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1. Introduction  
 

1.1 Background 
 

Since the last 1980s, the European Union has regulated the marketing of tobacco 

products by ensuring information toward cigarette's harmfulness and strengthening 

legislations. However, more than 700 000 European keep dying from tobacco-related 

causes every years (European Comission, 2013). Furthermore, it is the largest avoidable 

health risk in Europe, ahead alcohol or blood pressure (Pierrot, 2003). 

France doesn't derogate from this observation; nowadays, taxes represent more than 

80% of the total price (Le Point, 2013), and many laws and legislation have been made 

trough years for to curb tobacco consumption: 

- The Veil Act, entered into force in 1976 stipulating that free distribution or advertising 

were forbidden (Act n° 76-616, Article 2, 1976) 

- The Evin Act from 1991 forbidden using in public transportation, tobacco-related 

sponsoring and (Act n° 91-32, 1st Title, 1991) 

- Restraint order in 2005 regarding cigarette's transport quota in order to fight against 

legal importation: 1 cartridge per person. It also prohibited selling for people under 16 

years old (DGS/SD 6B n° 2005-217,2005) 

- In 2006, a decree banned smoking consumption in all the public areas (decree n° 2006-

1386, 2006) 

- The Health-Patient Hospital Act which strengthened prohibition of selling for people 

under 16 years old (Act n° 2009-879, Article 98) 

Even if those implementations have led to a global awareness toward tobacco (OFDT, 

EROPP, 2008) and if more than 75% of French have agreed to those (ibid.), total 

cigarette's sales has not changed since the past ten years: close to 65 000 tons per years 

since 2005 (Altadis, DGDDI, 2009). Moreover, one person in five smokes daily in 2006 

(OCDE, 2009). 

The age of the first use of cigarette is determinant for the trends of smoking in the 

future. In fact, 36,7% of young people (12/25 years old) smoke sometimes with a 

maximum of 47,6% of the 20/25 years old people (Pierrot, 2003). However, a fact 

appeared these past few years: There is a recrudescence of cigarette consumption 
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among women in general but also for those of Generation Y. Girls seem to be influence 

by the evolution of the society and the trivialisation of tobacco. 

In our case, it can be seen as a paradox: the French environment, regarding restrictive 

legislation, is clearly unfavourable for tobacco product; however the consumption is still 

important for the generation Y, and even more for women. 

 

Some theories study the motivation but also the buying decision process. Those studies 

could help the reader to understand the paper.  

According to Pellemans (1998 p223), motivation is defined as a "psychic energy that 

guides the consumer in a specific direction or leads in exploratory behaviour". 

Furthermore, the purchasing of certain product may be affected in a psychology, 

cognitive or environmental way (Pellemans, 1998). In this sense, an adversely 

environment include a fall of the purchasing motivation (Ibid.).  

 

If we consider Tyagi & Kuma's (2004) definition of the buyer decision process, 

consumers currently go through 5 steps which are: Problem Recognition, Information 

Search, Evaluation of Alternatives, Purchase Decision and Post purchase Behaviour. In 

the first step, the need of recognition is triggered by internal - hunger, thirst, sex - or 

external stimuli, independent of his will (Tyagi & Kuma, 2004). As smoking does not 

represent an internal stimuli, marketing may succeeded to create an artificial need for 

consumer, an external stimuli, to convince consumer to smoke, even if it is known as 

harmful. 

 

1.2 Problem 
 
Since the Veil Act in 1976 and Evin Act in 1991 and the actions leads by the France state 

the consumption of tobacco is decreasing. However, despite the price or the prevention, 

the consumption by the young (Generation Y) is increasing since 2008. The current 

situation (crisis) and growing in one-parent family seems to influence this tendency 

(Perriot, 2003). 

France is the country we focused on because we are French students and, therefore we 

were able to find enough information to answer to the questions.  
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1.3 Purpose 
 
Through this paper we wanted to know why the French generation Y is still smoking. We 

wanted find out which are the motivations that make them still smoke.  

 

1.4 Research Question 
 
The number of smokers falls painfully despite the prevention and harms that can bring 

cigarettes. We focused on the smokers’ motivation to buy cigarette. This research 

question will help us: What motivates French Generation Y’s smokers to buy 

cigarettes?  

 

1.5 Delimitation 
 
The paper treats about smoker’s motivation. Regarding the Pellmans theory we only 

treat the aspect environmental but also cognitive of the consumer related to the 

motivation.  

However this paper doesn’t speak about the next step of the decisional process. In fact, 

only the “need and problem recognition” of the Tyagi & Kuma's theorie (buyer decision 

process) because is the only part useful for our thesis.  

Moreover, regarding the theories, the subject was not speaking about the cigarette 

market or the addiction to the cigarettes.   

  



4 
 

2. Framework 

2.1 Motivation in theory 

2.1.1 Nature of Motivation 
 
Consumer in need or lack is in a state of imbalance, and the possibility of reducing this 

imbalance might be brought by marketing, in the form of product or service (Pellemans, 

2003). 

Fundamentally, motivation regards the process that makes a person behave in certain 

ways (Jones, 1955), and through this section, the core reasons explaining these 

behaviours were quoted and described. 

2.1.2 Dynamic of Motivation 

Energetic component 
 
Motivation could be compared to a psycho physiological energy and can be measured by 

pulse rate, blood pressure or brain waves (Wilkie, 1990). In other terms, emotion plays 

the energical role in motivation (Pellemans, 2003). 

Joy, anger, sadness are inside emotions which have the power to cause us to act 

(Pellemans, 2003) and marketing try by communication to arouse those emotions and 

offer emotional gratification to customers (ibid.). 

The conditioning theory (Hull, 1943) goes even further, by saying that emotion act as 

reinforcement: associate repeatedly a product to an emotion will tend to enhance it 

(ibid.). For example, ice-cream might be related to happy familial events during 

childhood, and this association reinforces consumer's belief, and create a sort of 

artificial enjoyment for this ice-cream (Pellemans, 2003). 

Directional effect on behaviour 
 
Motivation leads consumers to the selection of appropriate ways to satisfy the need 

(Pellemans, 2003). A consumers will have preferential relation toward product, meaning 

that some of those will be coveted, and others repelled; this directional component can 

explain partly consumers decision for preferred one product over another. 

Identifying the nature of the motivations with in-depth qualitative studies, marketers 

are able to better target and serve the interests of their served market segment. 
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The exploratory side of motivation 
 
Recent research has demonstrated that men, as animal, seek stimulation, by curiosity, 

manipulation, exploration or investigation (Nuttin, 1980). We are not only seeking 

satisfactory solutions to problems, he also feels the pleasure of being stimulated 

(Pellemans, 2003). 

This exploratory effect means that consumers need a certain degree of new and unusual 

to prevent boredom, but not too often to avoid anxiety (Nuttin, 1980). 

The man needs to have need, and it arises from this stimulation a feeling of pleasure 

(Pellemans, p. 29, 2003), and marketing is here to enhance those stimulations (Berlyne, 

1960).   

2.1.3 Origin of motivation 

Internal or external 
 
Motivation can find its source into three different framework, physiological, cognitive or 

environmental (Pellemans et al., 2003). In our case, marketing can impact the cognitive, 

but most of it, the environment, trough images, advertising or the product itself. 

Therefore, we might consider sources of motivation toward buying cigarette mostly in 

an external side, regarding the environment. 

Marketing communication acting on the imaginary space of the potential buyer can 

stimulate a feeling of dissatisfaction and towards him to an unconscious need. Marketing 

reveals a need, it did not create it. The possible manipulation of the consumer lies in the 

link between the need and the offered satisfaction (Korman, 1974). 

Conscious or unconscious 
 
Speaking about consciousness forces us to deal with psychology, but we will link it with 

its marketing resultance. 

Motivation might conscious, but conscious doesn't preclude dissimulation (Pellemans, 

2003): someone who wants to buy cigarette may not want to report it, because he might 

thinks the aim he purchase is not avouable. 

Then unconscious motivation theorized by Freud and analysed by Frey-Rohn (1978) 

says that most of consumers are not aware of many motivations not only because their 

personality structure is partially unconscious but also because their process of 

perception and information storage works imperfectly (Frey-Rohn, 1978). 
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Identify unconscious motivation requires a good knowledge of the defence mechanisms 

by which personality is trying to get a symbolic satisfaction (Dichter, 1964). Pellemans 

(2003) described some defence mechanisms linked with plausible marketing 

applications. We will take the two ones who might fit with the cigarette product: 

 Identification: psychological process by which a subject assimilates an aspect, an 

attribute of the other and turns (at least in his imagination), totally or partially, 

on this model. For example identify oneself with a star consuming a product, 

cigarette in our case. 

 Projection: operation by which the subject expels itself and locates in the other 

(person or thing) the default, qualities, feelings, fantasies that disregards or 

refuses him. For example, someone refusing to perceived a cigarette's message 

because it doesn't fit with his behaviour. 

Intrinsic or extrinsic 
 

Intrinsically motivated behaviour concerns the pleasure inherent in a person (Runyon & 

Merrill, 1980). For example, a consumer who is rolling his cigarette for the pleasure of 

smoking is intrinsically motivated. 

On the other hand, extrinsic motivation is looking for a gratification independent of the 

activity itself. For example, employee who receives a salary for manufacturing the 

cigarette is motivated extrinsically. 

 Pellemans (2003) argues that this distinction leads to the question whether the 

motivations are innate or acquired. 

Psychologists and behaviourists are not in agreement on this subject, but what we can 

say is that marketing can have recourse to extrinsic or intrinsic motivations to develop 

their communication strategies. 

2.1.4 Consumers differ in their motivations 
 
Understanding why consumers differ in their motivations to buy cigarette is difficult, not 

because of the environmental way, due to price and legislation that impact objectively 

all the French population into the same degree, but it can diverge through a cognitive 

and an affective side (Zaltman & Wallendorf, 1979) 

As the conscious and unconscious section above, we will choose the elements that might 

correspond to the cigarette product.  
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Cognitive motivations 
 
 - Stimulating motivation: consumers are naturally curious and looking for 

novelty, which results in testing of new products (Pellemans, 2003). Consumers with 

high motivation stimulation are probably inclined to try new products, and in our case, 

this may be the cigarette. 

 - Utilitarian motivation: the consumers are oriented towards external 

opportunities. To solve their problems, they seek any information and possibility for 

them to face the challenges of life (ibid.). Cigarette might thus be seeing as a way to 

avoid stress, boredom or other unfavorable factors. 

Emotional motivations 
 
 - Stress reduction motivation: led consumers to seek balance. Hull (1943) 

believed that consumers are motivated to reduce the tension exerted by their impulses. 

For example, a stressed smoker will begin actively seeking cigarette in order to reduce 

this stress. 

 - Assertiveness motivation: internal and active force that induces consumers to 

seek success, admiration and power. It involves competition with fellows and try to do 

better than them. Fighting for doing better than others causes the admiration of peers. 

This is obviously reflected in the adoption of external behaviour (Pellemans, 2003). 

Then, cigarette, and even more cigars, might be perceived as an object of professional 

success. 

 - Empathetic relationship and imitation motivation: be like others is also a source 

of pleasure to the consumer (ibid.). 

 

Consumers differ in their main motivations. Every consumer is motivated differently 

depending on the situation. Motivation to imitate others during youth might persist into 

adulthood (Newman & Lockman, 1975). 

 

2.2 The buying decision process 
 
The consumer buying process is a concept developed by lots of marketing scholars. 

(Tyagi & Kuma's, 2004). The buying process is complex and scholars saw that the 

process of purchase starts a long time before the real purchase. (Hansen, Percy & 
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Hansen, 2004). The model is divided in five steps:  Problem recognition, information 

search, evaluation of alternatives, purchase decision and post-purchase behaviour 

(Figure 1).  

 

Figure 1: Five-stage model of the buying process (Tyagi & Kuma’s, 2004). 

 

The consumer skips some steps of the process for the low-involvement purchase. For 

example, a woman who buys regularly the same lipstick would skip the information 

search and the evaluation of alternatives and go to the fourth step directly (purchase 

decision) (Tyagi & Kuma’s, 2004).  

2.2.1 Problem recognition  
 
Need recognition is the first step of the process. The need can emerge from individual 

cause like physical necessities or form the environment of the person like ads or society. 

(Arstrong and Kotler, 2007). The buyer perceived a difference between his actual state 

and a desired state (Tyagi & Kuma’s, 2004). Internal and external stimuli can affect the 

consumer’s need. In addition, the need recognition could be affected by the marketing 

effort (Engel, Blackwell & Miniard, 1995).  

The internal stimuli are a normal need like hunger, thirst or the fatigue (Ferrell & 

Harline, 2010; Tyagi & Kuma’s, 2004).  

There are also external stimuli such as advertising, window shopping or talking with 

friends and family (Ferrell & Harline, 2010).  

External stimulus can be linked together to recognize a problem or a need (Figure 2).  
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Figure 2: Engel, Kollat and Blackwell (EKB) Model. A comprehensive model of consumer 
decision-making 
 
Thanks to this model, the marketer can well understand the problems of the consumer 

and how to create the needs. External stimuli can also arouse an internal response. For 

instance, the consumer can be hungry if he sees an advertising of Pizza Hut (Ferrell & 

Harline, 2010). The external stimulus is linked with the motivation. In fact, the 

motivation is different for everybody and due to the difference of lifestyle, the same due 

to the difference of norm and values (Engel, Kollat & Blackwell, 1973). 

Normally, people thinks that needs are similar as necessities thanks to the Maslow 

model. In fact, Maslow postulates that those needs are hierarchically structured and that 

low needs in the hierarchy must be fulfilled before higher need in the hierarchy become 

salient. However, this definition is limited because “everyone has a different perspective 
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on what constitutes a need” (Fereell & Harline, 2010). They took the example of the car 

which is not the first step of the Maslow model but when people really need 

transportation this need become a “want”. A want is coming after the need. For instance, 

a need occur when the current level of satisfaction of people is not equal to his desired 

level of satisfaction. Thus, the need become a “want” and the consumer buy the product 

to satisfy his need (Ferrell & Hartline, 2010). 
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3. Methodology  
 
 
There are different methodologies to perform searches. The first part describes the 

process of research for a thesis. The second part explains how we collected data in order 

to analyse and compare with the theories.  

 

3.1 Research method 
 

The simple way to compare qualitative and quantitative may be to say that qualitative 

describes the kinds of characteristics of people and event but without comparing events 

in terms of measurements or amounts. On the other hand, quantitative methods focus 

on the measurements or amounts of the people’s characteristics (Thomas & Murray 

2003). 

3.1.1 Qualitative and Quantitative  
 
Qualitative research is often using to collect significant data and treat deeper the buying 

behaviour in the market (Pellemans, 1998). 

 “Qualitative research is multimethod in focus, involving an interpretive, naturalistic 

approach to its subject matter” (Thomas & Murray 2003, p1). 

The aim of this type of research is to study the things in their natural settings, to bring 

information via empirical methods such as: case study, personal experience, interview 

etc… (Ibid). Data are collect by the way of sentences or words; it is more subjective 

research but even more useful because people can’t extrapolate and thereby avoid 

shortcuts and generalities (Miles, 1994). 

 

The quantitative data are used to quantify or measure a problem; it is also use to 

conclude a research (Kinnear & Taylor, 1996). The quantitative data is more efficient 

because is based on a numerical data with a sample (population) defined upstream. 

(Miles, 1994). The survey is often used to collect the data. In this method, the 

interviewer manages the survey and he can guides the respondents.  For instance, he 

can use questions “closed” or “semi open” (Thomas & Murray 2003). 

  
 
Those methods can be summarized like this: 



12 
 

 

 Qualitative Quantitative 

Assumption Wide Narrow 

Description Situation in its whole Focused 

Research Type Exploratory Final 

Sources: own research  
 
Qualitative research is ideal for early stages of research projects while in the latter part 

of the research, quantitative method is highly recommended. 

Quantitative research provides to researchers a clearer picture of what to expect in their 

research in relation to qualitative research.  

3.1.2 Choice  
 
In order to determine which method is the best for our paper, we determined which 

research can bring us the more information. Given our problematic “What motivates 

French Generation Y’s people to buy cigarettes?” We choose the quantitative method 

because the subject of the cigarette was already treated and we can use some data. 

Moreover, our research was really focuses on the motivation and we wanted something 

measurable in order to link it with the theories (Thomas & Murray, 2003).  

 

3.2 Types of research 
   
According to Justeau (1983), marketing research is a functional phase, where 

information are going to be collected and then determined strategies and action 

programs. 

There are 3 main strategies: 

- Exploratory 

Exploratory research is used on areas that have not been explored yet and strive to 

make in hypotheses for further research (Saunders et al, 2007). 

The first part of our study was exploratory research with many literatures and authors’ 

point of views. The aim of this part was to give to the reader an idea of the motivation 

and process decision theories.  

- Explanatory:  
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With sophisticated statistical methods, the casual approach will not only know the 

current situation, but also to predict configurations that allow greater efficiency of 

information services. This method is complex and a lot of resources are needed, and it is 

still few present in research's areas. The lack of resources forces us to give up this 

method.  

- Descriptive:  

Kotler & Armstrong, (2008) explained the marketing definition of the descriptive 

research. In fact, it is a description of problems or situation as the attitude of consumers.  

The aim of the descriptive research is to answer to several questions such as: who, 

when, what, where and how (Emory & Cooper, 1991).  

More common in research studies, it allows describing and understanding a situation 

quite quickly and with moderate resources.  

 

We chose descriptive research for the second part of our paper to find the motivation of 

the generation Y to buy cigarette with limited information, resources and time.  

3.2.1 Instrument to collect the data 

 
We chose the survey among the five strategies (case study, experiment, histories, survey 

and analysis of archival) (Yin, 2009).  

Given the localisation, it was difficult to do face to face survey so we created an online 

survey which is speed and low-cost. The way to administrate was easy thanks to the 

social network Facebook.  

Put the survey brings advantages and disadvantages. Thanks to internet we had a lot of 

information not a perfect sample (Gender). The support of our survey was “Google 

drive”, an easy way to disseminate information, also an easy tool to use for respondents. 

The online survey: an easy way to know the feeling of consumers. The purpose is to ask 

question to consumers and wait the feedback.  

There are some advantages and disadvantages for an online survey: 

Advantages:  

- Low cost 

- Fast data’s gathering   

- Easy handling  

- The respondent can answer when he has free time  
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Disadvantages:  

- Likelihood of confusion between an online survey and a spam  

- Easier to stop the study than face-to-face  

- The rigidity of the established rules of conduct of the questionnaire and the lack 

of personal assistance requires a well-designed questionnaire  

- The problem of representativeness of the sample for some studies 

(website: Intellego)  

 

But anyway, survey method is the most common marketing technique for marketers  

(Malhotra, 1996). 

We administered the questionnaire on internet in the first time to catch a maximum of 

French people.  

 

The survey: 

The purpose of the questionnaire is to know why the generation Y is still buying 

cigarette and what their motivations to do that.  The survey is only targeting the 

generation Y who smokes in France.  

 
 

Category of information Information collected 
Consumer motivation 

Dynamic of motivation 

Energetic component  
Directional affect on behaviour  

Exploratory side of motivation  

Origin of motivation 

Internal and External  

Conscious or unconscious  

Intrinsic or Extrinsic  

Consumers differ in their motivation 

Cognitive motivations 

Emotional motivations  

Demographic data 

Age  

Income 

Gender 

Education level  (end of ) 
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There were four different parts divided in 9 subparts and 30 questions in total. 

Questions 3 from 9 are about the Dynamic of motivation and include questions about the 

energetic component, directional affect on behaviour and exploratory side of motivation. 

Questions 9 from 19 are about the Origin of motivation and include questions about 

internal and external origins of motivation, conscious or unconscious but also intrinsic 

or extrinsic. Question about Consumers differ in their motivation include the cognitive 

motivation but also questions about emotional motivations. Finally, the 4th last 

questions concerned the demographic data (age, income, gender, education level). 

The questionnaire is divided in 3 parts in order to link the survey with the motivation’s 

theory. There are 4 questions about demographic data which concerned the Buying 

Decision Process plus some questions that we used for both theories.  

 

3.3 Population and Sample 
 
To gather information scholars collect data from the population, however it would be 

difficult trying to get all the information of the whole population because of the time and 

the costs. Therefore, researchers only interview only a small part of the population in 

order to avoid these kinds of problems; this process is called sampling (Ghauri, et al., 

1995). 

3.3.1 Population and sample 
 
Most of the statistic research are used a population known as “target population” or 

“statistic population”. The population is the whole of people that we would like 

information (Millot, 2009).   

There are two types of samples. First, the probability sample: every characteristics of 

the population has a known and each member of the population has an equal chance to 

being selected (Zikmund & Babin, 2007)  

Second, the non-random sample is sampling technique in which units of the sample are 

selected via the personal judgement or convenience. The chance a particular member of 

the population being chosen is unknown (Zikmund & Babin, 2007) 

We chose the non-random sample because the online survey. In fact, we are not able to 

control who is responding to the questionnaire.  
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Population in our case 
 
The focused population is generation Y in France. According to demographical studies, 

people from this generation represent 1/5 of the all population; we can count 66 

millions (more or less) of people belonging to this group. The population was French 

smoker’s people who were born from 1985 to 2000. 

 

Sample in our case 
 

Regarding our samples, it is define as an "image" precise enough for characterising the 

population targeted. 

The sample should take in consideration a certain margin of error. Thanks to 

mathematic calculations, we can define our sample in accordance to the population. If 

we take 13 millions as a population (INSEE, 2013), 95% of confidence level (degree 

of "certainty" that a population would choose a certain answer) and 5 as a confident 

interval (range + / - added level of confidence expressed as a percentage of the sample 

response obtained to describe more precisely the assumed response of the entire 

population), the sample was 384 persons (Gauthy-Sinéchal & Vandercammen, 2010). 

 

Those people were taken randomly, because each individual in the parent population 

has the same probability of entering the sample.   

Our survey counts 122 answers, therefore the survey is not exhaustive but we could use 

the answers to make a comparison with our theories. 
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4. Empirical Data 
 
As we said above, our survey focused on French smokers belonging to generation Y. This 

survey was here to cross the mentioned data with motivation and buying process 

theories, which is why all of the questions are linked with them, in order to infirm or 

reverse, and even suggest another angle for understanding this kind of behaviour. 

Note that most of the questions were crossed according age and gender, in order to have 

more focused data. These will be noted in the description when it appeared to us 

important to make this clarification. 

4.1 Demographic data  

Age 

 

 

Of the 122 respondents, a majority of them (77,69 %) are between 21 and 30 years old, 

a rather normal and consistent result since this age group is our core target. 
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Gender 

 

A majority of men (59,02%) have responded to our survey. However, the number of 

women is still significant, and allowed us to make a comparative analysis of male / 

female motivation. 

 

Income 

 
 
Most of people earns less than 1000€ (62,30%). The strong percentage is normal 

because of the age of the sample. In fact, a lot of people are still studying.  The income 

could be useful later to make a link between the environment of people and the number 

of smokers. 

59,02% 

40,98% 

Gender 

Man 

Woman 

62,30% 

26,23% 

6,56% 4,92% 

What is your income per month? 

<1000€ 

1000-1500 

1501-2000 

>2000 
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Education level (end of)  

 
 
More than 80% of respondents are still studying or stopped between 19 and 22 years 

old (45,90%). It could be interesting to see the relation between the end of education 

and the cigarettes. We can note that 0% of people in our survey stopped the school 

before 15. For instance, in France, school is mandatory until 16 years old.  

 

4.2 Consumers’ motivation  
 

Question 1 

 

The question is related to the Maslow pyramid. The results are an average. In fact, it was 

a scale (0 to 5). The belonging need is the strongest need that respondents think when 

0,00% 

18,85% 

45,90% 

35,25% 

What is your educational level? (end of) 

<15 

15-18 

19-22 

>22 

0 1 2 3 4 5 

Psychological need 

Security need 

Belonging need 

Esteem need 

Blooming need 

For you, smoking is a: 
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they smoke a cigarette.  However, smoking is not an activity that belongs to the security 

need according to the respondents.  

 

Question2 

 

The question reflects the reasons of the cigarettes’ purchasing. The graph is roughly 

balanced but the sociability factor stands out with 37,58%. Moreover, 17,83% of 

smokers buy cigarettes because of their friends who are smokers.  

Energetic component 

Question 3 

 

37,58% 

22,29% 

17,83% 

22,29% 

Why do you buy cigarettes? 

To be more sociable  

I don't know 

Because most of my friends are 
smokers  

I'm addicted  

7,38% 
3,28% 

20,49% 

15,57% 

50,82% 

2,46% 

When you are buying cigarettes, you are 
generaly... 

Anxious 

Joyful 

Mad 

Sad 

Normal 

Others 
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Those answers showed us that most of the respondents (50,82 %) behave normally 

when they buy cigarette. However, we saw that almost half of the sample (43,44%) tend 

to buy cigarette under negative behaviour (Madness, Sadness and Anxiety) 

 

Question4 

 

A large majority (82,79 %) does not consider cigarette as a trigger of some memories 

from the past. However, the rate of positive response to this question is leading by 

women (79,32%). 

Directional affect on behaviour 

Question 5 

 

17,21% 

82,79% 

Does the cigarette makes you 
reminding something from your past? 

Yes  

No 

91,80% 

8,20% 

Do you always buy the same brand of 
cigarette? 

Yes 

No 
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This response showed that almost every respondents are loyal to one brand of cigarette 

(91,80%). The reasons are quoted in bellowed question. 

 

 

Question 6 

 

This question was a multiple choice question so on the 122 respondents’ people could 

chose all the responses. 98 people are buying the same brand of cigarette because of the 

habit. In the 122 respondents, 55 admit buying cigarettes because of the taste. Only 6 

people declared buying their cigarettes because of the brand history.  
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Question 7 

 

Most of the respondents (81,15%) stated that they are smoking cigarette. The 18,85% 

others included only smokers between 26 and 35 years old. 

 

Exploratory side of motivation 

Question 8 

 

Two-thirds of respondents (66,39%) indicated that their first box was one of the means 

to break their routine. This information is linked with the question from below. 

 
 

 

 

 

 

18,85% 

81,15% 

Are you a consumer to another product 
related to tobacco? 

Yes  

No 

66,39% 

33,61% 

Was your first box a way to avoid 
humdrum? 

Yes 

No 
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Question 9 

 

Most respondents (81,15%) completely assimilated buying cigarettes in their nowadays 

routine. This change in behaviour will be analyzed in the section provided for this 

purpose. 

 
Question 10 

 

Those products included Cigars, Chew tobacco and pipe. 

There was not a big gap between this two responses. However, we could note that the 

amount of feminine responses about not to try other tobacco-related product is high 

(79,56%), and the opposite way is also true: 84,12% of men stated that they already 

considered trying those types of products. 

81,15% 

18,85% 

Nowadays, is buying apart of this 
routine? 

Yes 

No 

47,54% 
52,46% 

Did you ever consider trying other 
tobacco related products? 

Yes 

No 
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Internal and external factors 

Question 11 

 

Here, the responses are clearly oriented towards the no. (70,49%). However 29,51% are 

still affected by the ads anti cigarette like the box or the campaign against the cigarette.  

 
Question 12 

 

90% of the respondents think that the brands don’t communicate a lot. Most of them 

(around 70 answers) think that cigarettes brand are not communicating (at all). We 

expected this response because of the Law Veil and Evin in France which forbidden the 

advertising and advertising is a huge part of the communication for a brand.  

 

 

29,51% 

70,49% 

Does the anti cigarettes ads affect you? 

Yes 

No 

0 

5 

10 
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25 
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To what extent do you think the cigarette 
brands communicate? 
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Question 13 

 

36,89% of the respondents answered clearly yes while 31,97% responded rather yes, so 

an addition of more than 68% who answered they want to smoke if they see someone 

smoking next to them.   

Conscious and Unconscious  

 
Question 14 

 
 
Some of smokers have both of their parents who smoke (31,97%) but the thing 

interesting is that 67% have one or of their parents who smoke. However 32,79% of the 

generation Y smoke while none of their parents smoke.    

36,89% 

31,97% 

21,31% 

9,84% 

Do you want to smoke when someone next 
to you smokes? 

Yes 

Rather Yes 

Rather No 

No 

14,75% 

20,49% 

31,97% 

32,79% 

Does your parents smoke? 

Yes, my mother 

Yes, my father 

Yes, both 

No 
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Question 15 

 

Even if the responses are quite even, it was interesting to notice that from the 52,46% of 

the people who stated that they are hiding their consumption to their parents, 91, 35% 

are from the youngest respondents (between 15 and 25 years old). 

 

Question 16 

 

Comparing to the previous question, the result from this question is clear: smokers don't 

hide their habits in front of their friends, whether they are smokers or not. 

 

 

 

 

 

 

52,46% 
47,54% 

Do you hide your consumption to your 
parents? 

Yes 

No 

95,90% 

4,10% 

To your entourage? 

Yes 

No 
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Question 17 

 

Speaking of influence, most of the smokers (67,21%) did not feel influenced either by a 

personality or a relative. Here, the answers do not suggest a difference among gender or 

age. 

 

Question 18 

 

A large majority (77,05%) suggested that they didn't take in consideration advertising 

on boxes, that they deem useless. Men and women also responded similarly to this 

question. 

 

32,79% 

67,21% 

Do you Select your brand cigarette because 
of a celebrity or an influential person 

(parents, friends ...)? 

Yes 

No 

27,05% 

50,00% 

17,21% 

5,74% 

Do you think that ads on boxes are useless? 

Yes 

Rather Yes 

Rather No 

No 
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Intrinsic or extrinsic factors 

Question 19 

 

This optional question was referring was addressed to respondents smoking rolled 

cigarette. We could argue that one of the main reason they smoke those specific ones 

might be related to the enjoyable side of the preparatory phase. 

 

Question 20 

 

The smoking gesture means the fact always have something in our lips, or even the hand 

gesture necessary to smoke. We asked this question because we noticed that smokers 

who tried to quit had most of the time a compensatory object, such as toothpick, lollipop 

or e-cigarette, or feel the need to eat something in order to occupy their mouth. Those 

91,18% 

8,82% 

If you are smoking rolling 
cigarette, do you enjoy rolling 

them? 

Yes  

No 

63,93% 

36,07% 

Do you enjoy the "smoking 
gesture"? 

Yes 

No 
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results may then confirmed this statement, regarding the large majority (63,93%) who 

conceived this specific gesture as an enjoyable one. 

 

Cognitive aspect of motivation 

Question 21 

 

As expected, most of respondent (76,23%) described theirselves as a curious person, 

and amount of response is quite even regarding age or gender. 

 

Question 22 

 

33,61% 

42,62% 

18,03% 

5,74% 

Can you say you are a curious 
person? 

Yes 

Rather Yes 

Rather No 

No 

42,62% 

31,97% 

14,75% 

10,66% 

Do you think curiosity was the main factor 
for buying cigarette the first time? 

Yes  

Rather Yes 

Rather No 

No 
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73,55% of respondents admitted that they tried cigarette mostly because of their 

curiosity side. However, even if for 42,62%, it was the main reason, 31,97% thought that 

curiosity played a lesser role in their desire to purchase their first cigarette box. 

 
Question 23 

 
For most of the smokers (54,92%), cigarette may help to solve some problems and even 

more for 14,11% of respondents. Despite the fact that age did not affect the outcome, 

women are more inclined to stated that cigarette help them to fix issues (71,12% of 

"Yes" and "Rather Yes" responses). 

 

Emotional motivations 

Question 24 

 

13,11% 

54,92% 

16,39% 

15,57% 

Do you think cigarette help you fix some 
problems? 

Yes 

Rather Yes 

Rather No 

No 

63,93% 

23,77% 

9,02% 3,28% 

Does cigarette reduce your stress? 

Yes 

Rather Yes 

Rather No 

No 
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It appears that stress reduction is one of the main effect of cigarette, with 87,70% of 

responses going this way. Responses are equivalent regarding age and gender. 

 
 

Question 25 

 
With an open question asking why they answered that way, a large majority of the 

37,71% answering "Yes" or "Rather Yes" said that only cigars fit for sign of social 

success, otherwise, the others didn't explained the reason of their choice ("No or "Rather 

No) 

 

Question 26 

 

5,74% 

31,97% 

42,62% 

19,67% 

Do you think that tobacco related product 
are a sign of social success? 

Yes 

Rather Yes 

Rather No 

No 

4,92% 

77,87% 

17,21% 

Do you smoke for doing like others? 

Yes 

Yes, when I started 

No 
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We can see from those responses that imitation was quite determinant at the beginning 

(77,87%), but it is decreasing sharply during time (4,92%). Only 17,21% didn't have this 

feeling of imitation. 
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5. Analysis 
 
The aim of this part of the thesis is to compare the collected information with the 

theories described in the frame of reference in order to see which side of the several 

motivation dimensions affect smokers’ behaviour toward their needs to buy cigarette. 

In order to have an organized analysis, this section will have the same structure than the 

theoretical part. We are allowed to do that because every question of the survey was 

related to one theoretical framework. 

5.1 Dynamic of Motivation 

5.1.1 Energetic component 
 
Is motivation related to the state of smoker's mind? As Pellemans (2003) said. Our 

survey shown that most of the consumers does not have any particular feeling before 

purchasing (50,82%). 

However negative feelings may play as an energetic component, because almost half of 

the smokers buy their boxes while they are sad, mad or anxious. Thus, negative emotion 

plays a part in the purchasing decision, and partly corroborate Wilkie (1990) and 

Pellemans (2003) statement. 

On the other hand, Hull (1943) explained that emotion might be link and enhance with 

memories, mostly the good ones. However, 82,79% of respondents didn't relate 

cigarette to a memory from their past. Cigarette is not related to a product bringing 

happy memories, what seemed logical: we could easily understand good memories with 

an ice-cream (Hull, 1943), much less with a product as cigarette.  

5.1.2 Directional affect on behaviour 
 
Pellemans (2003) stated that consumers might choose several ways to fulfil their needs, 

and then liked or rejected a product. 

If we related this statement on the cigarette, a consumer might like a brand a reject the 

others, and in fact, that is the case: 91,80% of the interviewed stayed loyal to a brand, 

mostly because of the habits (question 5). This shown that smokers, where they found 

the way to fulfilled their need of smoking, they kept this path and reject the other 

product bringing the same satisfaction. 

The difference is even more true for the products of different cigarette tobacco: 81,15% 

rejected those, because they are already pleased with their cigarette. However, a need of 
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change or complementarity appeared with age: all of the respondent smoking different 

tobacco products are included between 26 and 35 years old. 

5.1.3 Exploratory side of motivation 
 
Nuttin (1980) and Pellemans (2003) explained that human kind is attracted by the new 

and the unusual in order to stimulate them. This statement is confirmed by the question 

7 of our survey: 66,39% indicated that they bought boxes for the first time to try 

something new, and then to avoid boredom. 

Becoming older, this purchase became a routine for most of the consumers (81,15%), 

meaning that they were going to find new stimulation, which enhance the statement said 

in the directional affect and explain why 47,54% of respondents considered trying other 

tobacco related products. Moreover, we could argue that this research of stimulation is 

stronger for men, considering that 84,12% of "Yes" responses to question 9 are 

masculine. 

To sum up this section, we can say that the dynamic side of motivation plays an 

important role in the purchase of a cigarette box; even if the energetic component is not 

very pronounced, the differential and the exploratory dimension are concretely affecting 

smokers’ behaviour. 

5.2 Origin of motivation 

5.2.1 Internal and external factors 
 
Regarding the advertising environment, this framework can influence consumer 

behaviour by acting on the imaginary space and then stimulate demands (Pellemans, 

2003). However, this influence might take the opposite way; government health 

organisation is communicating on the harmful side of cigarette in order to reduce this 

demand. 

Nevertheless, question 10 shown that this external factor does not have the desired 

effect, seeing that 70,49% of the smokers are not affected by all this communication. 

Regarding the tobacco company's communication, 90% of the interviewed does not see 

any positive sent messages. If we metaphorize those statements with a balance's image, 

we can say that efforts of negative external factors cannot even offset the very low 

amount of positive factors. 
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If we henceforth look toward internal factors, 65% have a tendency to want to smoke if 

there are people smoking next to them. We can then advance an assumption as internal 

factors play a more important role than external ones regarding cigarette product. 

5.2.2 Conscious and Unconscious 
 
According to Pellemans (2003), two defences mechanism could fit toward cigarette 

product: identification and projection. 

Concerning identification, a nuance is needed: people interviewed didn't have the same 

degree of identification regarding different influential person: 67,21% of respondent 

didn't identify themselves with a celebrity. However, it is interesting to note that only 

32,79% of respondent's parents don't smoke: we can then assume that parents may 

unconsciously affect their children toward tobacco product. Parents are also much more 

influent than celebrity or friends, but this influence decrease with age: when we take a 

look at the question 14, half of the respondents are saying they hide their consumption 

to their parents. As expected, almost all of the "Yes” responses came from the youngest. 

Nonetheless, they don't hide their consumption toward their entourage. All of that says 

that parents are an important unconscious factor who may drive our target's motivation 

in one way or another. 

Speaking now about projection, Pellemans (2003) explained that a consumer may refuse 

a message if it doesn't fit to its behaviour. Fully aware of the ads on boxes, they still 

thought that the message is useless (77,05%), probably because even if they know the 

harmfulness of cigarette, they reject the message, because it doesn't fit to their 

behaviour toward the product: feeling of pleasure is stronger that risk of dead, for 

example. 

5.2.3 Intrinsic or extrinsic 
 
For Runyon and Merrill (1980), intrinsic motivation concerns the pleasure inherent in a 

person. If we take rolling cigarettes, almost every user (91,18%) found this action 

enjoyable. The preparatory phase is thus a specific motivation. 

If we extend the intrinsic concept for the "smoking gesture" common to all the smokers, 

the result is quite the same: more than 60% like it. 

Therefore, not only smoking but also comportment before and while smoking is actions 

who might increase the motivation of French user. 
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5.2.4 Cognitive aspect of motivation 
 
Pellemans (2003) stated that cognitive motivation could be both stimulating and 

utilitarian and this statement is confirmed by our survey: 

Concerning the stimulating one, the author argued that people are naturally curious and 

in fact, most of the respondent (76,62%) agreed with that.  

Therefore, linkage between their natural curiosity and the first box of cigarette's buying 

has been made with question 21 and the result confirm that curiosity is one of the main 

characteristic who defined motivation: 73,55% of respondents said that it was the 

curiosity who pushed them to buy their first box. 

This cognitive aspect is also enhancing the principle of dynamic motivation, more 

precisely the exploratory side. 

Speaking now about the utilitarian side of motivation, Pellemans (2003) explained that 

when consumers are facing problems, they turn themselves and try to seek possibilities 

in order to reduce those challenges. 

As we already talk about boredom in a previous part, the question 23 generalized by 

speaking about general issues; thus, we see that even if cigarette may not be the main 

tool for fixing those (only 13,11% of "Yes" responses"), a majority agreed to the fact that 

cigarette might be a part of the solution. 

This utilitarian side of motivation is even more pronounced with women, because we 

saw that 71, 12% of "Yes" and "Rather Yes" were feminine responses. 

5.2.5 Emotional motivations 
 

We talked about boredom and all kind of challenges that cigarette may reduce in life in 

the previous analysed dimensions and then, we focused now on the three last 

framworks regarding motivation: the emotional side. 

As Hull (1943) said consumer are seeking for balance, then reduce the tension exerted 

by their impulses. We assumed in the theoretical framework that with this statement, 

stressed smokers will try to balance their stress by buying boxes, and the question 24 

strongly confirmed it: 87,70% of respondent assumed that cigarette reduce stress. This 

product is then reducing a tension, and then act as a balanced tool. 

Concerning assertiveness, Pellemans (2003) said that consumers are seeking success, 

admiration and power through different aspect, and cigarette might be one of them. 
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However, our survey reverse this statement, at least for cigarette; in fact, a large 

majority didn't see a cigarette as a sign of success, and even for the 37,71% of positive 

respondents, only cigars appears as a success-related product. This side of emotional 

motivation is thus not working for this product. 

On the other hand, the empathic relationship is a main dimension, but strongly linked 

with age: regarding Pellemans' (2003) statement, being like others is a source of 

pleasure, and this information is verified by our question describing that only 4,92% of 

interviewed didn't imitate others. 

However, we see that the importance of this dimension is declining with age: if 77,87% 

were willing to say that they did like the other smokers at the beginning of their 

smoking period, only 17,21% admitted copying still today. 

 

5.3 Need recognition in the buying decision process  
 
 
According to Tyagi & Kuma’s (2004) but also to Armstrong & Kotler (2007), the need 

can emerge via physical necessities or from the environment of the person like ads or 

society. Regarding the physically necessities and according to the Maslow model, it 

appears that cigarette is not an essential (physically) need for consumers (Question1). 

People gave only 1,6 of average (scale of 5) for the blooming need while they gave 4,1 of 

average for the third step: belonging need. The link can be made with the identification 

and the desire to be more sociable (Question 2).  

 

Ferell & Harline (2010) evoked the external stimuli as environment which can influence 

your needs. It appeared in the survey that 68,86% of people want to smoke when they 

are next to someone who is smoking. Moreover, parents have also a role in the education 

67,21% of the respondents reported having at least one of their parents who smoke. The 

framework has shown the importance of the lifestyle in the need recognition process. 

(EKB model, figure 2).The lifestyle is linked with the difference of value and norm. 

(Engel, Kollat & Blackwell, 1973).  

The value and norm depend on the environment and as the question about the 

education level and the income, the results show that 62,30% of people who are 

smoking are living with less than 1000€ per month. According to Remier & al. (2004), 
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people who are living in precarious conditions are more disposed to smoke, In fact they 

feel sad, anxious or mad (Question 3) because of the bad condition of living and the 

difficulties to leave with the stress of money (Remier & al. 2004). However, the survey 

shows that some of people who answered are young and still studying so the link 

between the precariousness and the motivation to buy cigarette is weak.  

The most important factor for the generation Y is the sociability and the sentiment to 

belong a group when they buy cigarettes (Question 2). 

According to Ferrell & Harline (2010), external stimuli can also arouse an internal 

response. The example of Pizza Hut is evoked in the framework but it also works for the 

cigarette. For instance, smokers can be influenced by an external factor such as parents 

(Question 143or 14) and thus create the need of smoke.  

Finally, some laws like Evin act or Viel act forbidden advertising or promoting a 

cigarette’s brand in France, it is really useful for the need recognition because marketing 

could affect the consumer’s need (Engel, Blackwell & Miniard, 1995). 
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6. Conclusion 

6.1 Conclusion of what motivates French Generation Y’s smokers to buy 
cigarettes?   

 
The aim of our thesis was to answer the research question:  What motivates French 

Generation Y’s smokers to buy cigarettes? 

The subject referred to Generation Y, our population and limitation.  

The paper was divided in two parts in order to understand well the subject. The first 

part was the theories in the framework. The exploratory research permitted us to find 

two main theories about the motivation first through Pellemans and then about the 

buying decision process via Tyagi & Kuma's. The descriptive research thanks to the 

survey brings information that we used to compare with the exploratory data.  

 

The analytical part highlights the different motivations which push smokers to continue 

buying cigarettes but also how they create the need of smoking. 

Thanks to those, we were able to answer this research question: several motivation's 

dimensions interact and lead the customer and lead to the purchase of a box of 

cigarettes: 

- In term of the dynamic frameworks, it appeared that the energetic one, through 

negative feelings, had an impact on customers. However, feelings from the past don't 

seem relevant. However, directional and exploratory dimensions played a significant 

role in the purchase. 

 - Regarding the origin side of motivation, French customers don't take in 

consideration government or company's action in term of communication or 

propaganda. Even if the result is almost nil for celebrity's impact, entourage (for 

external factors) and parents (for conscious and unconscious) are a main part of 

customer's motivation. Intrinsic dimension is also important, regarding the smoking 

gesture and the pleasure that customers have before smoking. 

 - At the beginning of their consumption, the cognitive and the emotional aspect of 

motivation is a major trigger to purchasing, regarding the natural curiosity, research of 

new but on the other hand, reduction of tension, meaning cigarette is a tool who can 

help customers to face their different issues or reduce their stress or anxiety. Then, 

those aspects enhance the dynamic ones. 
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Nevertheless, all the factors mentioned above may be nuanced. Components of 

motivation which affecting the purchase of a pack of cigarettes are the same for all 

generation Y, but to varying degrees regarding age, gender, income or education level.  

 

On the other hand, some survey draws as the education level contradicts our 

expectation. Most of studies showed that longer people study less they smoke. The 

results indicate the contrary but the problem is none exhaustively of the questionnaire. 

In fact, the questionnaire was distributed in an environment where people are still 

study. 

 

6.2 Limitation 
 
At the beginning of our work, we wanted to analyse the situation at a European scale. 

Unfortunately, due to the lack of time and means, it has been found that our survey was 

far too vague, and a lack of response from the eastern countries would have forced us to 

extrapolate, taking the risk of delivering an unbiased analysis. 

After discussion, we decided to focus on France, our native country, and also narrow our 

research question. 

Speaking of this research question, this tightening involved that our subject was related 

only to the motivation of smokers to buy their cigarettes. This problematic therefore 

does not take into account certain aspects; this paper did not aim to analysis the entire 

buying process, but why and what triggers this one, trough the motivation framework. 

Furthermore, our subject did not cover the core reason of why people smoke, or the 

process for quitting or even the non-smokers' feeling about the cigarette. We also based 

our work on the generation Y: it is therefore not discussed here about comparison 

between other generations. Furthermore, this study might be seen as timeless, meaning 

that we didn't take in consideration evolution that could happen during years; we have 

made statement concerning what is happen in the present. 

Concerning the survey: due to the fact that we were living in Sweden during the 

redaction of the paper, we couldn't have the amount of responses needed because of the 

lack of time and means (same problem as the previous survey). 
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Moreover, in order to understand a subject as complex as the motivation of consumer, 

qualitative research could have been a great help. However, for the same reason said 

above, we have not been able to start collecting this information. 

Finally, it is important to understand that even if we did our thesis as objectively as 

possible, analysing consumer behaviour from our own country may include a certain 

degree of subjectivity, even if it is involuntary. 

 

6.3 Further studies 
 
According to the limited amount of people interviewed, future studies should expand the 

survey in a European scale, in order to understand if there several or unique trends 

concerning motivation toward buying cigarette. 

As we said in the delimitation, qualitative data should be made such as interviews with 

smokers, for a better understanding. Furthermore, a study like this one does not only 

affect the marketing field, but also psychology. In order to obtain the most accurate and 

complete work about this subject, those two branches should be working together. 

Even though, our work allowed to bring responses concerning smokers' motivation 

toward buying cigarettes and it could be expand to understand deeper the buying 

process in its whole, and even give some leads for comprehend the new enthusiasm 

toward e-cigarettes. 
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8. Appendix  
 

Questionnaire:  
 
Question 1: For you smoking is a: 

- Psychological need  

- Security need 

- Belonging need 

- Esteem need 

- Blooming need  

 

Question 2: Why do you buy cigarette?  

- To be more sociable 

- I don’t know 

- Because most of my friends are smokers  

- I’m addicted  

 

Question 3: When you are buying cigarettes, you are generaly.. 

- Anxious 

- Joyful 

- Mad 

- Sad 

- Normal 

- Others  

 

Question 4: Does the cigarette makes you reminding something on your past? 

- Yes  

- No 

 

Question 5: Do you always buy the same brand of cigarette? 

- Yes  

- No 

 

Question 6: If yes, why? 

- Habit  

- Taste 

- Price 

- Brand history 

- Other 

 

 Question 7: Are you a consumer to another product related to tobacco? 
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- Yes  

- No  

 

Question 8: Was your first box a way to avoid humdrum? 

- Yes  

- No  

 

 Question 9: Nowadays, is buying apart of this routine? 

- Yes  

- No  

 

Question 10: Did you ever consider trying other tobacco related products? 

- Yes  

- No  

 

Question 11: Does the anti cigarettes ads affect you? 

- Yes 

- No 

 

Question 12: To what extent do you think the cigarette brands communicate? 

- Scale 0 to 10  - 0: people don’t think cigarette’ brands communicate – 10: people think 

cigarette’s brands communicate a lot.  

 

Question 13: Do you want to smoke when someone next to you smokes? 

- Yes  

- Rather yes 

- Rather no 

- No  

 

Question 14: Does your parents smoke? 

- Yes, my mother 

- Yes, my father 

- Yes, both 

- No  

 

Question15: Do you hide your consumption to your parents? 

- Yes 

- No 

 

Question 16 : To your entourage? 
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- Yes  

- No 

 

Question 17: Do you Select your brand cigarette because of a celebrity or an influential person 

(parents, friends ...)? 

- Yes  

- No 

  

Question 18: Do you think ads on boxes are useless? 

- Yes 

- Rather yes 

- Rather no 

- No 

 

Question 19: If you are smoking rolling cigarette, do you enjoy rolling them? 

- Yes  

- No 

 

Question 20: Do you like the "smoking gesture"? 

- Yes 

- No 

 Question 21: Can you say you are a curious person? 

- Yes  

- Rather yes 

- Rather no 

- No 

 

Question 22: Do you think curiosity was the main factor for buying cigarette the first time? 

- Yes 

- Rather yes 

- Rather no 

- No 

 

Question 23: Do you think cigarette help you fix some problems? 

- Yes  

- Rather Yes 

- Rather No 

- No 

 

Question 24: Does cigarette reduce your stress?  
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- Yes 

- Rather yes 

- Rather no 

- No 

 

Question 25: Do you think that tobacco related product are a sign of social success? 

- Yes  

- Rather yes 

- Rather no 

- No 

 

Question 26: Do you smoke for doing like others?  

- Yes 

- Yes, when I started 

- No 

 

Demographic Questions :  

 

Question : Age  

- Between 15 and 20 years old 

- Between 21 and 25 years old 

- Between 26 and 30 years old 

- Between 31 and 35 years old  

 

Question : Gender 

- Man 

- Woman 

 

Question : Income  

- <1000€ 

- 1000-1500 

- 1501-2000 

- >2000€ 

 

Question : Education level (end of) 

- <15  

- 15-18 

- 19-22 

- >22 
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