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W hen I was asked in recent years 
about the future of pipe tobac-
co, my answer was always the 

same: bleak at best. 
The decline of this traditional plea -

sure on the American scene seemed to 
match the acceleration of daily life, with 
fewer and fewer customers each year opt-
ing for the pleasures of pipe smoking.

Today my answer is very different. In 
fact, 2015 has been the strongest year the 
traditional pipe tobacco category has had 
in quite a long time.

Plenty in the industry are excited 
about this resurgence, but I’d venture to 
say none more than Kelly Michols, pres-

ident of Scandinavian Tobacco Group 
Lane and recently elected chairman of the 
Pipe Tobacco Council. 

“This resurgence is long overdue,” 
said Michols. “Traditional pipe tobacco is 
a true art form, and it would be a tragedy 
for it to become a dying art. That’s why 
we are committed to continuing to grow 
this important industry.”

The downward trend pipe tobacco 
experienced over the past few decades is 
hardly surprising. After all, pipe smok -
ing is by nature slow and contempla -
tive—two words that have lost meaning, 
or at least appreciation, in today’s fast-
paced culture. But there’s something 

else that’s been lost as 
well—the appreciation of 
true quality that only care -
ful time and attention can 
understand. It’s this under -
lying concept that’s expe-

riencing a true renaissance—and pipe 
tobacco is just one of many art forms that 
are rising from the ashes of fast-paced 
consumerism. 

Others in this category include craft 
beer and bourbon, to name a few. In fact, 
Michols would put premium cigars into 
this category as well, noting the resur-
gence they’ve had since the 1990s. 

“Over the last 20 years or so, the 
premium cigar manufacturers, the Ci -
gar Association of America, and all the 
folks involved in that business have been 
able to create life, energy, excitement, 
forward thinking, and unique brand -
ing, to the point where it’s turned into 
an integral part of smokers’ lives,” said 
Michols. “That same opportunity exists 
for traditional pipe tobacco to see the 
same renaissance.” 

The thing that makes this resurgence 
in pipe tobacco unique is that it’s happen-
ing in young adult smokers that are 25-
plus years old—a demographic frequent -
ly referred to as millennials.

“What drives the millennial consum -
er is being able to personalize things, be-
ing able to talk about things, and to be as-
sociated with products that are not part of 
big brands,” said Michols. “Pipe tobacco 
fits all those criteria.” 

The ability for consumers to create 
their own blend of pipe tobacco allows 
personalization of product. This desire to 
experiment with different brands is one 
of the factors that sets apart the new wave 
of pipe tobacco smokers.

Leonard Wortzel, vice president of 
marketing and product development for 
Scandinavian Tobacco Group, said that 
65 percent of millennials like experiment -
ing with different brands, compared to 
only 15 percent of traditional consumers.

So the big question is, as an industry, 
how do we keep this trend going in the 
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> Blender Gregory Pease, whose mixtures 
are produced by Cornell & Diehl, has been 
a defining force in craft-grade blends for 28 
years and continues to generate excitement. 
His latest release, Virginia Cream, is a stylistic 
departure that debuted in October. 

> Following a sneak peak at the 2015 Chicago Pipe Show, Nashville-based pipe 
maker BriarWorks International rolled out its first pipe mixtures, crafted by Cornell 
& Diehl: an all-day English blend, a smoky aromatic, and a Virginia/Perique flake.
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right direction? The first step is to make sure it’ s available. 
“The best way to do that,” said Wortzel, “is to sho w mass 

market retailers that traditional pipe tobacco is a  consistent and 
solid profit performer and should be part of their overall port -
folio. In a lot of OTP sets, they’re seeing market compression in 
every area except pipe tobacco. Retailers need to know they can 
still make margins in this area.”

The second step is to listen to the consumer. If they want 
variety, manufacturers need to give them variety—an d that 
means coming out with new and interesting products on a 
more frequent basis. But none of this can happen in a vacuum. 

“At Pipe Tobacco Council, our goal is to make sure we as an 
industry are being creative together in terms of wh at we can do to 
advance traditional pipe tobacco going forward,” sa id Michols. 

After so many years of a declining industry, it’s e xciting 
to see pipe tobacco move in a positive direction. There’s still a 
long road ahead, but Michols and the Pipe Tobacco Council are 
committed to reviving this industry.
  “It takes commitment. Pipe tobacco has been declining for a 
while, so it’s going to take a little bit of time t o turn that around,” 
said Michols. “It’s the responsibility of the pipe tobacco manu-
facturers to be the sources of this turnaround.”  

Craig Williamson  is president of the Cigar Association of 
America, Tel: (202) 223-8204, Web: www.cigarassociation.org.

VAPOR 
NATION

1/2H

400 W. Front Street • PO Box 226  
Washington, MO 63090 • 800-888-2109  

pipes@corncobpipe.com

An

AMERICAN
LEGEND

HANDCRAFTED

in U .S.A .
SINCE 1869

HANDCRAFTED

in U .S.A .
SINCE 1869

LEGEND

MISSOURI MEERSCHAUM

CORN COB PIPES
• Wide selection of popular styles

• Quality old world craftsmanship

• Sweet smoking and long lasting

> Top: Counter-culture premium cigar maker Drew Estate jumped 
into the pipe segment in 2013 with characteristically unique inter -
pretations of classic pipe mixtures perfectly suited to a new gen -
eration of pipe enthusiasts. Above: Seattle Pipe Club member and 
master blender Joe Lankford has developed three new craft grade 
blends, adding to the club’s popular original three offerings. The 
bold-leaning blends are distributed by Pipes & Cigars.
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