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the adverse health effects of smoking;

lack of health benefit from smoking “low tar,” “light,” 
“ultra-light,” “mild” and “natural” cigarettes (products 
that have been deceptively marketed as less harmful 
than regular cigarettes);

the addictiveness of smoking and nicotine;

manipulation of cigarette design and composition 
to ensure optimum nicotine delivery; and

adverse health effects of exposure to secondhand smoke.

The tobacco companies must also publish the corrective statements on their 
websites and cigarette packs, although the implementation details of that are still being finalized.

HIGHLIGHTING THE NEW CORRECTIVE ADS
More than 50 years after the U.S. Surgeon General first brought the relationship between cigarette 
smoking and lung cancer to the public’s attention, tobacco companies are finally required to tell 
the truth about their deadly products. These “corrective ads” are designed to correct decades of 
misinformation that tobacco companies had spread about their products and highlight the following:

Here’s some history on how the corrective ads came to be.

1999

U.S. Department of Justice sues major 
cigarette manufacturers Altria, Philip 

Morris USA, R.J. Reynolds Tobacco, and 
Lorillard, for violating civil provisions of 
the Racketeer Influenced and Corrupt 

Organizations Act (RICO), and other laws.

For 11 years, tobacco companies 
filed numerous appeals trying 
to weaken the order and delay 

its implementation.

A U.S. District Judge finds the companies guilty 
of breaking civil racketeering laws by deceptively 

marketing to children and lying to the public 
about the dangers of smoking, and orders them to 
publish corrective statements on five topics about 
which they had deliberately deceived the public.

Industry appeals were unsuccessful. 
Corrective ads began running 
in over 50 newspapers and on 
national prime-time television. 
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