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The marketing of better-for-you health products in the emergent issue of men’s obesity
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APPLYING THE MARKETING PRINCIPLES OF

FILTERED CIGARETTES TO FOOD AND BEVERAGE
The 1960s and 1970s witnessed a dramatic
diversification in tobacco industry interests.
This was prompted in part by a desire to invest
in capital growth opportunities (Didrichsen,
1972). It was accompanied by what George
Yip describes as ‘the motivation, the means,
and the management skills for expansion’ (Yip,
1982). Diversification was also prompted by
fears about the future of the tobacco indus-
try in the face of growing health concerns. As
Jon Didrichsen writes: “Tobacco companies
follow[ed] a defensive diversification strategy in
anticipation of the possibility of a decline in the
tobacco industry as a result of the issue of the
effect of smoking on health’ (Didrichsen, 1972).
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