and other role models, especially those role models they identify with and admire.   

Friends

The results found that the majority of adolescents are increasingly peer orientated and reference groups may reflect each other’s values, interests and behaviour.  When an adolescent smokes it can influence social situations, it is like making a friend.  When a friend adopts smoking, it becomes a powerful influence to smoke, as smoking becomes a social norm and daily routine.  

The adolescents’ friends are most influential, 45.3% of respondents were likely to smoke if their friends were smokers whereas only 10.7% would likely to smoke if they had non-smoking friends.  A best friend can exert some influence as over half of respondents who have experimented have a best friend who smokes.

Despite attention on the peer pressure concept of tobacco consumption, 38% of adolescents rarely describe themselves feeling pressurised by their friends to try a cigarette.

Instead, adolescents seem to smoke because of the perceived benefits they will have from smoking.  Friends who smoke together develop a social culture around tobacco.    33.3% of respondents who agree that smoking can help when socialising; 23.3% have experimented with tobacco, whereas only 10% who have the same perception have not tried smoking.  

Adolescents who feel that smoking can help you become one of the crowd, give you confidence or make you look cool and popular are more likely to experiment with tobacco.  Adolescents who have a positive image on smoking are more likely to experiment. 

7.3% of adolescents who smoke admitted that their friends were a source of obtaining cigarettes which means that smoking may be a way of socialising and having something in common with them.  A big part of the social culture around tobacco involves sharing cigarettes with each other, and in this way, friends who smoke encourage the behaviour. 

Smoking is consumed mainly during social situations.  Adolescents are more inclined to smoke when around their friends or other reference groups than when they are on their own, for example at home.  Almost all adolescent smokers consume cigarettes during their general social time (90%).  Social events such as parties and graduations were also very high when establishing where and when tobacco is consumed.  72% feel that smoking is done during school or college, where it is consumed in the company of friends.  Smoking is influenced by social interaction with peers.    

Friendships are undoubtedly very important to an adolescent as they strive for social security outside of the home.  They look upon their reference group for acceptance and strive to achieve their self-identity.  83% of adolescents felt that their friendships were very important and 14% felt they were important.  This is significant to realise the importance that friends are to an individual, as they can be impressionable at an adolescent age where their peers have an opportunity to be a role model to them.    

Friends are commonly influenced on each other’s interests (63.3%), behaviour (52.7%) and attitudes (58.7%).  These influences can encourage tobacco experimentation as interests and behaviour in particular, involve the adolescents’ leisure time.  The results found that adolescents were more likely to smoke if their friends were influential on interests behaviour and attitudes compared with adolescents who were more influenced by family or the media.

Adolescents mainly use their leisure time for socialising with friends (80%) and enjoyment (78%).  Respondents who use their leisure time for socialising, 52.7% of them have experimented with smoking and respondents who use their leisure time for enjoyment, 46.7% have experimented.  

Adolescents are likely to smoke for the fun and socialising aspects, as these are the factors that are repeatedly identified.  

Family

Smoking within families may be related to genetic factors, social influences, or easy access to tobacco.  Parental smoking may affect the adolescent by offering access to cigarettes, however only 0.7% smokers obtain cigarettes from this source.  Members of the community are the likeliest source to obtain cigarettes (13.3%), which suggests that other adults need to be responsible and act like a parent when interacting with adolescents.  Home is one of the least likely locations to consume cigarettes.  Family influence may be a strong indicator in preventing smoking if the family maintain a smoke-free household or project a negative attitude towards smoking.  

Family influence can also be a strong indicator in initiating smoking.  Theorists claim that the family are very influential as they show the child what behaviour and attitudes are acceptable.  The results show that out of all the adolescents reference groups, family seem to have the least influence.  

There was only a slight increase (2%) in smoking mothers and their child smoking compared with a non-smoking mother and their child smoking.  The reverse was seen with the fathers influence.  Respondents were more inclined to smoke if they had a non-smoking father (32.7%) compared to having a father that actually smoked, where 23.3% were inclined to smoke.

The siblings influence were similar to the parents, where adolescents were more inclined to smoke if they had a non-smoking sibling (32%) compared to having a sibling that actually smoked, where 24.7% were inclined to smoke.

This suggests that family views toward smoking may be more important than family smoking behaviour.  Adolescents identified that friends (52.7%) were more influential than family (44%) with regard to their behaviour, but family (54.7%) were more influential than friends (38.7%) with regards to their views. 

Parents have the opportunity to encourage a sophisticated consumer within their adolescent; by educating the most influential factors such as their beliefs, views and opinions.

Authoritative parenting can be positive as they can set limits and boundaries for their child but also be responsive to their concerns and opinions.  Setting expectations for their child can be done and so the family’s views on tobacco consumption will be focused upon.  

Respondents feeling under pressure are likely to experiment with tobacco.  Family can be an influence in this respect.  24.7% of adolescents who were having family problems had experimented with smoking, whereas a lower number (9.3%) under the same pressure had not experimented.  Family influence can either be positive or negative depending on the positive or negative effects.  Views rather than consumption seem to be more influential, problems within the family (negative issue) also seem to have an influence.

The results suggest that the family have influence and control over their adolescent to provide grounding on views, beliefs and opinions.  Family can education smoking.  Friends are wanted for security out of the home and may influence their social time, and so their friends can influence smoking experimentation.   

Personality

Some adolescents have personality characteristics that make them more prone to experiment with tobacco.  Others have interests that make them more likely to find themselves in situations where friends smoke.  

Many adolescents view smoking as normative.  18.7% of respondents believe smoking is normal; that is they think a smoker is anybody, a normal person where smoking is acceptable and a daily routine.  Many public health strategies attempt to stop this normal concept of tobacco use.  Adolescents who feel this way are more likely to have tried smoking.  18.7% believe it is normal to smoke and 16% of these respondents have experimented.  

Attitudinal factors such as normative views and positive links to tobacco can influence experimentation in an adolescent.  An adolescent is more likely to smoke if it links positive values to tobacco consumption.  33.3% of respondents who feel that smoking can make it easier to be around other people; 23.3% have experimented.  40% of respondents who feel that smoking can make a person look more cool or popular; 23.3% have experimented.  The more an adolescent thinks might be gained by smoking, the more likely they are to experiment.

It was identified that some adolescents are rebellious and are attracted to risky behaviour.  Rebellious adolescents are more likely to question authority, and tobacco use is restricted by authority figures.  The results found that those who agreed with smoking being a rebellious activity were more likely to have experimented.  Some children are by nature, willing to take risks and experiment with new things.  Sensation seekers are likely to try risky activities and tobacco consumption seems to project this thrill by becoming a forbidden fruit. 

Tobacco is marketed as an adult activity linked with independence, which suggests control and freedom.  Adolescents who perceive these types of benefits from smoking are more likely to smoke than not.  The individuals’ personality and views can contribute to experimentation depending on the level of positivism.  

Children suffering pressures can influence consumption, as adolescents who felt under pressure were more likely to experiment with tobacco.  32.7% of respondents felt under pressure from exams, and 20.7% of these had experimented, similarly 44% of respondents are worried about their future, and 26% of these had experimented.  

An adolescent going through the pressures such as these will find risky behaviour attractive, and are more likely to smoke than not.  There is also a link with a high number of adolescents having views on smoking being a type of medication where it can help relieve stress (48%) and help relaxation (62%).  Feeling under pressure will resort to stress, which means that tobacco may be used in this way.

Adolescents who are easily pressurised or influenced by fashion and in-trends want to fit and be one of the crowd.  80.6% of respondents agreed that they were fashion conscious; their appearance, status and image is of great importance to them.  Projecting an image to its reference group is a way of fitting in.  Smoking seems to be fashionable, as 61% of the 80.6% of fashion followers have experimented with tobacco.

However, there is a contrast to the image of smoking and consumption.  If an adolescent holds a negative view upon smoking, this may not offer protection against the adoption of smoking.  It is interesting to notice that most of the respondents know and understand the health consequences of smoking, but do not have much impact on their behaviour. 

The results show that the individuals’ views and perceptions of smoking may not indicate their habit.  For example, adolescents who have a negative view on smoking may still consume it.  Smoking making a person smell is identified by 39.3% of respondents, but 24.7% ignored their negative view.  74.7% of respondents feel that smoking is unhealthy, however 60% have tried it.  

Adolescents’ beliefs, opinions and views may not necessarily predict its behaviour and attitudes. 

The influences that social class has upon an adolescent smoker was unable to be identified as the respondents were unlikely to know the answers to their families social situation with regards to income, housing and careers.  Theorists have identified that an adolescent is likely to smoke if they are under pressure financially.  If they are living in deprived conditions such as overcrowded accommodation or inner cities an adolescent is more likely to smoke.

Media

Tobacco companies spend large amounts of money time and effort marketing their products, and the relation between tobacco marketing and youth smoking has been an intensive area of study by many theorists.  

Tobacco companies advertise and promote their products to the youth market, although this is illegal and legislations are put in place to prevent this.  Advertising is generally aimed at creating a personality for the product by associating it with specific images.  Promotion is generally aimed at prompting a product purchase.  To smokers advertising and promotion is a reminder and reinforcement, to non-smokers it is a temptation and a teacher.

Although the media is a dominant feature in an adolescent’s life they do not actually view the media as an influential factor.  When asked their perception on who is more influential, the majority chose either family or friends.  Only 7.3% chose media as their most important source to obtain information from.  Adolescents do not feel that there is pressure from the media to smoke.

Adolescents have access to various kinds of media within their bedroom; this media is likely to be less regulated by parents.  89.3% of respondents have a TV in their bedroom, and 54.7% of those have tried smoking.  Unregulated media consumption may influence an adolescent’s perception or behaviour as almost all experimenters have access to media within their bedroom.  

Media consumption may raise the awareness of a product through advertising and promotion.  Tobacco companies, claim that media coverage is not influential on consuming a product, however, results show that adolescents are very aware of brands targeted at their age group.  The majority of respondents recognised advertisement slogans targeted at a youth audience, which shows that promotional campaigns are effective in capturing their attention. 

Tobacco companies that are commonly recognised by adolescents are more likely to be consumed.  The most popular brands of cigarettes among the adolescent smokers were the most heavily advertised.  The results found that Lambert and Butler was both the highest in brand awareness and the highest in consumption with adolescents.  It also found that the brands that were not recognised were least likely to be consumed by adolescent smokers.     

The marketing of tobacco cleverly associates its product with favourable social images.  A brand’s image is built with imagery in magazines, newspapers, at sporting events and through role models.  Advertising affects youth smoking by associating cigarette brands with images of strength and excitement (Marlboro), independence (Virginia Slims), having a good time (Newport) among other characteristics that appeal to adolescents.  The advertisements do not have to depict smoking; for example, sponsorship for Marlboro (10.8% of respondents who smoke regularly smoke this brand) shows excitement, glamour, risk and thrills through motor racing.  

Most adolescents receive messages on tobacco from TV or film (82%) compared to any other medium such as print or reference groups.  As TV or film is the most common source to receive messages tobacco companies are able to exploit this opportunity to inform adolescents about tobacco.  50% of adolescents have tried smoking and have seen messages on smoking through the TV or film.  60% of all the respondents have tried which means that TV or film has not influenced 10% of these adolescents in any way.  The results found that this medium can be influential to tobacco consumption.  

The majority of adolescents use the media for entertainment, in turn entertainment takes up a lot of adolescents’ leisure time and money.  This means that this is of great importance in their life.  They regularly spend money on entertainment (music, film, cinema etc), and magazines.  Image through entertainment is critical for tobacco companies to exploit, as these types of mediums are influential as they usually represent fashion, celebrities, in-trends and style. These are the types of magazines that the majority of adolescent read, male or female.

The results found that adolescents who read these types of magazines are more inclined to smoke.  There were no links with tobacco consumption and any other type of print media, only magazines.  Cigarette smoking can be portrayed as a tool to project an image of sophistication, rebellion, or glamour for example.  

Promotional campaigns are aimed at prompting a product purchase.  They include benefits to retailers who prominently display a product (or make it easy to steal) where children may become aware of it.  This is seen at the point of sale with the use of stickers and cardboard cutouts.  

Cigarettes are also clearly promoted to the youth by being located next to youth orientated products such as sweets and magazines.  84.7% of respondents have seen this type of promotion which shows that advertising cigarettes is effective as more respondents are aware of the advertising than respondents who are not.  

The industry has been forced to rely more heavily on promotional activities at retail outlets because of the restrictions imposed by the Government.  Adolescents are sensitive to gimmicks and accessories.  During the early 1990s, both Marlboro and Camel launched multi-billion dollar gear campaigns designed to get branded items into the hands of young people.  81% of adolescents are inclined to smoke if they own a promotional item whereas 16% of adolescents are not inclined to smoke but own a promotional item.

The results show that an adolescent is likely to smoke if they have a product advertising smoking.  Tobacco companies are effective in targeting the youth audience through fashion so advertising is influential to consumption.

Most adolescents are exposed to an average of two and a half to three hours of television per day, and regularly watch movies.  In addition, they are avid readers of magazines and spend time listening to music and searching the internet.  Clearly, mass media plays a dominant role in their life.  Adolescents gain information about their world and about smoking by watching celebrity behaviour in the media.

The majority of adolescents enjoy watching soap operas on television.  Soap operas are usually set around a pub where it is a social norm to smoke, usually showing characters consuming tobacco when under stress or when socialising with others.  The most popular television characters were chosen from soap operas and so adolescents use these as role models to look up to.

Adolescents favourite TV or movie star can be influential to their tobacco consumption.  The results show that respondents who identify positive images of their favourite star are more likely to try smoking.  For example, more adolescents smoke than not if they identify their role model as glamorous or cool.

The results found that direct influences from the adolescents admired star are not as powerful as product placement within movies and TV programmes.  Respondents are more likely to smoke or say they were inclined to smoke if they had seen a film portraying smoking positively.

Children are routinely being exposed to tobacco consumption.  Out of the five most popular movies identified by adolescents, four of them contained scenes with smoking.  Smoking in movies does not look like real-life smoking.  You rarely get the impression that smokers are compelled to smoke because of their own addiction.  Smoking is portrayed for stereotypical images such as elitism, rebellion, power and cool.  Actors smoke in the context of romance, or to appear tough or independent, and also to relieve stress – all situations adolescents might aspire to.  

Brand appearances in movies are part of a larger advertising trend that aims to place brands in movies and on television shows.  The audience do not view them with the same scepticism as other advertising, which is a benefit for cigarette manufacturers.  The high frequency of favourite movies with smoking scenes coupled with adolescent viewing habits can influence tobacco consumption.  Regarding the five most popular movies identified, more adolescents had tried smoking than not.

Again, the five most popular movie characters all smoke in two or more of their movies.  Smoking is linked to positive benefits through these actors.  The images promoted by these characters may be seen by an adolescent viewer as positive.  The benefits that smoking can do to the individuals’ image are powerful.  An adolescent is concerned about their image in the eyes of others; smoking may enhance that image.

The results show that respondents who identify positive images of their favourite star are more likely to try smoking.  

Viewing smoking in movies is a strong risk factor for the initiation of smoking, and appears to operate through promoting positive images and attitudes toward smoking.

Recommendations

There are no clear answers on the influential factors of adolescent smoking.  The consumption of the mass media and social factors of the individual all have some degree of influence.  

Parents should be instructed to monitor the smoking status of their child’s friends and steer their adolescent away from youths who smoke.   Parents are regarded highly for messages on tobacco.  Developing prevention campaigns and programs that focus on adult use and attitudes on consumption may be effective.  Educating parents and other adults on the importance of not providing tobacco for youths, especially during events such as parties and graduations can help discourage the social aspect of smoking.

Parents that smoke should be encouraged to maintain a smoke-free household because it limits family exposure to second-hand smoke and decrease the likelihood that their children will take up smoking.  In addition, tobacco should be kept in a place where they cannot access it.  

If adolescents cannot access cigarettes it becomes harder for them to consume cigarettes.  Continued enforcement efforts of tobacco access need to be initiated.  In order to restrict access stores must reconfigure their layout to minimise access and theft and also move the products away from the sweets and magazine section.     

Stores must implement required staff training on asking for identification as a lot of adolescents claimed that this was not asked for when purchasing tobacco.  

Adolescents admit that they still see tobacco advertised which suggests that the advertising ban is not working.  No overall effect on smoking will be seen unless there is a complete ban as the tobacco companies exploit the loopholes.  The only practicable way forward is for the Government to legislate a ban on sport sponsorship, a ban on advertising in the print media including media that is not directly targeted to the youth audience.  

Tobacco companies cannot simply be trusted to regulate themselves responsibly.  Associating cigarette brands with fashion accessories and other brand stretching opportunities should be banned on promotional item distribution.  Parents should be instructed not to bring tobacco promotional items of any kind into their household.    

There are issues with censorship in movies and television programmes.  The Government should censor directors and actors by banning smoking in films and programs by law, and adults should act responsibly to restrict illegal access to censored movies.  Parents should be encouraged to learn how to program their televisions or sky boxes to block adult material from view by adolescents.  

Adolescents identified the need to relax and cope with stress and other pressures.  To promote healthier coping, schools could support existing programs in the schools that assist young people to handle stress and provide more positive support and opportunities.

School was identified as a significant place where young people use tobacco.  Efforts to minimize this use can occur through continued efforts to enforce tobacco use on school premises and provide youth with appropriate referrals.  Implementations of campaigns of school-based social influence programs should be to teach adolescents that most of their friends do not smoke.  This can shift the accepted peer norms in school. 

Health promotion campaigns seem to be effective as many adolescents mentioned the reality horrors showing the results of tobacco use.  They seem to be in tune with young people by shocking them.  The campaigns need to be constant to have a lasting effect.  

It is important to realise that media messages do not influence all people in the same way, which makes it difficult to measure the direct effects on an audience.  The results support the need to educate children about the media and how it can portray images and tackle issues.  

Adolescents need to become sophisticated consumers and be taught how to recognise exploitation and not believe everything they see in the media.  Parents should take control as a role model to their child.  They can be positive role models by educating and discussing opinions, beliefs and views, which was established as the most influential factors that they have over their child. 
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