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1997 TH, TAUIARECBWTHRESh s NofERES
(Tobacco Settlement) DB % T & D BHFHT, RILLA I VAN T g —-
Fx ANVEEIRROME LT AT L2 THITE Y, 1990457 Na &R
DAY —, NHEBEEO Y a3 — F v A 03, 974E 8 B BIRID, BEWEL
72 RILUVAJVARDREMO L v 7 752 F - F33, Fx AVORFE
B ETH W FORESEE VAR v, 720, ZoBEETEE
ol TVa— - FyANZITTER Y, bI—ADOKYIFEEES N
LBl olzy =N KRU T ThHb, ¥NALEECBITLEENER
CANIBOBEREEL S L) SROHESHRE, RUZREZTENF
BEREL I NAEELORABFEOEENL, 1997411 FOBEKWTId, 77
ERICKERESCER L TV don, SiHHRORSERIIRES LR
Thv, =R a v Y OBETS L MEFOMRILE CHL TZW 575,
WEHRREPOEEZHETHD, ZHIRVI LTI AE2S ),

= VRE - iE, B4y FYAHORZI S 5 —, v —
WARVDEFEERE VD 7223 TRL, &I NI (ALY B EWIFHED
VY YNVEBZT, TAYNARERS NaAOAENA A -V RESTHE
EThHb, RETIF, TOAYAREICBN T g — - F v )RR
GRAZ o729, WHEUE (=K O -2 M) —Dh o R—L & LTE
L TR HIE3SE) &) REIMOERIC X o TEPNEOFEER L %
&, HEDLLTERTHD, TRVIFRICERI A2 Z EXFFHREINL T —
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VARA -2 YO5R, Ewn) XD, FRwz, B AEENBO—%
RICEEE ST, TRAYIEREINTEEOERE, B2 7 A h 4%
EHELOER L, BETREFM4L 252 LIZHEVZ VY,

BRED Y NAEHRBRICSEL, K2 2 ENERZ ST CE L,
PIZE, BB EREICETIBEL Ry N - Sy r— VL REOHAICE
W2 L2ROM 1965 EDEI Y NI -+ 5~V (Federal Cigarette
Labeling and Advertising Act)* %, 19704EIZED L7z, yNaREDFL Y
BRZELFOREE X Z2ORENLBITH L, Thbidbdio, FRELT
E L2 ZLOBED L BTN, SEOHESREORNEL D IZL Ik
SLHBESIETHD, LIHD, FROBEORFEA LT LR
RTCEINIERIZF LT, SROWEIL, HRATEOKITE TS S H
DEHELOND, REEESELZ TR, FOREOBEFFCANTT
RE KD SN LW EISED, F212iEdd b,

CHE T BRI %2 &R EBUIF O IR0 - RSB B 2 525, S0
C REETROTVD Z LN TH D, REERE, L2 2L aRENIC
BOTEHHODZWE/NEIGBVIAT W E S D b, PRI OEH L VEE
Y, HETLERRBBROMFHRATH T, ERHTIREZV, BEREIZY
NWAREZRLIRAFNERICH Do v — NVEOREERF ¥ XV EENHTY
ZWD72DIE, INSPINIEVIBEOREEY v UV ERLT, KED
EROAE T EWIRREL, BEoZh b 0BERLZRIICHEES STV
PHTHb, ZHIETHRL, KECBRARBELESOSMICEEL, #
RYZORIEERT AT 4 TThHY, v— RO -<wreTa— - FrAl
3, COBEHRATA THEERM LA —I8— 25 —Th b, WETIIL,
WOHNZE, HEXHOMIRE LTEFNE T AR5, BO A ES{Ls
AL DTHD, LT, TOEFOBRE (- VRO EHEICBWT
3, 19974 11 ABEOBRRECETR) 12X 5, KEO [Hdk] 2225, ki
DRBEDRKFERLZDTH 5,
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bHHA, BEADGNEZICEL, FNIEEFELICHERTSZ L1
BNBRV, T2, BHELWIVIIAFTATIE, 9407 LA HHERT
B I ), BEHUBEOESE M, HHT5EHFONTISHEMRINT 5 &
W, RO CHBR AT EEIEN R B T b, (Williamson 167-79) AR
WEBRACK EEBHREHARY, 207 2 — N HEWHITEALAS &3 L T
B, TN R, YNAREFRISEHED, BAOFNEZO0, BALRET
RIZEoTEBAEN T THD ), 728, 9 LAWENER LTI,
SEOF N aHEGESRE L FNCHE S0, BRUEETHE W
VAVTIAMIBUIBREOHREEEREIIOVT, £IINAEELZRALZ,
HOTHS DT LD TH D, GRENTESREOREINLD LS CHBH S
NTWB T Na7Z), FOBEIE, FRAT7 AU D KRERED, ARz
BRI ThHo7 Tk, BT, EEEGROREEEMRIIEE LKLY
NAP, FNUHL ARBHEHEBE AR EOZE 2 -2 8, W) Zo0E
BLRBENDHD, CNOLOBBWILNER L, s NaOBEEL T 24
HOMKKREDBERRFEIL, 02 KB E-NCESTHERE
IREOHBEL, MOTHERDDICT S, &b, BEHEHEV), 8%
EEROBEHEROBLEICER LT CEA Y-V FRoh&icBne, #
NZWoZ)HEETHD, ULEDHA, L, RERIX, 74V v 7€ A%t
O#ES N, v—rXRak, FOHRILSICBTLERHELESHL,
ZIC L o T = WR TR ED AL ERE EET 5,
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& NI DREFIIREZD, FOFEIBO THWI L ZHEIPD LN TV 5,
Ty R AN, W ELTOINNaOBERIE, MEHSNTWALERD
T, MATERNCELAT 2 2 KEQOFERP BB O 5 /2% ZOW
REZEO O REDERTH %.(Goodman 3) 2D, +HIREFIZE
5T, FNNTEHIEEAEARICBONCOAEE SN TE -, BERIIE
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RS EORETIHTHAMIC LY, YERIC 2 o729 TI0EEO TR
L, TOBER->72) LT ZONL TEESOFETT MRS
(toboca) B[ F 73 (tobaga) | & T, ZFNATZ O OB LI OER
PPEINTWA(Kluger 9) F/3apfloCca—uay S A0
3, VT RAOETFREATNHN_EBLLRHEL4R2EOZ L THDH, /31
zW L7z, TAVAEERXLE I -0y b E OEBOBRE, <
0= DEEPLFINTAL ),

Tobacco and America were discovered at the same time. The boat crew
Columbus sent forth from his caravels in 1492 to explore the island of Guahani
(later renamed San Salvador) saw some of the native islanders carrying small
lighted “Firebrands” in which they burned a “strange herb” and inhaled the
smoke from time to time.

To persons unacquainted with the practice, the sight of men smoking was
misinterpreted as a means of perfuming themselves. Much amazed, the sailors
returned to give their captain the first recorded tidings of a practice that was
to overcome the world. (Petrone 9)

FIFRDOERIE Ty P ildbd D, HRITEIC, LEMBICI2HED—7 A
BIOFEI0HISHE, aay 7ARI N NaOEz—R, Bhiwe LTxT
WMozl EXFEBLTWAS(Goodman 37) 1HL, v FxrOBEE&IZ~ b
O—VIEERIM R Y, 7TAYAEERbLE I 0y 3 hoEE
OKREZQZIIINAN AT TAOBLEF Db o2 EEME R LT
V5 DIZEBRE,

a0 7T APEARN S N2 L TEBR 2 R e h B S TB &, #
TORBRLHE, LLILIORRELEDOEIZ R 72, 7 V- —lkh
3, BHOBITEELTY NI ZALZ VIR, L) T 5 T2 b0
HLaBEoFReBRL/zaay 7R, [HEAEFAKECECEED
BRCHEDS 2 LA, OGN EEH L eh o7, BRAONLEDE
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% (ZER), “it was not within their power to refrain from indulging in the habit.”
3, KRLZHOBRHAOKTFLEREOESELIOFEZ LKL TS,
(Kluger9) A ¥ FEZE L TAEBMBHETL L ) KEF o> T2 ZDIEiE
B, BT-b0HEEI*HETAICRC, AT Y T h &S, B
RCEOPYREAT LR 20T 2 wh e NSNS, IR0y v
FrOfmHiE, BF5L, 2HILAEFEZZELTCOIETHSLH, B
W7y P2, 49T A T T A7y FAMA Y "ok BB L
THEENOER D D B (Goodman 44)

Ebdbih, INOLORETNEEE»SHRIROBMIcy Naidg—ay
NTHTIRRENB LR, BIL20RMBHICE, T—gveny
ZeELTHRRZEOT VTERTHERRINS L H 0k o7, BFIITE
LoD0Ho e KERA G OBVEICE - L3V, BRNLEEHTH S,
FEICH i R o B RIC b o6 Sh o R 703, b a—
t—, Faal—rHHrd), FIrITXFEED, IV ERWEOREBEEN
RIRIE L BT hE, CORFIOEE & L#HER, Vo) HREICEKTE
£9o A LTHNT, ERLHEORMM & M, 3 -1 v/
T LB, EOROGMERBEOEE,ONANE, Fhwz, ZIT
BEELT AVNKRECBREL, TINBTA NN a0BRH LN ESE T
BT & 9o

HRRN D, BROOHEEFRERETHAH7 2 ) W RERMEH, 33
U2 B HRE E HIT 2 5. 2 T p v B80S, SOFEIIEEEaE
bW, Fy P OB REITAKI L L 9 o(Goodman 19-36) i &
WE, 72U ARERMSKIIFEEITERLF ORKAOEE, OEERCE
IRTEA T FORRA 2AE 2 5 Lz, (BUARERICHET2ERNY v Fo o
DEENPOTFELTCNDY, INLOEERREFCHELCHERSINZE
BHEETHHH.) INHOERNICBWT, JEBEYI, ABELEA
R, EMERVCHEIECBERAR LR CE—0FE L LT, #2745
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Y= VOBBRERTICBI N, O DOFEX T, AMIE, 2oL
MO &) CEERRCHERR LAY, BISBEARICEVRATL
ToHEBURLANTELDOTH o2, SHERCRIRIEAZET 54
YIOBBITT A ) A KEIBDTE {, TRy 2 BEROMS £
Tholeo KRBT XY N KEIZEIEBEMLGERLLEN DY, - TH
BT OISO BV S ol BIR, KD LT 5 DEmEY
TEIREES S, THOSEMFIIECTRL2 o TW2biF 2, Fhb SR
YHEOHRT, yNalZigrEREMKRICEE L TR Sh, BoRk e
SRz v BRI, BECET 2, FCEET_EI L0, B
TITDRFRICBNTT S, o aidlicfiEshi, 0%, BAKR
ORI - REE TR O Lo RHEEYOFR TS, ¥ /33 3M—BI%O
FHELES12DTH Do WHICE N, ¥ NIOREZD L O BRI LD
Tholzo Vv FRYDEEFICE, KDL %7 4 5 ~N— T (Winnebago) &
DEFEFFIHEN TV 2,

Earthmaker created the spirits who live above the earth, those who live on
the earth, those who live under the earth, and those who live in the water; all
these he created and placed in charge of some powers ... In this fashion he
created them and only afterwards did he create us. For that reason we were
not put in control of any of these blessings. However, Earthmaker did create
aweed and put it in our charge, and he told us that none of the spirits he had
created would have the power to take this away from us without giving us
something in exchange. Thus said Earthmaker. Even he, Earthmaker, would
not have the power of taking this from us without giving up something in
return. He told us if we offered him a pipeful of tobacco, if this we poured
out for him, he would grant us whatever we asked of him. Now all the spirits
come to long for this tobacco as intensely as they longed for anything in

creation, and for that reason, if at any time we make our cry to the spirits with
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tobacco, they will take pity on us and bestow on us the blessings of which
Earthmaker placed them in charge. Indeed so it shall be, for thus Earthmaker
created it. (Goodman 25-6)

LEEOF NFHER L R CREO—aF v EREETRD, ThUS
KABEBOT VAT FEEATH, BED Y NINEB,IRITLHT
AEZBEHADBACRMEE L ZEDFTELOTHL ), 7TAYIEER
W&o TH NI, BEICETHIHES O = b v (Manitouw) ~NDOFED B 1Y
FARER O LD, M—E_OBELIEEZ 72D TH S, FHIOHENE L
THZR NIV A N (calumet), BiH—HRD/34 T2 L2 5 NI OE LEKAD
HRA, COMBMIC L IBOMNS B 2IEE LTI NTORBIEL S
720k, FoNaNEFRNCRRET S LREOMEE RIS LTV A O TH D,
(Kluger 8-9)

T AYAEEREEICBT S a0 ERENESREE, Fovan, 22
TEFETLIRME L HIZ, G-y SRBROERERIITEESWHRL %
B, ZHOMEE UCEXR . 20BMER, SHEMHEI T NOH
EDIES% fi> TORREROBAEIC L o TRBHBMIZESIN TN ), [¥
NIABDA ¥ F 147 ¥ (cigar store Indian) | L BFRE N7z Z OFEIE, < b
O— S, EIESMRORENCI=TERCAT» O IETE
FENTH - IES 2. BH &R ¥ A (Pocahontas, or Pocohontas) <* & DA
DEYIING ¥ (Powhatan) 5, £ & LTEMER O VZETNVELAEIND
DEFE, FNTIEEOBRRMWRELRL, REOWFELELTOFINIDE
B, B 55 NAIRE LET 720D T % (Petrone 25-31)°

OB, L LaFSEIRICASL ERECENGD 2, HRIIKE
HERE KRR L VO RO KK IS DI, ORI PO 5 KR
ELLEBETHRTBRSIEONL, FRICEL EXHEE» &, &
TORECR2E0 ) PEMIERLET SED EOFD 2T, RAIHET
LNz NHRENTZD LD THE, ZIIHERUELLTREI 25330
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BAEMD, COMGEOEEICBNIT L E P KES NTDOERTH S S
1880 D AR >4 7 (James Albert Bonsack) i~ & 5 HE#CE ¥ /S Lo
FEHT (Smith 15) % 328812, SRR PGS ARRE L iTE ORI E —E S 80E
FoNalk, RERIZERIEDOS X -V 2L Tws, FOTENS
A=V, TOBMBOBFIREIEH SNEEORBI A X — T Ltk
T, BERHS I NS LT, BHEN2AEDE LTHERL
FoleDTHb, WMEINAFT AV IEGRED I NIHBIIBWTE (L
T EODE1923ED T L TH D (Goodman 105), [FXABDOAL V54T
YIR1920ERICIBABELEZH LTV, UL, ZO8SEB LB
HfiifE &, THICHS 2B, GRERROLPOHERT S I Lidkdro
FeDTHbH, TOEIEEL LR E, RAET -V ROEEOFICRH
TIENTED,
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e LToOx—vRuid, BEERIC L - CTREEICKBIS S, £—
HZ 192445 19544E F TOZ-HER, ETHNT 19547 O HEICE D,
MO — VRO FEL BEOa 7 TRAILENRTEY, UK, KE
Avbe—UbRLED, T/, HETHICELTR, KEXvE—-VOERRGE
WS ORREP S BICTLBRICAEE NG, 0%, E—HLE-HEaby
WL, == VR R&EE, eXERCIESINLGDITHS, DT, #me
LTOELE ZDREDENEEE, LB THITL LI,
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EHO~v— VRO E EMFIC LI NTE oz i, L CHS
NTnb, H—RRREROLEREESWBRICEL LR, 74y
TR AMDEE L DN — VRO E 52D TH B, HHICTRS L
BEBECH LS 578y =V DIOF AT, BOOESE ST EE
ERBICREOONTEY, BAZIEHS O E 2% EIRTE 2, RVEO
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i, bb A A, OHONELXETZOTHY, FEHIT “beauty tip” &) &
520N, 192742 1451/ A 2 OBBEETE, BaEREL L
412, “The Smoke! That’s what counts in a cigarette! —that is why Marlboros
have become famous in One Short Year. Marlboro Bridge Score mailed free upon
request.” & W KF 4 - T ¥ — &, “Mild as May” (UL L, KLF - DLFD
MREZLEBY) L) Fr v F a=FE,rhT0D, FryF - al—
M ETHBERBATEY, IHIEEREO“Marlboro” & HIFIET b, K
Boy N2 RETIE, BROT ¥-VidimaBERICH o7z HHOBRS
REFOBEY, BEESHILILTHRERHRERALLOTH 2,
T RE S FIS TR,

“Marlboro” % “Marlborough” DBEREL TH D, FRRBHATHL, AR
ETEv¥Fa—ty YNCZOBOIDH D)5, 1F) AHLFAZBDH
(E—NWNT) OFPELRTHY, BE, COZPLEBINLIOEERETDH
bo FHUdE, BE-NMNFABRANELTELL LT T - V=27 X
(Sarah Jennings) % b E 45, vV AREGLEOERIELTIBE, A
FTELEHRDI VA, HEZORWEIZE-NVNTRBRADORKRNA A —
INHoTHAH TR, tHllEND, LA oS—F v MiZEhi,
E-flv— VROt — VA - B PIERS ERRELTZDOTH D,
(New Yorker 41-3)

FREETL)—H, FETREIEYH D, FmT—EATHL, Th
3, FNOHEFOEY Y vh, HEY NI E D DITHEERRCHEE TS
D, FOREX, ZOSBCRMCHERICREEETERLLY M LX
52— (James Buchanan Duke) ¥ T#%, LR —VARTEHIEZTY v Y
AAALERRICL TV, BELLINN, WhBs[v—FRT -7y
ZIORBITH S o H—He—VFTFIOMICD, TiEEaH e Uik
Loy A ORES, BroTRTHEREER>Cnb, AL, EE%
AL TENAT & MRS T HTT 72,
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1954%E, 74U v 7Y At~ —-LFED R LEMWICKERZ L, 74
VI —%RETDHEEHIT, ERNZEREICOIEL 2, ERHORERIT
b BILOERICEZOOKRELEHN D 5, £—IF, REICEESN,
BRI & 3697 ROMBMEOB FERERIE D, s a oSN REDEHT
HY, BT, THEEREE LEGORERICL S, FtoFsERTH S,
Ry r—=VEENE TCOMME TV A 5, REATEORRASEE 2 HE
DFHFA VI FSNzo T2, TEROFESHPVSsy 7 — I 2 T, “flip-
top box” EFFHIN L LR ZEFEERA L2 Shidw— VRO PFEINTH 5,
(BEERICIER EB Y O “softpack™ b Iz bhize) INEHIEIXZ DELS
LA - =%y bEAEL L, BFECE->TV 5,

EEPORT, EHREMIVIEILPEETHL, v — L KuEHE
BCOREICEE L, REMCH 28 "ok, £—81RI2B %%
mNOBRATH Y, Bl A - VHEEEZES L L LI FOEE LR ER
THEBRYTH S, F—BRIT19604F F THEMB . v —VRidy
TR—AZETNE LTERPHICEIR SN, [v—NFRo- < | DO
BELBBENRTHREY, EFVREI TR DI F =X - T LAY —,
NYE—, $IDH, EVRA-LY — ME, B4 THD, /N—% v Mid1958
T, IR - 2 Y OETF IV “regular guys” KA I TERAT 5
FEPE R U728 (ibid), THIEBEICEBLVWERE I A Th o7, BRI

T VAR TEPN A, 19614F, /N—k v MUIBEOESICEY, =7V
EATR=A —RIHBZ LR RDT=DTH B, E—BIREIT T ORERHIC
7eODRITERL Ch o7z TORHOETFT Vb 0IE i,@@ékﬁ
%kﬁ%tﬁﬁ,%Lf%ﬂﬁ%iﬁlméntlhévééo(E&:_@
ANBIEIARYTEL L, BV RUTHINZLDTHo72,) N—F v b
BELFVWRELFCLINEL, Iho0EFRE, [RIL, HESh vk
PORET, BEREVKBRORLETHY, BROPICVTHT CIZRST
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AoK, BROWMAFIZE > THY FVIcR2 )iz e Bhd b | Akt g
TBHDTHo (ibid.)o BL, EFAPHET 2 FHES &, “The filter
doesn't get between you and the flavor.” £ 129 2 ¥ — & OFICIIRFAIMD S 5,
BEE, TANY RS NaOREEL D ZTTRRA LD DL ENY)
EXZAVEBTHY, FAPaV—IIREENDITEY, REE LTH—
HERNATVEZ EERORV, 29 LAREIEBRBEORETHAS I,

WAIZT 4 ) w7+ F) AL I960FEIIT W3, ) Ay =) ¥
NIEHLTWAEA, 03 —I,“Go to the mountain ... it will do a lot for
you” WA LD THb, THEHBOT— L RUDFEHFR I Y —“Come to
where the flavor is. Come to Marlboro Country.” IZ27% 255 b D & LCiEH 2
nb,

* * *

EBREHEST - VRO A-VHEIHTH D, 1961475 HFD
[mz—3—2 - 46X, T=—=NKT - H Y =] LWHIRFHDI
V=25 L0 72U AERERNZ < — )V Ru OO R Lz
&, “Wherever you travel this summer ... from the Klondike to Key West ... In any
state ... in every state you're in Marlboro country.” (T#RIZEZD FTE)EWVD
T —-OFEEIE, BEBRICBT S L) RIREES RV, HL, ST 1
NV — « FNTDEZEEDE KD o 72D, “the filter cigarette with the
unfiltered taste” &\ 9 I ¥ =3 FH L TWa, B, ZORULELED, ZH
BOTATHFOIZ A4 70 BEWSNA, SHORFREZEROZDIL
X RODOIy 7= VPR PIIELD, BEEGERFECENIOTH
JAR)

[w—Ru- s> b ) — IHREOXEMEESIC 2 5 EFFFS, BHETL
bATHR-ARES NI 1962 FITIEHHMETRABF v -
AR, B — V- I — VKT 2W D 7 7R — A OFEENHE
Lz, HERIE 7 W — H— 2 “city-Western hybrid” EFER D DT, §oK &
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MDOAYE—A OFEIE, Tr-VETRIDETEY IV ¥V ORE,
YoF— RYTAT A, 749FN7 4 T7TOIEHDE], Ny KR
T IVEREITN (Kluger 293) RS DEEII—B L7 ¥ —VidHH
T, Thid, BT AE CEBRE L MY A B0 X FOEE, Thoro
bHAHA, XADOHFLHICENHAN A 7R — 4 LW BRERIRERTH D,
ZNOZ, ZOEEEZENEEOBIIREEREATVDL, LA LENES, #
DERIORZDA 27 FORRE L, <= VET-F MY — OB
ZRBICBNT, FRBREGEOEREEIE Y, ZoE,rsv— LR D -
YOANEBNFHEHBRLEZDWE, BRO-BTEELISH, ANBIEY—FE
0.2 —OBRERILOBEREL LT, bRPULELRL LoD THD,
* * *

EZBRRIL 19644, v —VET - H 2 MY —DEAWVERE, “Come to where
the flavor is. Come to Marlboro Country.” DA TR T 5, HE&HOHELG
THbo BRI 1987 F THCAS, B IZIZIRGEEME DOTRED & 60 4E4L,
ETOFELUBRO G NnD, E=BRIIESHFETHY, BREMICED
BECEBESINTWD, v =R H Y M) —DA 2 —IDHiL L L7

&SN PEPNCOPRZOBETH D, IKEDFT T4 v 7 Ach, =
DEBCE > THA OTRIEA Shz, MOBE LI R—f 02K

WKREDLLZTOREINDY, DY R—A OEBROEFEFOILxH YO
FIFHELIHENTDIEE a0z, BB, MR TI AT 1 v 7 8EHS
BHICERLDDH 0728, TIATF 1 v 7B E 45005
ﬁﬁﬁ%i&orwttb,7—»£m-ﬁ/bu~#6u—@®77x
T A 7 BHER S N7z (Kluger 296) VW SRR OERRP T — 7, %
DRDEED, AFFEON T R— 4L LB BB, FRICERTFORERK
EH 0 T, HOTAROMPLBEDOFNT 2 ME OB b Z TNz, EIC,
A7 AMSFERMICHAVS N, BEETL, LbORFNIh v R— 4 O
Y, O—T2Bo/BLWFELRED /70— X7y FHP, BEU LK
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B, 2obEYiEo 2, o, REESEHSEov— b Ra - v ®
[HEEE L, TOBBICZAEE SN, (BICA Y NN—DBIMREEED
LEDH5,) &8, FlEHEoREERH P EDO T TR -1 2729,
FRRIEEREEL B0, B R—A TEaIAF2—2%2ETVWELD
WKLPRAZV, BEROEL, BETEWAZRLPHYE, BE Ll - K8
PENPT, NEPBEICENTWLBEL2DK]6bid) LI EZH, BEOHE
IR0, BTH ol
* * *

FNBREIESHZEECHY, WEMTH L, HHHIEEL, 19700
519874 F THAEMB . INHFEFEZAR L D FEICAEL, HEERIIH
LWAHMEICES ETEESI N, BRERS 2V, v LKRUNRI LA/
wfﬁ@ﬁ4yiFV%&wTéﬁwab-ki—ﬂ&at@%l@ﬁ%
DIITSETHB.2 —F, WEEMBOE»S ZOMEHMITL01d<—
WART -7y AOWEETH Y, ThIEZBIRL EUAEEKERAT 2,2
KEDIZ19708E D —F -7 b 7 4 v MEDS, ZOBIBEELTT— UK
O IYCHRh oS elme REERICFEYH L, 1979 41213 “The
Marlboro Country Store” & Z {17 75 LIES = BR L7z /4, ~— N FKu-
7y RPUSZ D, “A Collection of Fine Art from Marlboro Country” & ¥ LT %
7R — A XALEFOFERMEK S v £ )V (Charles M. Russell) D7EGL R (FEEIFS)
cHRELAD, HERXEHEL A Z0M, FEARK—-—Y - /Y DR
Ry —2HDHD L TWwD,

T VART Y ) = EHEREOBRE VTS S BB Y ERT
T, EZBBICBVTHE LGS L2 Z08EE EOoED, BEOHEXH
HELEFCTEOELZYESELON OB R LD, v—UFT .-
Ty AR, kD bﬁ%ﬁﬁ$®7\rﬁ‘/%—*‘/‘y 7L, =Koy pJ—
ZEkoT, BORBHERRIEEFTLF v RV E LTHRIELL, 22005
7—»%u%?bU~ﬁﬁ%ﬁﬁK@Dﬁﬁu&:lof,7~»$U&
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FNIATHB EFEBIC—DDOHHE RO TH D, THNIZODVWTIRHAET
FHELCEELLY,
* %k %k

EHAREERETH L, 7y FerdSEwEgRc L, 7149 v 7
E Y Z4HZ19894F, ERETHIRICBIT B F 3005 ) 1iFT, £ 0390
690077 FIVERRERL, “MOTIF Ay a - TAYA Y - Fak0 17
&, ZMORI LA/ VAHD 26 EDHEREE > T b,(Goodman 11)
ZOEFRTIRE 4 DR OEMIIARBIA, FI e 2 —(Donahue)iZ X 1L
i, ¥R b7z 3a3055, BXFRGSO—F < —VETTHo 7,
(Adweek’s Marketing Week 32) 7275, Z 9 UL7¥F L I3EEIL, 7TA Y IEHE
EPNC BT 2 B2EE N ERA O—@& % D, 19645 IIE AN 0L
ETH o720, 1991412132675 — £ ¥ M2 E THERAA TV, 19924
i, == Ra-wrERNURET o & ER AR O — L RO FERK
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Ta W), BELITHKICEHES 258420720 TH % (Barnet and
Cavanagh 194)
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% — L (Wayne McLaren) 77 >~ TR L2 &1, BICEAZK) G
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IHEDIUERDI98RE, BEEOLJIIEH L2V s — - Fr A VIIERCH
WCHEVERICEEL, 77y EBRL 0, A ORI ZOBET,
B ZE o T D TH b,
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7 (Lohof) DA AT & WL 2 DI IZid 2,

The Marlboro image represents escape, not from the responsibilities of
civilization, but from its frustrations. Modern man wallows through
encumbrances so tangled and sinuous, so entwined in the machinery of
bureaucracies and institutions, that his usual reward is impotent desperation.
He is ultimately responsible for nothing, unfulfilled in everything. Meanwhile,
he jealously watches the Marlboro Man facing down challenging but
intelligible tasks. He sees this denizon [sic] of the wilderness living as Thoreau
would have: “deliberately ... front[ing] [sic] only the essential facts of life.”
(Journal of Popular Culture 448)
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HY, TOPWLWEENEOFEEEDS L %2oTnb, ZORTI—)V -
ROIREOFKEE, EHORMZE (, REACIELTWL, KAANER
CTREESZVOE, KEOPCSBVEREERIIATROERTH 5,
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MEFLVIBRTH 5,

V=AU EEOEROERLMIL, ARELFELOTY ¥ FMTHE, 72
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[ERITHY, 72700 F17Thb, BEICIEE L7005 17k
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“Chuckwagon Cooking from Marlboro Country” & &S, Z+ /DI v
KA BT ER—VILDL > TRAL TV D, KERMTOXTHE 5,

The Chuckwagon:. It was home, forty miles from nowhere. There was a
time when the only Chuckwagon around was the 'long-eared' kind. One mule,
carrying a chuck box full of food. Then in 1866, Charles Goodnight took
that chuck box and put four horses in front of it, four wheels under it, and a
cantankerous old cook to look after it. The Chuckwagon became home in the
middle of nowhere. A place a man could hang his hat, swap a story or two
and fill his belly before turning in. Just turn the pagé, and you can start
enjoying 28 original “Chuckwagon Recipes™: great foods that capture all the
flavor of Marlboro Country. (Life)

XHO “chuck” 13, #7K—4 FHETAREIET . Fvv o 7TV 3408
BBV TCRAME TOREME 2 T 2HMORHABETHY, H v
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The Puritan utopia of a “city upon a hill” found its strange completion in
the flatlands of the American suburb. For growing numbers, daily life was
delivered from the cramp of the city, lifted out to the half-wide, half-open
spaces, where the long-sought and long-feared American wilderness could
be trimmed back and made habitable. The prairie became the lawn; the ranch,
the ranch house; the saloon, the Formica bar. (Gitlin 14)
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1 2% =%y PO “USA Today” |ZIZRD & 5 R RHIEHE I N7,
R.J.Reynolds has repeatedly denied the campaign was aimed at minors. But in July, the
company said it would drop the ads for a more lifelike illustration of a camel, used on cigarette
packs for generations. (“Tobacco Settlement” by USA Today, September 12, 1997.)

2 LFE“USA Today” XA TR ELER STV 2,
The decision came after a settlement this summer between the tobacco industry and state
attomneys general that includes a ban on the use of cartoon or human figures in cigarette ads.
That settlement has yet to be ratified by Congress. (ibid.)

3INDEREN, TAYIAREARBEEREE ICL 5 RELHEEFICHR S
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Goodman 97-8.)
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8 FIRRDFEER. ZOMICHEED ). EEOFFITIILE, LA S—F v Mo
BIiES o~ 2y - RIADA ¥ ¥ % 2 — 5, “Marlboro Won Success by Big
Newspaper Ads” (Editor and Publisher, December 6, 1958)723% %5, W7k 712 Z oz,
“PR Man Fones, Adman Burnett Bare ‘Secrets’ of Modest Marlboro He-man,’ (Advertising

Age, November 17, 1958) % fBH L TV 5,

9 RIS B, 7o — 7 RENFFER KEEEFTE ). Walter Thompson Collection”
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108 L, BEMFSNE LT, 1963 %, KIEEFNVEERA LARENBENZ, 2T
DEMEEOBEG L BRALZLDES Y EHERNEND, TE— X “There’s a
man’s world of flavor in Marlboro Country and women like it.” & 29 D TdH o7z, FlI
ZBTEBDEH. H o P —LREPEE LIZIRRICBT 2 ZOLEEORAR, &b
EEFDBFE~DEEEA L Vo 7B H Y, v — N ROLEOFHE —EHEL T 5,
EBIORFH Lo ERA. ZOEFIZTCICHER,

11 TR 7 ANBHEORLZ 1963F L PE LTV 508, ERICETOERDELEEIC
SEFFANEPEEL T0d, BLEEOHRE LTI, HEPIZ 1963 L0 4F
X, ANBEPHEAERZLEZ TIPS, ANBYPEILLBIESRS, ARBOD
LROFRERMCT LEEREIEO 2 ENLB LV BDA, Thit, b
J—REDA A—VHIHEEEF L Qo2 L2 EMTLIERTH A,
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13 CDFIED 19694, 7 4 1) v 7« £ AL, “Win a vacation in Marlboro Country
— anywhere under the sun!” & B L T, $1,500(30\) DEE % 1To T %, Thid<—
VERT - 7y XL B BOTERME OB Th oLt TR LI,

14 [AHI OREHIT—T v ¥ —0—AThH), KREHSHREOABE T H S
Fy—NWX Ty FFAMCEALTE, 7=TAF4 D727 A =50
FCEIR SRR & LT B o(Cf. Daniel Boorstin, The Americans: The Democratic
Experience 11-14.)

"B, Ty FFA ML BTy s D TURPIAL TR, ATy 5 0lh 7R
AERIPFELVDOT, —FBEFH L X 9 .“Cowboys owe a hearty thanks to Charlie
Goodnight, credited with inventing the chuck wagon. Needing to transport and cook food for
a trail crew, Goodnight bought an Army surplus supply wagon and reinforced it. He replaced
wooden axles with iron. He built a pantry-like chuck box on the back and strapped a water

barrel on one side and a toolbox on the other. Six oxen pulled his chuck wagon.
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The chuck box held cast-iron kettles, Dutch ovens, a three-to-five gallon coffee pot, and
even such luxuries as sugar. The cook also carried medical supplies, including at least one
bottle of whiskey ‘for medical purposes.” Goodnight’s creative invention plus the availability
of ‘airtights’ (canned goods) gave cowboys in the United States a diet much more varied than
that of Latin American ranch hands.” (Richard W. Slatta. The Cowboy Encyclopedia 139.)
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Synopsis

The Cultural Meaning of Marlboro Advertisement

Hidehito Gemma

Following the conclusion of the Tobacco Settlement held in summer, 1997,
R. J. Reynolds dropped the Joe Camel advertisement, and it is believed that
Philip Morris will stop its long-run campaign of the Marlboro Man
advertisement, though it still appears in magazines and on billboards (at the
date November 27, 1997). Marlboro Man is a huge icon which represents the
general image of American tobacco industry. The Marlboro Man advertisement
has been a success, not only because it possesses all the characteristics of
advertising but because it combines those elements in the most efficient way.
(So was the Joe Camel advertisement) The disappearance of Marlboro Man,
therefore, will mark a serious defeat of the system of advertising in this
consumer civilization. Two historical facts about tobacco, that it originated
in the American Continent and was highly evaluated by the native Americans
as the holiest plant, and that it played an important role in the development of
the twentieth-century consumer civilization, emphasize the seriousness of the
defeat.

According to Jordan Goodman, the native Americans used many kinds of
hallucinogenic plants in rituals. Of all the hallucinogenics, tobacco was the
most important and universal. Even hunting tribes which did not live on
farming, cultivated tobacco. It was a medium to link the earthly world of

living creatures to the supernatural world of god and spirits. That is why the
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“calumet,” the shared pipe of peace, played an indispensable part in the
diplomatic negotiations among different tribes. Tobacco was the only tool to
make it possible for them to invoke their god, Manitou. Such symbolic values
of tobacco were still recognized even in the modern industrial age of mass
production and mass consumption, in the display of big wooden figures of
“cigar store Indians.” Although the pursuit of efficiency of the twentieth-
century consumer civilization, coupled with the industrial image of the mass-
produced cigarette, gradually abandoned the “cigar store Indians,” tobacco’s
metaphysical values have survived. We can see them in the advertisement for
Marlboro cigarette.

As a market product Marlboro is classified into two kinds according to the
year it was produced, and the second period is divided into five stages according
to the appeal or strategy of the advertisement. The first period, which started
in 1924 and lasted to 1954, is characterized by the fact that the cigarette was
aimed at the women’s market, which was rapidly growing after the World
War L. In 1954 Philip Morris completely changed the package of Marlboro
and its sales target as well. The important second period started. Through the
experiments of the first (1954-1960) and second (1961-1963) stages, the
concepts of the Marlboro Country and the Marlboro Man were clearly built
up, and were enhanced through the third (1964-1969) and fourth (1970-1987)
stages, when the Marlboro advertisement reached its highest conceptual
achievement. Fighting the severe weather of the wilderness and doing simple
but rewarding works with the full knowledge of his own role and place in the
universe, the Marlboro Man represented an ideal figure of the masculine human
being. Besides, by means of many Marlboro goods and sponsorship to various
events, the Marlboro Country established a channel into the real world through

which it could scatter the numerous fragments of its image and mix them
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with those of the real world. Even after the decline of the Marlboro Country
in the fifth stage, the advertisement’s achievement still holds its influence.

The significance of the setting cannot be overemphasized to consider the
cultural meaning of the Marlboro advertisement. It is the “West,” not only as
the real geography but as the topography and culture in the history of the
United States. In the strict definition the “West” and the frontier are different,
but in the Marlboro ad the former includes the latter, the vast unexploited land
of affluence, and thus has operated as the central prop of the ethos of the
American nation. The real frontier disappeared in 1890, and the west stopped
being the land for go-getters, in the rapid industrialization. With these physical
change came the tremendous psychological change in the people’s sense of
the time and space, which, combined with the newly emerged mass-produced
goods and numerous moderm appliances, drove the people into the sense of
“unreality,” as described by Jackson Lears. Suburbanization after the World
War II was one of the largest-scaled attempt by the American people to solve
the problem of haunting “unreal” feeling of the urban life, but it only added
new kinds of anonymity and indirectness to the mass culture of consumer
civilization, which drove the “West” away into nostalgia. There the “West”
has become a myth, the American lost paradise. It was in the very middle of
this process that the renewed Marlboro was introduced to the market with the
eternal image of the “West.”

In the Marlboro advertisement the “West” is always represented in the
present tense, and all the objects (including human beings) function to reinforce
the concept of this paradise “West.” Every object, therefore, must be interpreted
according to the grammar of myth. As Bruce Lohof points out, the Marlboro
advertisement sells not only cigarettes but also a metaphor. It has changed

from the simple showing-off of masculinity into a cultural symbol which
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appeals to the collective imagination, i.e. identity, of the people of the United
States. The metaphorical “West” expands itself larger than the real “West,”
absorbing all the sacred elements of the American culture and land, which
includes the supernatural world of God and spirits revered by the native
Americans. Marlboro, a tobacco product, quite naturally offers a place in
itself for these God and spirits who endowed the Americans with holy tobacco
and was driven away by the cigarette culture. Thus, by lighting up a Marlboro,
you can and should regain the lost paradise, the “West” — that is the ultimate

message of the implication of the Marlboro advertisement.



