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Advertising & Promotion Bans: The Essential Facts

The World Health Organization has described tobacco addiction as “a communicated disease —
communicated through advertising, sports, marketing and sponsorship.”’ Tobacco industry advertising
and promotion have been shown to be particularly effective at enticing children and young people to start
using tobacco, as youth are the “replacement smokers” so essential to the industry’s ongoing success.

Advertising and promotion increase overall tobacco consumption and, as one would expect,
comprehensive advertising bans significantly reduce tobacco consumption.>* Marketing can also make it
harder for smokers to quit and induce former smokers to relapse and start smoking again.5 Tobacco
industry marketing and sponsorship bolster the declining social acceptability of smoking and the tobacco
industry. Finally, advertising and sponsorship discourage publications and organizations dependent on
tobacco industry money from having an open discussion of the public health impact of tobacco.

It is for these reasons that an effective national tobacco control policy to counter the addiction, disease,
and death caused by tobacco must include a comprehensive and complete ban on tobacco advertising,
promotion and sponsorship.

Advertising, Promotion, and Sponsorship Defined

Advertising and promotion: Any commercial communication or action with the intent or effect of
promoting tobacco or tobacco use.’

Sponsorship: Any contribution to an event, organization, individual, or activity with the intent or effect of
promoting tobacco or tobacco use.®

As a practical matter, tobacco marketing ranges from the placement of traditional paid radio or magazine
advertisements to sophisticated new uses of the internet, mobile phones, and other media. It includes
both direct forms of advertising and promotion and indirect advertising and promotion, typified by brand-
stretching — the distribution of non-tobacco products under tobacco brand names.

Those that are responsible for tobacco advertising and promotion (and must therefore be covered by any
effective tobacco advertising ban) include not only the tobacco industry,7 but advertising agencies,
publishers, broadcasters, internet service providers, internet content providers, mobile phone content
providers, and individuals or organizations that receive tobacco sponsorship.

In recent decades, the tobacco industry has shifted its advertising and promotion budgets from television,
radio or print advertising to a dizzying array of sponsorship, internet, and brand sharing activities.
Tobacco promotion and sponsorship activities have changed to stay one step ahead of tobacco control
efforts. Point-of-sale (POS) promotions and sports, entertainment and arts sponsorship have proliferated.
Yesterday’s rugged cowboy selling Marlboro cigarettes on television is today’s “Asia Marlboro” road-
racing and Benson and Hedges cricket. Yesterday’s Virginia Slims tennis tournament is today’s Salem
Power Station CD store in Kuala Lumpur or tobacco-sponsored night clubs in Romania.®

The following are major types of tobacco advertising, promotion, and sponsorship. However, an effective
policy banning advertising and promotion should cover any communication or activity that falls within the
above definitions.

Types of Tobacco Advertising

e Television, including broadcast, cable, satellite, and audiovisual content delivered by internet,
mobile phone or other means.
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Radio, including broadcast, cable, satellite, and audiovisual content delivered by internet, mobile
phone or other means.

Print, including newspapers, magazines other publications.

Billboards and other outdoor advertising.

Transit vehicles, airports, train stations, bus depots, and transit shelters.

Theaters.

Tobacco packaging.

Posters.

Point-of-sale (POS), also known as point-of-purchase (POP).

Direct mail.

Internet advertisements, including World Wide Web and email applications, delivered by
whatever means and capable of reception on whatever device.

Types of Tobacco Promotion

Tobacco-branded merchandise, such as shirts, backpacks and hats.

Point-of-sale promotions, including:

o Promotional allowances (tobacco industry payments to retail outlets for favorable positioning
of their products in stores)

o Retailer award programs (usually incentives for achieving target sales volumes)

o Free gifts or discounted merchandise with tobacco purchases

Incentives for purchasing tobacco products, such as redeemable coupons.

Paid product placement in films, television and other media.

Free sampling of tobacco products.

Distribution (paid or free) of branded merchandise at hospitality, sports, entertainment, music,

dance, or school venues or events.

Indirect advertising. Also called “brand stretching” or trademark diversification, through which

tobacco brand names or brand elements are used on non-tobacco products or attached to non-

tobacco activities or events. Also includes reverse brand stretching (the use of non-tobacco

branding on tobacco products.)

Tobacco Sponsorship

Provision of financial or other support by the tobacco industry to organizations, events, or
individuals involved in sports, art, or entertainment, including sports or arts events, athletes,
sports teams, or artists, whether or not in exchange for publicity.

Provision of financial or other support by the tobacco industry to venue operators such as
pubs, bars, or clubs.

As more traditional forms of marketing are banned or restricted, the tobacco industry continues to develop
innovative forms of promotion and sponsorship. For example, in 2001 British American Tobacco (BAT)
sponsored newspaper “public service” advertisements in Thailand for a would-be local anti-littering
campaign. Although there was no evidence that a genuine environmental clean-up campaign was
undertaken, the advertisements featured a prominent BAT corporate Iogo.9

Advertising Bans Are Effective

Strong and comprehensive laws that eliminate tobacco advertising and promotion can
significantly reduce tobacco consumption.

A review of research on tobacco consumption and advertising bans in 102 countries found that
comprehensive advertising bans can reduce tobacco consumption whereas partial bans have
little or no effect.’®
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e Research on advertising bans and consumption in 22 countries found that comprehensive
advertising and promotion bans reduce cigarette smoking by 7.4% and overall tobacco
consumption by 5.4%.*

¢ Beyond reducing tobacco consumption, comprehensive advertising and promotion bans protect
children and young people from the onslaught of tobacco marketing in sports, music venues, the
internet, and elsewhere.

Advertising bans also help reduce the social acceptability of smoking and tobacco use, and this benefits
the public health in many ways. Declining social acceptability is a powerful incentive for children and
young people to remain tobacco-free and helps current smokers to quit and remain nonsmokers, and it
can reduce the influence of the tobacco industry in politics and culture.

The FCTC and Worldwide Progress toward Comprehensive Advertising Bans

The Framework Convention on Tobacco Control (FCTC), adopted unanimously by member countries of
the World Health organization in 2003," requires Parties to undertake a comprehensive ban on tobacco
advertising, promotion and sponsorship.'> The FCTC entered into force on 27 February 2005, and
currently has 168 signatories and 151 Parties."

Article 13 of the FCTC addresses tobacco advertising, promotion and sponsorship. Under this section,
Parties to the Convention must:
e Ban tobacco advertising, promotion and sponsorship no later than five years after the FCTC
enters into force (27 February 2010).
e Include cross-border advertising, promotion and sponsorship originating within a nation’s
territory.™
e Comprehensively ban advertising, promotion, and sponsorship to the greatest extent consistent
with their national constitutions.
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