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PROFITS AND PANDEMICS 

The Lancet NCD Action Group

The tobacco, alcohol and ultra-processed food and drink 

corporations are major drivers and vectors of the global 21st

century pandemics – cancer, CVD, COPD and diabetes

These are not only lifestyle diseases they are industrial diseases 

as well

Why Supra National? 

"We're no longer a neighborhood's beer or a country's beer. 

We're in fact a corporation representing the world.”

Anheuser Busch Global Advisory Council

http://tobaccoanalysis.blogspot.com.au/2017/10/niaaa-promotes-alcohol-industry-public.html

Mike Siegel

mailto:r.moodie@unimelb.edu.au
http://tobaccoanalysis.blogspot.com.au/2017/10/niaaa-promotes-alcohol-industry-public.html


6/18/2018

2

So what are the tactics they use to 

undermine the public’s health?

1.  ATTACK LEGITIMATE SCIENCE

2.  ATTACK AND INTIMIDATE THE SCIENTISTS

Prof. LISA BERO

“10 MUSUH PETANI TEMBAKAU DAN BURUH KRETEK = 10 ENEMIES OF TOBACCO FARMERS 

AND CIGARETTE WORKERS

"KOALISI NATIONAL PENYELAMATAN KRETEK” = NATIONAL COALITION TO RESCUE CLOVE
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3. CREATE ARMS-LENGTH FRONT ORGANIZATIONS

 Tobacco Institute (1955-1999) and the 

Tobacco Industry Research Committee

 International Centre of Alcohol Policies 

(ICAP). Drinkaware (UK) and Drinkwise

 The International Life Sciences Institute 

(ILSI) – has 16 country branches -

Founded by Coke vice president Alex 

Malaspina in 1978

4. MANUFACTURE FALSE DEBATE AND INSIST ON 

BALANCE

Create the impression of a controversy

Insist responsible journalists cover both sides of the argument equally

Demand balance, relying on the Fairness Doctrine 

Divert attention from harmful products:

Focus on Corporate Social Responsibility (CSR)

CSR has been a dream come true for the SNCs

Focus on other issues as the problem e.g. physical activity instead of diet –

Nestle and Coca Cola 

Milo Sports development programs 

5. FRAME KEY ISSUES IN HIGHLY CREATIVE WAYS

 Admit that it is a serious problem, but not a life threatening one

 Admit that there may be a problem but it is less severe than everyone says

 Argue that the problem is less severe than other problems – they should be 

the priority

 Argue that the cost to fix the problem is too high 

 A billion dollar solution to a million dollar problem 

 Use colourful and derogatory imagery e.g. watermelons

 green on the outside red on the inside 

6. FUND INDUSTRY DISINFORMATION CAMPAIGNS

7. INFLUENCE THE POLITICAL AGENDA

Lobbyists and industry associations

IFBA

In 2014, food companies donated $158 million to members of Brazil’s National Congress, a 

threefold increase over 2010, according to Transparency International Brazil. 



6/18/2018

4

What they will do (are doing)

Utilise existing and new forms of media 
• Advergames

• Social networking sites (Facebook, Twitter, Instagram, 

Snapchat)

• Mobile marketing (text messages, website banner 

ads, QR codes, smartphone apps)

• Location based or geo-targeting 

What they will do (are doing)

Continue to invest in understanding how to influence consumer behaviour

The new self enhancing nature of social media/networking sites advertising

What they will do (are doing)

Some of the information Facebook collects includes: 

 where you live (or your current location), 

 your age, gender, 

 level of education, 

 employment details, 

 language, 

 the type of device you use, 

 income level, 

 relationship status and details, life events, political engagement, shopping and buying behavior, the type of 

car you own, the bank you use, your TV and music interests, and more. 

 Facebook also collects data on your Facebook activity, any websites you visit while logged in on Facebook, 

in addition to websites you visit when not logged in on Facebook

[Brandon Jones - http://www.psafe.com/en/blog/information-facebook-collect-users/]

Mercedes Benz 

What they will do (are doing)

Continue to heavily invest in traditional forms of marketing

WHY? – creates brand awareness, good will (of the advertisers of course, of 

the media, of sponsored groups and clubs, of governments and often of 

large parts of the community) 

Encourage PPPs, CSR and sponsorship 

• provides funds 

• provides a highly effective means of promoting their products 

• provides an avenue for blame shifting

Mantra repetition

The alcohol and food and beverage industry’s - “we are part of the solution”

New products 

iQOS, Ploom, Glo

“Over three million consumers have already chosen to switch from cigarettes 

to this product: our tobacco heating system iQOS”
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What they will do (are doing) 

Continue to attack science and scientists 

Protect themselves from law suits 

Further concentrate and consolidate –

utilise “disposable strategic financing” 

National Institutes of Health is starting a $100 million clinical trial

 to test for the first time whether a drink a day really does prevent 

heart attacks. 

 have so far pledged $67.7 million to a foundation that raises money for 

the National Institutes of Health

https://www.nytimes.com/2017/07/03/well/eat/alcohol-national-institutes-of-health-clinical-trial.html

Another way of looking at this is that these industries have 

cleverly adopted:

 Regulatory capture (industry self regulation codes of 

conduct

 Brand capture (Drinkwise)

 Discourse capture (the Nany state – in reality it is a Scrooge 

McDuck state)

 Program capture (industry provides research funds)

What we need to do

Further advance the science of corporatology

Monitor upstream drivers of harmful consumption such as:

• production of alcohol and unhealthy food and beverages, 

• cost, availability, 

• advertising, sponsorship, 

• political donations, 

• funding of research and 

• the legislative and regulatory environment relevant to alcohol and ultra processed food and 

drinks 

Monitoring the behaviour of tobacco, alcohol and junk food and SSB industries 

must become a normal part of public health surveillance 

https://www.nytimes.com/2017/07/03/well/eat/alcohol-national-institutes-of-health-clinical-trial.html
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What we need to do

Work with other industries that want people to live long and 

healthy lives

 life insurance

 investment banking 

 health insurance

 telecommunications

 active transport industries

 activity industries

What we need to do

Be smarter

Disinvestment -Tobacco free portfolios – Dr. Bronwyn King

Win the hearts and minds and wallets of the public

The role of long term, repeated, well researched, well funded social media campaigns with 

extensive coverage 

Expand and develop a new public health workforce 

Digital strategists and marketers who understand how we can adapt and 

utilises the rapidly changing and expanding online and virtual worlds  

Business analysts; Investment bankers 

Local Governments and local agencies

Lobbyists who live and work in the corridors of power…

 Investigative researchers who revel in uncovering the shallow hypocrisy and 

constant deception of the SNCs 

Advocates – who enjoy the battle – you can smell it in the air – who are 

prepared to fight

Public health lawyers  

The three P’s to improve Public Health 

 http://theconversation.com/the-seven-tactics-unhealthy-industries-use-to-undermine-public-

health-policies-81137

 Oreskes N, Conway (2010) The Merchants of Doubt, Bloomsbury Press 

 Wiist W (2011) The Corporate Playbook, Health, and Democracy: The Snack Food and Beverage  

Industry Industry's Tactics in Context. In: Stuckler D, Siegel, K , editors. Oxford: Oxford 

University Press

 Freudenberg N (2014) Lethal but Legal New York, NY, Oxford University Press.

 Scrinis G. Nutritionism

 https://www.nytimes.com/interactive/2017/09/16/health/brazil-obesity-nestle.html?src=t&_r=0

 https://static.nytimes.com/email-content/TY_644.html?nlid=53239919

 http://med.stanford.edu/news/all-news/2018/04/tobacco-products-promoted-on-facebook-

despite-policies.html

 https://www.doctorportal.com.au/mjainsight/2018/16/tobacco-in-australia-time-to-get-back-to-

basics/?utm_source=MJA+InSight&utm_campaign=ac31b6de86-

EMAIL_CAMPAIGN_2018_04_27&utm_medium=email&utm_term=0_7346f35e23-ac31b6de86-

42208889

Links and References

http://theconversation.com/the-seven-tactics-unhealthy-industries-use-to-undermine-public-health-policies-81137
https://www.nytimes.com/interactive/2017/09/16/health/brazil-obesity-nestle.html?src=t&_r=0
https://static.nytimes.com/email-content/TY_644.html?nlid=53239919
http://med.stanford.edu/news/all-news/2018/04/tobacco-products-promoted-on-facebook-despite-policies.html
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Robert Jackler and his colleagues found that despite Facebook policies restricting or 

prohibiting sales of tobacco products, many pages on the social media site are in conflict with those policies.

http://med.stanford.edu/news/all-news/2018/04/tobacco-products-promoted-on-facebook-despite-policies.html

http://med.stanford.edu/news/all-news/2018/04/tobacco-products-promoted-on-facebook-despite-policies.html

