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Case Objectives and Use
This case tracks the development the Dakota Cigarette in 1989-90 by RJ Reynolds, in their attempt to regain market share from Philip Morris. The case is drawn from industry documents, and thus introduces students and faculty to this archive of primary sources.  It is intended to facilitate a discussion of the ethics of marketing harmful products, particularly to vulnerable populations.  The issue of consumer free choice vs. protection from life threatening products is central to this debate. It also raises important questions about whistleblowers, and their role in contributing to public safety.

The case is intended for use in graduate and undergraduate classes in business and society, business ethics, or marketing.  It is effective when used within a broader study of marketing to vulnerable populations and provides a valuable stepping off point for raising these issues internationally, and considering Bottom of the Pyramid marketing.
Case Synopsis
RJ Reynolds developed the Dakota Cigarette in 1989-90 in hopes of regaining a segment of the tobacco market from the best selling Marlboro.  The Dakota was to be targeted to young blue collar women with minimal education and few goals beyond getting married and starting a family.  This demographic segment was one of few that had not diminished with the increasing awareness of the health risks of smoking.  Just as the Dakota was about to be launched, an anonymous whistleblower mailed 200 pages of RJR’s marketing notes for the Dakota, indicating plans to attract younger teenagers, as well as the 18-20 year old crowd.   These papers were received by a Washington D.C. health advocacy group which carefully strategized to obtain greatest media coverage and rally public concern about the new cigarette.  RJR was faced with a dilemma of how to respond to the publicity, and to what extent they should acknowledge or change their strategy.  Pressure from health activists mounted to cancel plans to launch the cigarette.  Was there any way that RJR could claim the moral high ground in the face of the disclosure of proprietary information?  What steps should RJR have taken to protect their investment and efforts?  From an ethical standpoint, what were RJR’s obligations in responding to public concerns and moving forward?
The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.  The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American Case Research Association (NACRA) for its annual meeting, October 27-29, 2005, North Falmouth, MA.  All rights are reserved to the authors and NACRA. © 2005 by Robbin Derry.  Contact person:  Robbin Derry, Kellogg School of Management, Northwestern University, r-derry@northwestern.edu 
