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Definitions

Advertising and promotion

World Health Organization Framework Convention on Tobacco Control (1): Tobacco advertising and
promotion is defined as any form of commercial communication, recommendation or action with the
aim, effect or likely effect of promoting a tobacco product or tobacco use either directly or indirectly.

Tobacco Advertising Directive (2): Advertising is defined as any form of commercial communication
with the aim of directly or indirectly promoting a tobacco product.

Audiovisual Media Service Directive (3): Audiovisual commercial communications are defined as
images, which are designed to promote, directly or indirectly, the goods, services, orimage of a natural
or legal person pursuing an economic activity. Forms of audiovisual commercial communication
include TV advertising, sponsorship and product placement. TV advertising is defined as any form
of announcement, broadcast in order to promote the supply of goods or services.

Sponsorship

World Health Organization Framework Convention on Tobacco Control (1): Tobacco sponsorship
is defined as any form of contribution to any event, activity or individual with the aim, effect or likely
effect of promoting a tobacco product or tobacco use either directly or indirectly.

Tobacco Advertising Directive (2): Sponsorship is defined as any form of public or private contribution
to any event, activity or individual with the aim of directly or indirectly promoting a tobacco product.

Audiovisual Media Service Directive (3): Sponsorship is defined as any contribution made by public
or private undertakings or natural persons not engaged in providing or producing: - audiovisual
media services, - video-sharing platform services, - user-generated videos, - programmes with a view
to promoting their name, trade mark, image, activities or products.

Brand stretching and brand sharing

WHO Guidelines on Article 13 of FCTC (4): “Brand stretching” occurs when a tobacco brand name,
emblem, trademark, logo or trade insignia or any other distinctive feature (including distinctive
colour combinations) is connected with a non-tobacco product or service in such a way that the
tobacco product and the non-tobacco product or service are likely to be associated. “Brand sharing”
occurs when a brand name, emblem, trademark, logo or trade insignia or any other distinctive feature
(including distinctive colour combinations) on a non-tobacco product or service is connected with
a tobacco product or tobacco company in such a way that the tobacco product or company and the
non-tobacco product or service are likely to be associated.

Plain packaging

WHO Guidelines on Article 13 of FCTC (4): Plain packaging: black and white or two other contrasting
colours, as prescribed by national authorities; nothing other than a brand name, a product name and/
or manufacturer's name, contact details and the quantity of product in the packaging, without any
logos or other features apart from health warnings, tax stamps and other government-mandated
information or markings; prescribed font style and size; and standardized shape, size and materials.
There should be no advertising or promotion inside or attached to the package or on individual
cigarettes or other tobacco products.
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Product placement

WHO Guidelines on Article 13 of FCTC (4): The inclusion of, or reference to, a tobacco product,
service or trademark in the context of communication, in return for payment or other consideration.
It refers to communication through audio, visual or audiovisual means: print (including newspapers,
magazines, pamphlets, leaflets, flyers, letters, billboards, posters, signs), TV and radio (including
terrestrial and satellite), films, DVDs, videos and CDs, games (computer games, video games or
online games), other digital communication platforms (including the Internet and mobile phones)
and theatre or other live performance.

Audiovisual Media Service Directive (3): Product placement means any form of audiovisual
commercial communication consisting of the inclusion of, or reference to, a product, a service or the
trademark thereof so that it is featured within a programme or a user-generated video in return for
payment or for similar consideration.

Counter-advertising

Tobacco Atlas (5): Counter-marketing consists of strategies that limit the industry’s ability to use
deceptive TAPS and include proactive efforts to inform consumers about the harms of tobacco use
and unethical behaviour by the tobacco industry.

Centers for Disease Control and Prevention: Tobacco counter-marketing is defined as the use of
commercial marketing tactics to reduce the prevalence of tobacco use. Counter-marketing activities
can play a role in increasing smoking cessation, reducing smokeless tobacco use, decreasing
the likelihood that people will begin smoking cigarettes, and reducing nonsmokers’ exposure to
secondhand tobacco smoke. Counter-marketing messages can also substantially influence public
support for tobacco control interventions and increase support for school and community efforts

Executive Summary

Background

Advertising, promotion and sponsorship of tobacco and related products (TAPS) increase products’
use, especially initiation of use and progression to regular use. Comprehensive TAPS bans are
effective measures resulting in reduced product consumption. In the EU, there are currently important
loopholes in TAPS regulation and citizens are not adequately protected from TAPS.

The JATC-2 aims to identify the TAPS loopholes in the EU and propose necessary TAPS control
measures. This position paper aims to provide comprehensive recommendations on the update of
TAPS regulation in the EU, based on the activities within Work Package 8 of the JATC-2, such as a
comprehensive consultation with national experts and a systematic review of the literature.

Recommendations
In the EU:

1. A comprehensive TAPS ban should address all forms of communication, recommendations
or actions and contributions to any event with the aim, effect or likely effect of promoting any
type of product (tobacco, related, nicotine or herbal), devices, accessories or imitations of
products directly or indirectly, and should apply to all possible marketing channels. It should
address all persons or entities involved in TAPS (production, placement, dissemination).

2. Media production with depictions of smoking or use of any type of product should be
ineligible for public subsidies and tax concessions; production incentives or subsidies for any
entertainment product or service should be withdrawn in case of breach of the regulations.
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Cooperation with the media industry to reduce products’ depictions in entertainment media
should be ensured. On EU level, digital media monitoring systems to track and analyse tobacco
TAPS are necessary.

3. Internet and other technology-based sales of any type of tobacco/nicotine products, device,
accessories for use, and imitations of products, should be banned. The ban should apply to all
legal and natural persons engaged in any transaction and preferably include also ban on such
purchases with confiscation of purchased products. An important challenge to this ban is the
registration of retailers’ domains abroad, so relevant activities to prevent internet sales from
countries outside the EU should be identified and implemented.

4. Ban on TAPS at POS for any type of product, devices, accessories or imitations of products
including display and vending machines should be implemented and include ferries, airplanes,
ports and airports.

5. Promotional communications between manufacturers and retailers should be banned,
requiring payments from manufacturers to retailers be made publicly available. Licensing
of all entities in the supply chain should be implemented, as measures for decreasing retail
availability and bans on product sale at educational, hospitality, sporting, entertainment, music,
dance, social venues or events and healthcare facilities.

6. Plain packaging should be implemented across EU MS for any type of tobacco/nicotine
products, devices and accessories for use. Health warnings should be updated and changed at
the time when plain packaging is introduced and should also be added on individual cigarettes.
Size and shape of packs and cigarettes should be regulated and slim, super slim and extra-
long cigarettes should be banned. Sales of attractive and specifically designed cases or boxes
for plain packs should be prohibited.

7. Besides a comprehensive ban on CSR actions and corporate promotion, there is a need for
stronger implementation of Article 5.3 of the WHO FCTC, measures to ensure transparency
of interactions between all parts of government and the tobacco industry and measures for
increasing awareness of policy makers about the real objectives of tobacco industry actions.
Some countries report that it is difficult to determine in court when a CSR action represents
TAPS, so there is a need for guidelines in this respect.

8. The comprehensive TAPS ban should include a total ban on TAPS in tobacco trade, a total ban
on brand stretching and brand sharing and a ban on production and distribution of items such
as sweets, snacks and toys or other products resembling and product, device or accessory.

9. Comprehensive TAPS ban should be accompanied by effective monitoring, enforcement
and dissuasive sanctions, collaboration among EU MS, formalized at EU level, international
collaboration, civil society involvement, strong public education and community awareness
programmes. A wide definition of responsible entities is necessary. Tobacco industry should
be required to disclose all expenditures associated with TAPS. Decrease in administrative
burden and delay in addressing violations should be ensured and EU harmonized enforcement
system and compliance tool.

10. The ban should be defined in the way that it anticipates further new industry approaches,
strategies and products. The legislation should be continuously updated in order to counteract
emerging approaches by tobacco companies.

Conclusions

An update of current TAPS regulation and implementation of a comprehensive TAPS ban
encompassing all products, marketing channels and existing loopholes in the regulations is necessary
in the EU in order to protect the citizens from TAPS, especially youth, and decrease consumption of
tobacco, related and nicotine products in EU.
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Background

The relationship between tobacco marketing and smoking behaviour has been extensively
researched (6) (7). The accumulated evidence base shows a strong causal relationship between
tobacco advertising, promotion, and sponsorship (hereinafter referred to as TAPS) and smoking
initiation (7) (8) (9), and progression of tobacco use among young people (7) (8), and increased
tobacco use (6) (7). The key target group of tobacco industry’s TAPS is youth (7) as smoking is
usually initiated in adolescence and young adulthood (8) (10). TAPS is associated with the uptake
by new users and reinforces use among young adults (8). The rationale for a comprehensive TAPS
ban includes health effects of tobacco use, deceptive or misleading nature of TAPS, unavoidable
exposure of youth, targeting at-risk populations, and the ineffectiveness of partial bans (7).

Comprehensive TAPS bans reduce exposure to TAPS (11) and tobacco consumption (6) (7) (11)
(12), while partial bans generally have a minimal or undetectable effect on consumption (7) (12).
Counter-advertising reduces cigarette consumption and taxation of advertising should be used to
fund it (12).

There is a paucity of research regarding the effects of TAPS and TAPS bans on perceptions, intention
to use and consumption of new tobacco and nicotine products (e-cig, HTPs, nicotine pouches), but
it suggests the association between exposure to e-cig TAPS and lower harm perceptions, increased
intention to use and trial of e-cig (13), (14). Adolescents exposed to TAPS of e-cig were more likely
to start smoking, even though the marketed product was not cigarettes (13).

The WHO FCTC in its Article 13, encourages countries to undertake a comprehensive ban of all
TAPS, which includes a comprehensive ban on cross-border TAPS originating from the country’s
territory. Keeping in mind the definitions of TAPS, WHO FCTC also encourages the implementation
of measures beyond the obligations required by this Convention (Article 2.1) and its protocols and
cooperation among Parties in the development of technologies and other means necessary to
facilitate the elimination of cross-border TAPS (1) (4) (6).

The key objective of JATC-2 is to identify and share actions undertaken by EU MS to address
challenges in the application of the EU bans on cross-border and internet TAPS. Another of its
goals is to create and disseminate a position paper on the need to update the TAD. To address this
objective, Work Package 8 conducted a consultation in 2023 (15), engaging 38 TAPS experts from
20 EU MS and Norway. Additionally, a systematic literature review of TAPS loopholes in Europe was
conducted (16).

Issue Criteria

To provide recommendations for developing a new TAD in the EU, we conducted an online
consultation with national TAPS experts, a systematic literature review and considered the WHO
recommendations, previous reports from EU, and we focused not only on cross-border issues but
also on all other issues on TAPS (POS, packaging).

Regulation and current situation in the EU regarding TAPS

In the EU, TAPS is regulated by the Tobacco Advertising Directive 2003/33/EC (2), Tobacco Products
Directive 2014/40/EU (17), and Audiovisual Media Service Directive 2010/13/EU, amended in 2018

).

8 | Deliverable 8.3 Position Paper for a new TAD



TAD Introduces EU wide ban on cross-border advertising and sponsorship in print media, radio and internet. It
also bans sponsorship of events involving several EU countries or having cross border-effects (includes ban
on free distribution of products in the context of sponsorship).

AVMSD | Bans audiovisual commercial communications, sponsorship and product placement for tobacco products,
e-cig and refill containers in all forms of audiovisual commercial communications and defines that
programmes should not contain product placement.

TPD Covers e-cig and refill containers and includes the same prohibitions for these products as TAD for tobacco
products; also, product placement is prohibited in audiovisual sector.

Individual EU MS have transposed the TAPS bans described above in their national legislation and
most have successfully implemented and monitored rules and provisions on TAPS from the current
directives. Compliance with existing TAPS regulations is high for traditional smoking tobacco
products for smoking, but low for new tobacco and nicotine products (18) (19). EU MS have
additional national TAPS regulations, which differ between countries (18) (20), and these differences
are the main problem for cross-border TAPS.

The existing EU TAPS regulations do not fully protect people from TAPS (20) (21). Numerous TAPS
regulation loopholes are present in the EU (15) (16) (18) (19) (20) (21) and are presented in Table 1.

Table 1: TAPS issues and loopholes in regulation in the EU, as identified in JATC2 review, consultation with TAPS experts
and in previous reports for the EU (15) (16) (18) (19) (20) (21).

Existing TAPS regulations do not protect people from TAPS, leading them to initiate product use, especially for e-cig
and HTPs. (EC 2021 cons). The number of people exposed to TAPS for tobacco or related products is decreasing but
increasing for e-cig (data for HTPs not available) (20) (21).

Current TAPS regulation is not comprehensive, not adapted to the fast-evolving new dimensions of TAPS, new
emerging products, and new approaches of the industry. EU TAPS regulation has not been updated for a long time.
Exploitation of exceptions in regulations is widespread; tobacco industry is circumventing the regulation. If only certain
types of advertising are banned, the tobacco industry moves to another medium (15) (19) (20).

Gaps in regulation regarding new products (e-cig, HTPs and their devices, nicotine products, herbal products, flavour
cards). Nicotine pouches are not yet regulated in EU (are advertised and free samples are being given out) (15) (18)
(19) (20).

Fast development of e-cigs and HTPs, so that the regulation may be out of date for the newly developed versions (18).

Challenges with defining and regulating sponsorship. Indirect sponsorship activities persist and challenge
implementation (15) (18).

Differences in national TAPS regulation and differences in regulation of different products among EU MS (18).

EU Directives and Recommendations focus only on cross-border TAPS within EU while issues can arise from outside
EU (19) (20).

Discrepancies in definitions of tobacco products, advertising and sponsorship by TAD, AVMSD, TPD and FCTC (18)
(19).

Lack of specific definitions, such as commercial communication in TDP, definition of specialist shops, while e-cig
definition needs to be updated (15) (19).

Internet communications and products’ depictions in entertainment media content, TV shows, films, online social
networks or blogs, non-retailer websites and streaming services are a major TAPS loophole in EU. There is a
widespread online TAPS (direct or indirect), especially for new tobacco and nicotine products (15) (16)(18) (19) (21).

Widespread influencer marketing on social media, with many posts looking like festivals and summer scenes (15) (18)
(19).

TAD and TPD prohibit TAPS in information society, but whether this includes the internet in general is a grey area, also
not all social media fall under AVMSD. The scope of regulation of social media is mostly left unclear (private groups,
accounts linked to tobacco industry with posted promotional materials, friend to friend advertising etc.) (19) (20).

Parties and contests with cigarette brand sponsorships with encouraging participants to post on their social media
accounts (18).

Direct engagement of consumers and interaction with them by the tobacco companies (18) (19) (20).
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Nature of social media allows both consumers and commercial organizations to create content with TAPS, the
distinction between paid advertisements and posts of consumers or influencers is blurred (15) (20).

Covertness of online advertising — use of unbranded posts and hashtags (18) (19).

Low compliance to existing TAPS regulation, especially for e-cig, HTP (19).

Internet sales involve elements of TAPS (15) (18) (19).

Points of sales (POS) are a major TAPS loophole in EU. Products are visible on display at POS (shops, supermarkets
and other retail outlets). Promotional items, sales promotion and free trial of products are used (15) (18) (19) (21)

Agreements between tobacco industry and retailers are present (15).

Duty free sales are often exception to TAPS bans (15).

Different CSR campaigns and actions are present in the online and offline media, scientific and professional events/
journals. (15) (20).

Sponsorship of events in other countries which are broadcasted in EU (festivals, races), advertising at sports (motor
sports, Olympic Games etc.), and cultural events (direct or indirect TAPS), also with free distribution of products (15)
(16) (18) (19).

Frequently mentioned sources of TAPS: billboards, posters, other types of advertising in public spaces, newspapers or
magazines, railway stations, airports, inflight magazines and national or local TV advertising (15) (19) (21).

References to tobacco brands, which do not directly violate TAD (18).

There are instances of brand stretching and brand sharing (18) (19).

Challenges with enforcement of TAPS bans when entities are located outside of the country and is difficult to conduct
inspections and determine responsibilities for regulation (15) (18) (19).

Lack of financial and human resources (15) (18).

Administrative burdens or delays in addressing violations, high litigation costs, dealing with internationally operating
companies with their own legal departments (15) (18) (19).

Difficulties in monitoring online content, social media (15) (19).

Difficulties in recognizing parties responsible for the content on the internet (20).

Low compliance rates (15).

Despite the numerous problems listed in Table 1, only four EU MS countries (Finland, Germany, The
Netherlands and Sweden) and Norway reported changesin TAPS legislation during the last three years
(incl. outdoor advertising ban for tobacco products for smoking, new tobacco products and e-cig
(with exceptions for specialist POS), restriction on visibility of tobacco products at POS, extension
of display ban to HTPs devices, ban on free supply of tobacco products and ban on drawings for
tobacco products and EC). Few EU MS are striving to include new nicotine products under the same
regulation as other tobacco and related products. The proposals to solve the problems with TAPS
seem to face challenges in the political landscape. TAPS experts believe that international issues
should be addressed at EU level through directives (15). Individual countries have difficulties fighting
with TAPS problems and need to be supported on EU level. Some suggestions have been made on
what should be done regarding the above-mentioned TAPS issues and loopholes (Table 2).
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Table 2: Summary table on how to address TAPS issues and loopholes in regulation in EU, as identified in JATC2 review,
consultation with TAPS experts and in previous reports for EU (15) (16) (18) (19) (20)

Clear, comprehensive legislation closing the current loopholes, keeping pace with rapidly evolving products and TAPS
methods (15) (19).

Comprehensive EU level regulations to harmonise and strengthen existing laws, more harmonious regulation in EU (15)
(19).

Regulation covering all emerging products and devices, channels (15) (18).

Broader definition of smoking, including behaviour of smoking (15) (18) (19).

Mandatory reporting of tobacco industry promotional expenditures (15) (19).

Strong regulation of lobbying and registering the lobbying activities (19).

Regulation should cover social media advertising more clearly; specific and stricter provisions for social media (15)
(18) (19).

Guidance for and cooperation with social media, regulation of influencer TAPS (15).

Active inspections of non-compliant content (19).

Bans on online sales (15).

Display bans (15).

Plain packaging (15).

Raising public awareness on TAPS (15).

Improved efficiency of monitoring and enforcement systems, with adequate resource allocation (human and financial),
reduced administrative burdens, increased enforcement power and administrative decisions, sanctions (15) (18) (19).

Harmonized enforcement system (19).
EU level compliance tool (15) (18) (19).
Greater cooperation among EU MS, exchange of best practices, EU coordination (15) (18) (19).

Cooperation with other relevant stakeholders (civil society organisations, citizens, audiovisual services regulators etc.)
(15) (19).

International collaboration (15) (19).

Notifying the industry and other relevant entities about the regulation (15).

The findings from the JATC 2 project consultation with TAPS experts highlight insufficient political
will and suggest harmonization of TAPS regulation at EU level as an important measure to decrease
the differences among the EU MS in TAPS regulation and cross-border TAPS. These findings
emphasise the need for an update of the EU and national TAPS regulation.
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Recommendations and rationale behind these

1. Comprehensive ban on TAPS encompassing all forms of communication, recommendations,
actions and contributions, emerging marketing channels, new products, devices and accessories,
and all persons and entities involved in TAPS

A ban on TAPS is effective only if it has a broad scope, otherwise the tobacco industry inevitably
shifts to other TAPS strategies (4). TAPS bans can become quickly outdated, if not updated
and appropriately designed for future innovations in TAPS, so TAPS legislation needs to evolve
continuously (22). The tobacco industry should be required to disclose all expenditures associated
with TAPS (23) and in case of a comprehensive TAPS ban, there should be no such information
to disclose (20). In EU, over 70% of citizens with little to no experience with e-cig or HTPs in 2021
thought that e-cig and HTPs should be regulated as strictly as traditional cigarettes (21). Currently,
nicotine pouches are not included in the TAPS bans with some exceptions, for example Hungary
where nicotine pouches are also included in the TAPS ban since February, 2023.

2. Comprehensive ban on TAPS in entertainment and online media
Entertainment and online media

The global landscape of entertainment media has changed in the last decades with expansion in
cross-border digital entertainment media (23) (24). Digital media is used for TAPS (23) and is highly
effective because it is ubiquitous, interactive, personalized (24) and has a vast reach to young people
(23). In July 2022, there were 90% of internet users among inhabitants of European countries (25).
Users of digital media communication platforms can create, engage and interact with content, and
publicly endorse TAPS. Digital content is cross-border in nature, given that content created, uploaded
or broadcasted in one country may be consumed or shared in another and service providers can be
located in a different country than the country where the service is accessed. Cross-border digital
media consumption provides emerging channels for TAPS that are outside of existing regulatory
control for governments. The channels for entertainment media to cross borders include but are not
limited to Internet-based devices (smart phones, apps, tablets, smart TV), cable TV, transnational
flight entertainment and public lounges. These channels facilitate online streaming of films, TV
series, music videos, sporting, music, dance and other entertainment events; enable access to
electronic versions of international and domestic newspapers and magazines; and in addition to
containing tobacco depictions, they may also deliver embedded advertising content. Digital media
communication platforms can contain various forms of TAPS, those that are funded directly or
indirectly by the tobacco industry (23) and those occurring independently of any tobacco industry
involvement. Importantly, the latter does not diminish the potential impact such portrayals have on
smoking uptake (6). Next-generation digital technologies (e.g. virtual reality, augmented reality and
block chain technology) and the growth of new digital spaces like the metaverse, will offer evolving
opportunities for TAPS. In this new digital reality, TAPS may occur further out of regulators’ eyesight
and in spaces where jurisdiction is unclear, posing additional challenges to regulation (24). Internet
communications and depictions in media entertainment content are the major TAPS loopholes in EU
today (16) (18) (19) (20).

Digital media communication platforms have to apply and enforce existing TAPS bans and adopt
measures in accordance with national laws (23). Certification stating that no benefits have been
received for any tobacco depictions, ban on the use of identifiable tobacco brands or imagery,
counter advertisements and implementation of a rating or classification system that takes tobacco
depictions into account (4) have to be required for entertainment media, including music videos and
video games (6) (36). Media production with smoking should be ineligible for public subsidies (36).
It is important to note that self-imposed policies of social media platforms are insufficient to restrict
TAPS (22) (33).

" https://www.ncbi.nlm.nih.gov/mesh
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Product placement

Product placement is a fast-growing TAPS technique (16). Investigation of product placement and
smoking in TV series is complicated, especially when series are produced abroad (20). Tobacco
imagery in films has declined in the past but continues to occur on TV programmes, streaming
services (Netflix, Amazon Prime etc.) and reality shows at an unacceptably high level, also in films
categorised as suitable for children and youth. The depiction of tobacco in entertainment media
products can strongly influence tobacco use, particularly among youth (4) (8) (23). Even brief
exposure to tobacco advertising influences adolescents’ attitudes, perceptions about smoking,
and intentions to smoke (6) (7) (11) (16). Longitudinal studies provide evidence that exposure to
cigarette advertising in the media influences non-smoking adolescents to initiate smoking and to
move towards regular smoking (6). There is a causal relationship between depictions of smoking
in the movies and the initiation of smoking among young people (7) (8). There is a significant
association reported between exposure to TAPS of e-cigs in social media and ever use of e-cigs
(16). In countries that have banned TAPS, up to one third of adolescents, regardless of whether they
had smoked before or not, reported having seen TAPS online which implies that regulations of TAPS
currently do not adequately protect youth from such exposure (26).

Product placement is completely banned for traditional tobacco products for smoking and e-cigs
and HTPs in majority of EU MS, while total bans on TAPS in wider sales channels, non-retailer
websites, social media, app stores or apps downloaded from app stores for mobile devices for these
products are implemented in more than half of EU MS. Compliance to the bans is moderate to high
for traditional tobacco products, but low for both e-cigs and HTPs (18) and there is no control for
private social media groups, accounts located outside the country, common tobacco impressions
in music videos. There are difficulties in differentiating commercial advertisements from unpaid
content and difficulties in regulating photos of celebrities or influencers using products on social
media (20).

Influencer marketing

Influencer marketing on social media, through online platforms and foreign websites and direct and
indirect TAPS in entertainment media are the main problem in TAPS entering the countries, such
TAPS is an effective way to reach young audiences and can be challenging to regulate (15). Tobacco
companies are engaging popular social media influencers to promote their products and influencers’
posts do not disclose such cooperation (22). Influencers can be regarded as highly popular and
admired peers. Due to their perceived “likeability”, their messages are perceived as highly credible
word of mouth, rather than advertising (27). Influencers with a number of young followers share
“private” images depicting smoking at social events, ‘tobacco and/or nicotine use, such as vaping
and nicotine pouch (white snus) use’, among friends, during leisure moments, portraying a cosy and
positive image. Such TAPS blur the line between freedom of expression and promotional content,
infiltrate public debates and media and represent a challenge (15).

TAPS of e-cigs is widespread on different social media, such as YouTube, TikTok and Instagram
(16) and is disseminated by the industry and vaping proponents (28) (29). YouTube and Instagram
content about e-cigs promotes their use (30) and does not contain age and/or health warnings (30)
(31). Social media made it easier than ever before to directly link customers with sales channels (32)
(33) (34). Instagram is a global venue for unregulated e-cig sales. TAPS for waterpipes on Instagram
and menthol cigarettes on X (previously known as Twitter) is reported (15). Algorithms are designed
to expose the audience to homogenous content over time, so a person who encountered tobacco-
related TAPS may be in the future exposed to such content even more (33). All the major tobacco
companies have also launched websites for their major brands. They require age identification, but
this is easily overcome, so youth is able to access these websites, which show current products,
announce upcoming products and provide different promotional opportunities, including games,
contests and other content that changes daily to attract people to the website on a regular basis
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(35).

The use of new technologies assist in eliminating cross-border TAPS (37). Digital media monitoring
systems already exist, such as the Tobacco Enforcement and Reporting Movement (TERM), which
is an Al-powered, human-expertise-driven digital media monitoring system built in response to the
tobacco industry’s exploitation of the power of digital platforms. It tracks and analyses tobacco
marketing online and packages findings into reports for governments, media, tobacco control
advocates and others. It is currently operating in India, Indonesia and Mexico (24).

3. Comprehensive ban on internet sales

Internet sales of tobacco inherently involve TAPS and a ban on tobacco sales on the Internet is
recommended (4) (6), also by the Protocol to Eliminate lllicit Trade in Tobacco Products, ratified by
EU in 2016 (38). The ban should apply not only to entities that sell the products (4) (38), but also to
all legal and natural people engaged in any transaction (38), including credit card companies that
facilitate payment and postal or delivery services for the products (4). TPD allows EU countries to
prohibit internet sales of tobacco and related products (17) and at least 16 EU MS have implemented
bans on online sales of traditional tobacco products for smoking and e-cig and HTPs by specialist
retailers (18). Compliance to these bans is high for traditional tobacco products, but low for e-cigs
and HTPs (18). Through online sales, products, such as snus, are available to customers in EU MS,
where the sales of these products are banned, and so the industry contravenes legislation and
profit from unlawful sales (39). Internet sales pose additional problems, such as sales to minors
and problematic monitoring and enforcement. Verification systems for underage users are easy to
overcome and are not effective (20) (40) (41) (42) (43). The enforcement of these bans is challenging
especially when companies/domains are registered in another country (15) (20). A few EU MS intend
to extend the bans or introduce new ones (20).

4. Comprehensive ban on TAPS at points of sales (advertising, display, promotion, retailers’
incentives/agreements) without exceptions, decrease in retail availability

Tobacco retailers are not neutral tobacco purchasing outlets, they are the key pillar in TAPS (22).
TAPS at POS have the effect of promoting tobacco and related products use and is related to smoking
behaviour and use of these products among youth and adults (13) (16) (44) (45) (46) (47) (48) (49)
(50) (51) (52) (53) (54). In countries with POS advertising bans, current smoking, daily smoking and
regular smoking in the past month is significantly lower among adolescents, suggesting that these
bans can potentially reduce youth smoking (54). Full ban on any form of tobacco advertising at
POS is recommended, including display and visibility of the products and vending machines, which
should also apply to ferries, airplanes, ports and airports (4). TAPS of smoking accessories such
as cigarette papers, filters and equipment for rolling cigarettes, as well as imitations of tobacco
products, may also have the effect of promoting tobacco products or tobacco use (4). Only the
textual listing of products and their prices, without any promotional elements, should be allowed (4).
TAPS at POS is not covered by the TAD, AVMSD or TPD (2) (3) (17) (20). In Europe, exposure to TAPS
on POS is shown to be high and tends to increase in countries with no or partial regulation, but there
are also issues with compliance in countries with such bans (16).

Advertising at points of sales

Not all EU MS have banned advertising for traditional tobacco products for smoking and e-cigs
and HTPs and there are EU MS without bans or with partial bans (18) (55). Bans have high level of
compliance for traditional tobacco products for smoking, but lower for e-cigs and HTPs (18). Around
a quarter of EU MS intend to extend current bans or introduce additional bans (20).
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Display of products at points of sales

Display of tobacco products at POS in itself constitutes TAPS. POS display bans decrease exposure
to TAPS at POS (56) (57) and leads to a reduction of smoking (58) (59) (60). Among youth, display
bans at POS were followed by a reduction in smoking susceptibility (61) (62), a decrease in exposure
to tobacco products and smoking initiation (62), a decrease in experimental smoking (58) and a
decrease in regular smoking (60). At least 8 EU MS have already implemented total bans on the
display of traditional tobacco products for smoking and e-cigs and HTPs at POS, but almost half of
EU MS have no such bans or partial bans with exemptions in certain retail outlets (18) (20). In certain
countries, HTPs are available at supermarkets, where they are placed alongside sweets, which raises
concerns about consumer awareness on the safety of these products, and some duty-free sales
do not have display bans (15). Some studies also show that display bans had very little impact
on the visibility of tobacco storage units, which are mostly located in prominent positions behind
the service counters with large generic signage (62). As tobacco sales units remain highly visible,
further restrictions in this direction are necessary, allowed content and appearance of the price lists
and signage should be clearly set by the law.

Vending machines

Vending machines constitute a means of TAPS (4), so far at least 6 EU MS have implemented bans
on vending machines (63) (64).

Promotion at points of sales for consumers

Free samples, free gifts, promotional items, free trials of products and competitions or prize draws
are totally banned for traditional tobacco products for smoking and e-cigs and HTPs in most of
EU MS, others have total bans for some of these products or partial bans. Some EU MS allow free
samples, free gifts and promotional items only at POS, some with age restrictions (20). Compliance
to the regulation is high for traditional tobacco products for smoking, but lower for e-cigs and HTPs
(18) (20). There seems to be a particular issue with HTPs in this respect in some EU MS. A few EU
MS intend to extend current bans or introduce additional bans (20).

Retailers’ incentives/agreements

Tobacco industry with the objective of increasing sales and market share, offers retailers secretive
contractual agreements (65) (66) (67) (68) (69), which are legally binding (66). These contracts
are shown to be present in more than half of the retailers. The contracts provide the retailers with
generous incentives, require strict retailer compliance and enable substantial manufacturer control
of tobacco product availability, placement, pricing and promotion in the retail setting. This makes the
retail environment more conducive to tobacco use and initiation and undermines tobacco control
efforts in the retail setting through discounted prices, promotions and highly visible placement of
marketing materials and products (66). Retail strategies include the provision of financial incentives,
such as price promotions, cash payments and rebates, free promotional materials, gifts and other
items, the provision of experiential incentives, such as all-expenses paid vacations, exclusive parties
and events, targeted marketing, education etc. (66) (67). Manufacturers also encourage verbal
promotion of products (66) (69). In countries with display bans, tobacco companies continue to
incentivise retailers to sell and promote their brands and they have developed new promotional
strategies and tools (62) (69). In Australia, they found that even the price lists are arranged in such
a way that the brands belonging to a particular manufacturer are at the top (70). The promotional
activities to retailers should be banned (66) (67) (69). Currently, we are not aware that any country
in EU has implemented a ban on promotional activities to retailers. One of the few examples is the
restriction on incentives from tobacco manufacturers to retailers in Quebec, Canada, which prevents
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manufacturers from providing price-related incentives to retailers (66).

Retail availability

Widespread retail availability of tobacco weakens actions to reduce TAPS connected to retail (22),
and retail availability should be reduced. Tobacco sale at educational establishments, hospitality,
sporting, entertainment, music, dance and social venues or events should be banned (65) (124).

5. Plain packaging

Packaging is an important element of advertising and promotion (8) (75) (76) (77) (78) (79),
particularly where other channels are banned (75). Packaging or product features are used in various
ways to attract consumers, to promote products and to cultivate and promote brand identity (4).
Plain packaging removes the advertising and promotional elements from the tobacco packaging
(4) (77) (4,79). It decreases the attractiveness of the products, eliminates tobacco packaging as
a form of TAPS, eliminates misleading information by addressing package design techniques that
may suggest that some products are less harmful than others and increases the noticeability and
effectiveness of health warnings (4) (77) (79). By this, it contributes to decreased demand for the
products (79), decreased initiation of use and also promotes cessation (77) (80) (81) (82) (83) (84)
(85) (86) (87) (88) (89) (90) (91) (92) (93) (94) (95) (96) (97) (98) (99) (100) (101) (102) (103) (104)
(105) (106) (107) (108) (109) (110) (111). However, experience from different countries show that
implementation of plain packaging with new health warnings will increase effectiveness of plain
packaging.plain packaging in combination with outdated warnings may not increase noticeability
and effectiveness of health warnings (81) (94) (109) (112).

TPD sets the legal framework to pursue plain packaging for tobacco products (17). Plain packaging
is currently implemented in at least 9 EU MS (113), mostly for tobacco products for smoking
(cigarettes and roll-your-own tobacco). In some, the measure also applies to other tobacco and
related products, such as snus, hookah and tobacco molasses, herbal products for smoking and
e-cig (79). National TAPS experts reported that some EU MS are considering the implementation of
plain packaging and several of the consulted experts advocate for plain packaging regulations (15).
In Canada, plain packaging regulations define also the shape and length of the cigarette, slim, super
slim and extra-long cigarettes are banned (22) (114) and health warnings will also be mandatory
on individual cigarettes (115). In countries with implemented plain packaging, the tobacco industry
intensifies activities for reducing the effect of this measure by increasing the number of brands
and their variants, using colour variant nhames, evocative and descriptive brand names, introducing
extra-long and slim cigarettes and also different variants of packaging etc. (110) (116) (117) (118)
(119) (120). As the tobacco industry uses different new and innovative approaches to decrease
the effectiveness of plain packaging, these should be anticipated and included in the regulatory
provisions.

6. Implementation of public education and community awareness programmes on TAPS

Public awareness of the need to eliminate TAPS, the laws against it, and how the members of the
public can act on breaches of these laws should be promoted and strengthened in all sectors of
the society (4), including political decision makers. National TAPS experts also find informing and
educating relevant parties about the regulations to be the part of the strategy to combat TAPS issues
and in some EU MS this is already ongoing (15).
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7. Supporting strong enforcement and monitoring of TAPS bans in all EU MS by ensuring
adequate financial and human resources, decrease in administrative burdens and delays, EU
harmonized enforcement system and compliance tool, and cooperation on EU and international
level and with other relevant stakeholders, especially civil society

The effectiveness of efforts to eliminate cross-border TAPS depends first and foremost on the
comprehensiveness of TAPS bans and their enforcement in each country. Strong enforcement in
the source country of TAPS is thus the most efficient way to eliminate cross-border TAPS (23).
For effective enforcement and monitoring of TAPS bans, WHO recommends that a competent,
independent authority with the necessary powers and resources should be designated to monitor
and enforce the laws. Civil society and citizens should be involved in the monitoring and effective
enforcement of the ban, legislation should specify that members of the public may initiate
complaints. The enforcement programme may include a toll-free telephone complaint hotline, an
Internet website or a similar system to encourage the public to report violations. National law should
enable any interested person or nongovernmental organization to initiate legal action against illegal
TAPS. Given the covert nature of TAPS and the difficulty of identifying and reaching wrongdoers,
special domestic resources are needed to make these measures operational (4). Most EU MS have
provisions in place for mechanism and/or infrastructure to ensure monitoring and enforcement
of national TAPS rules by dedicated agencies, inspections, collaboration with civil society or other
procedures. Challenges in monitoring and enforcement are mainly lack of financial and human
resources, administrative burdens or delays and instances in cross-border TAPS in which it is
difficult to conduct inspections and determine responsibilities for regulation (18).

Dissuasive penalties

Prescribed penalties for violations of TAPS bans should be effective, proportionate and dissuasive,
should be graded and commensurate with the nature and seriousness of the offence(s), and should
outweigh the potential economic benefits to be derived from the TAPS. Repeat infringements should
incur a highly significant penalty for a manufacturer or responsible entity. Sanctions should also
include the obligation to remedy the infringement. If deterrent sanctions are in place, enforcement
authorities might be successful in putting an end to illegal practices without court proceedings (e.g.
by contacts, meetings, warnings, administrative decisions and periodic penalty payments) (4).

8. Comprehensive ban on corporate social responsibility actions and corporate promotion

It is increasingly common for tobacco companies to seek to portray themselves as good corporate
citizens by making contributions to deserving causes or by otherwise promoting “socially responsible”
elements of their business practices (4). CSR is an important tool for companies to improve their
image (6) (7) (71) (72) (73). For its CSR agenda, the tobacco industry uses corporate websites, social
reports and social media (6) with activities such as CSR messaging, foundation campaigns, funding
of science and research, political and lobbying efforts, paid editorial in news media, unpaid posts on
social media from company branded accounts and employees (22), smoking prevention programs,
supply chain management, voluntary marketing standards, and an acknowledgement of some of
smoking’s harms (74). For example, industry founded Foundation for a Smoke-free World has a
strong online presence including a collection of promotional videos and active social media accounts
(6). Some tobacco companies make financial or in-kind contributions to organizations, such as
community, health, welfare or environmental organizations, either directly or through other entities.
Tobacco companies may also seek to engage in “socially responsible” business practices (e.g. good
employee—employer relations, environmental stewardship), which do not involve contributions to
other parties (4).

CSR activities, contributions, promotion to the public of these activities, public dissemination of
such information (except for the purposes of required corporate reporting or necessary business
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administration) and public education campaigns, including “youth smoking prevention campaigns”
should be banned, as they all constitute TAPS (4). Tobacco company CSR strategies also enable
access to and dialogue with policymakers for the tobacco industry to influence policy making, which
underlines the need for stronger implementation of Article 5.3 of the WHO FCTC (71) (72).

The majority of EU MS have already implemented bans on CSR actions, corporate promotions and
other public relations tactics for traditional tobacco products for smoking and e-cig and HTPs, while
some have no bans. Compliance is high to moderate (18). Some countries report that it is difficult
to determine in court when a CSR action represents TAPS. Very few EU MS intend to extend current
bans or introduce additional bans (20).

9. Comprehensive ban on traditional forms of TAPS

Most EU MS have implemented total bans on billboards, posters and other types of advertising
outside the home, advertising in printed media, TV and radio and product placement, most often for
traditional tobacco products for smoking, less often for e-cigs and HTPs (18) (20). But there are still
important gaps in the legislation for traditional forms of TAPS, there is a lot of TAPS still allowed within
individual EU MS and new nicotine products are not yet regulated in EU. High levels of compliance
to the bans is present for traditional tobacco products for smoking, while for e-cigs and HTPs
compliance is low or moderate. The level of compliance to national or local TV or radio advertising
bans is generally reported to be high, but other data show that it might be lower in reality. Non-
compliant advertising appeared on public transport, posters in public, on billboards and at sports
facilities, on the outside of the shops or by cars/vans (20). Paid newspaper articles advocating for
HTPs or supporting harm reduction approaches in connection with HTPs are examples of tobacco
industry’s marketing strategy (15). The objective of banning TAPS can be achieved without banning
communications within the tobacco trade (4). EU MS rarely ban print advertising in the trade press
(18), as this type of communication is mostly not considered as advertising (20). The current gaps
in the regulation of traditional types of TAPS and differences among different EU MS should be
overcome. Total ban on TAPS in tobacco trade is also justifiable, as the tobacco industry always
finds new approaches to avoid current TAPS regulation.

10. Comprehensive ban on “brand stretching” and “brand sharing”

“Brand stretching” and “brand sharing” should be regarded as TAPS as far as they have the aim,
effect or likely effect of promoting a tobacco product or tobacco use either directly or indirectly (4).
In the EU, just over a half of EU MS have implemented total bans on brand stretching and imitation
products for traditional tobacco products for smoking and e-cig and HTPs, others mainly have partial
bans. The compliance to these bans is high (18). Very few EU MS intend to extend current bans or
introduce additional bans (20).

11. Comprehensive ban on production and distribution of items such as sweets, snacks and toys
or other products that resemble cigarettes or products, devices and accessories

Candy products that mimic packaging of tobacco brands may promote smoking in young people
(121) and may play a role in the development of children’s attitudes toward smoking as a socially
acceptable, favourable, or normative behaviour (122). The use of candy cigarettes in childhood is
associated with increased risk of ever and current smoking (121) (123) and odds of smoking increase
with increasing use of candy cigarettes (121). Elimination of such products may protect children from
products that promote the social acceptability of smoking and may help achieve public health goals
of reducing tobacco use in young people (121) (122) (123). WHO recommends banning production
and distribution of items such as sweets and toys or other products that resemble cigarettes or
other tobacco products (4). In EU, at least 6 EU MS have already introduced such bans. In half of
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them, manufacturing or selling sweets, snacks, toys or other items resembling tobacco products
intended for people under 18, are banned (63).

12. EU wide and international collaboration in prevention of cross-border TAPS

Enforcement of TAPS bans can be improved by international cooperation, especially when regulating
digital entertainment media, which is generally cross-border by nature (23).

13. Wide definition of entities, responsible for TAPS

The responsible entities for TAPS should be defined widely. Primary responsibility should lie with
the initiator of TAPS (tobacco manufacturers, wholesale distributors, importers, retailers and their
agents and associations). Other entities involved in TAPS should also be held responsible according
to their involvement in the production, placement and dissemination of TAPS. In the case of tobacco
sponsorship, the responsible entities are those that make any relevant form of contribution, those
that receive any relevant form of contribution and any intermediaries that facilitate the making or
receiving of any relevant form of contribution. The way in which entities should be held responsible
depends on their role in TAPS and the possibilities they have to control it. Responsible entities or
individuals, such as those that produce or publish content (e.g. advertising agencies, designers,
publishers of newspapers and other printed materials, broadcasters and producers of films, TV and
radio programmes, games and live performances, Internet, mobile phone, satellite and game content
producers) or media and event organizers, sportspeople, celebrities, film stars and other artists
should be banned from engaging in TAPS. Particular obligations (e.g. remove or disable access to
content) should be applied to other entities involved in analogue or digital media and communication
(e.g. social networking sites, Internet service providers and telecommunication companies), once
they have been made aware of TAPS. In the case of legal entities, the responsibility should normally
lie with the company, not individual employees (4).

14. Licensing of tobacco manufacturers, wholesalers, importers, retailers

Licensing of tobacco manufacturers, wholesale distributors, importers and retailers can be an
effective method for controlling TAPS. A licence would be granted or renewed only if the applicant
could ensure compliance with the legal requirements. In cases of noncompliance, the licence could
be withdrawn for a certain time or cancelled (4) (11). In EU, at least 8 EU MS have already introduced
some sort of licensing of retailers (63)(124).

Conclusions

There is an urgent need to address the current gaps in the regulation of all types of TAPS in the EU
and ensure collaboration among EU MS

EU MS should implement harmonised comprehensive TAPS bans encompassing all products and
marketing channels.

EU MS should ensure strong coordinated monitoring and enforcement of the legislation, involving
civil society, including dissuasive penalties for responsible entities, in order to counteract cross-
border TAPS, protect the EU citizens, especially youth, from TAPS and decrease consumption of
tobacco, related and nicotine products.

2

JA I ContRoL Deliverable 8.3 Position Paper for anew TAD | 19



References

1.
2.

o

10.

11.

12.
13.

14.

15.

16.

17.

18.

19.

20.

21.

WHO Framework Convention on Tobacco Control [cited 2024 Feb 21]; Available from: www.who.int/fctc

European Parliament C of the EU. Directive 2003/33/EC of the European Parliament and of the Council of
26 May 2003 on the approximation of the laws, regulations and administrative provisions of the Mem-
ber States relating to the advertising and sponsorship of tobacco products. OJ L 152 20.6.2003, p. 16;
2003 p. 16.

European Parliament C of the EU. Directive 2010/13/EU of the European Parliament and of the Council of
10 March 2010 on the coordination of certain provisions laid down by law, regulation or administrative
action in Member States concerning the provision of audiovisual media services (Audiovisual Media
Services Directive) . 2010 p. 1-24.

WHO Framework Convention on Tobacco Control: guidelines for Implementation for Article 13. Geneve:
World Health Organization; 2013.

Drope J, Hamill S, Chaloupka F, Guerrero C, Lee HM, Mirza M, et al. The Tobacco Atlas. 2022.

Report of the Expert Group on Tobacco Advertising, Promotion and Sponsorship: Depiction of Tobacco in
Entertainment Media [Internet]. [cited 2024 Feb 21]. Available from: https://fctc.who.int/publications/m/
item/report-of-the-expert-group-on-tobacco-advertising-promotion-and-sponsorship-depiction-of-tobac-
co-in-entertainment-media

Davis RM, Gilpin EA, Barbara Loken M, Viswanath K, Wakefi eld MA. Monograph 19: The Role of the Me-
dia in Promoting and Reducing Tobacco Use.

Health NC for CDP and HP (US) O on S and. Preventing Tobacco Use Among Youth and Young Adults.
Preventing Tobacco Use Among Youth and Young Adults: A Report of the Surgeon General [Internet].
2012 [cited 2024 Feb 21]; Available from: https://www.ncbi.nlm.nih.gov/books/NBK99237/

Lovato C, Watts A, Stead LF. Impact of tobacco advertising and promotion on increasing adolescent
smoking behaviours. Cochrane Database Syst Rev [Internet]. 2011 Oct 5 [cited 2024 Feb 21];2011(10).
Available from: https://pubmed.ncbi.nlm.nih.gov/21975739/

Marcon A, Pesce G, Calciano L, Bellisario V, Dharmage SC, Garcia-Aymerich J, et al. Trends in smoking
initiation in Europe over 40 years: A retrospective cohort study. PLoS One [Internet]. 2018 Aug 1 [cited
2024 Feb 21];13(8). Available from: https://pubmed.ncbi.nlm.nih.gov/30133533/

Henriksen L. Comprehensive tobacco marketing restrictions: promotion, packaging, price and place. Tob
Control [Internet]. 2012 Mar [cited 2024 Feb 21];21(2):147-53. Available from: https://pubmed.ncbi.nlm.
nih.gov/22345238/

Chaloupka FJ, Jha PK. Tobacco control in development countries. World Bank Group; 2000.

Cruz TB, McConnell R, Low BW, Unger JB, Pentz MA, Urman R, et al. Tobacco Marketing and Subsequent
Use of Cigarettes, E-Cigarettes, and Hookah in Adolescents. Nicotine Tob Res [Internet]. 2019 Jun 21
[cited 2024 Feb 21];21(7):926-32. Available from: https://pubmed.ncbi.nlm.nih.gov/29846704/

Collins L, Glasser AM, Abudayyeh H, Pearson JL, Villanti AC. E-Cigarette Marketing and Communication:
How E-Cigarette Companies Market E-Cigarettes and the Public Engages with E-cigarette Informa-
tion. Nicotine Tob Res [Internet]. 2019 Jan 1 [cited 2024 Feb 21];21(1):14-24. Available from: https://
pubmed.ncbi.nlm.nih.gov/29315420/

JATC2 WP8 group. Task 8.3a, TAPS report: Map and assess TAPS loopholes and best practices for TAPS
bans. 2024.

JATC-2 WP8 group. Identifying loopholes in the current legislation on tobacco advertising, promotion,
and sponsorship (TAPS) in Europe: a systematic review. 2024;

European Parliament C of the EU. Directive 2014/40/EU of the European Parliament and of the Council of
3 April 2014 on the approximation of the laws, regulations and administrative provisions of the Member
States concerning the manufacture, presentation and sale of tobacco and related products and repeal-
ing Directive 2001/37/EC. 2014 p. 1-38.

Union PO of the E. Study on smoke-free environments and advertising of tobacco and related products :
executive summary. 2021 Dec 14 [cited 2024 Feb 21]; Available from: https://op.europa.eu/en/publica-
tion-detail/-/publication/66e35611-5d59-11ec-9c6c-01aa75ed71a1/language-en

Union PO of the E. Study on smoke-free environments and advertising of tobacco and related products :
final report. 2021 Dec 14 [cited 2024 Feb 21]; Available from: https://op.europa.eu/en/publication-de-
tail/-/publication/68ce81fc-5d55-11ec-9c6c-01aa75ed71al/language-en

Union PO of the E. Study on smoke-free environments and advertising of tobacco and related products :
study appendices. 2021 Dec 14 [cited 2024 Feb 21]; Available from: https://op.europa.eu/en/publica-
tion-detail/-/publication/19bcb4c3-5d5a-11ec-9c6c-01aa75ed71al1/language-en

Special Eurobarometer 506: Attitudes of Europeans towards tobacco and electronic cigarettes - Data
Europa EU [Internet]. [cited 2024 Feb 21]. Available from: https://data.europa.eu/data/datasets/

20 | Deliverable 8.3 Position Paper for a new TAD



22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

$2240_506_eng?locale=en

Freeman B, Watts C, Astuti PAS. Global tobacco advertising, promotion and sponsorship regula-
tion: what's old, what's new and where to next? Tob Control [Internet]. 2022 Mar 1 [cited 2024 Feb
21];31(2):216-21. Available from: https://pubmed.ncbi.nlm.nih.gov/35241591/

Tobacco advertising, promotion and sponsorship: depiction of tobacco in entertainment media.

Getting Ahead of the Next Frontier in Tobacco Marketing - Vital Strategies [Internet]. [cited 2024 Feb 21].
Available from: https://www.vitalstrategies.org/getting-ahead-of-the-next-frontier-in-tobacco-marketing/

Europe Internet Users and Population Statistics [Internet]. [cited 2024 Feb 20]. Available from: https://
www.internetworldstats.com/stats4.htm

Leung J, Lim C, McClure-Thomas C, Foo S, Sebayang S, Farassania G, et al. Adolescent Exposure to
Online Advertisements and Promotions for Tobacco Products on the Internet-A Cross-Sectional Anal-
ysis of the Global Youth Tobacco Surveys. J Adolesc Health [Internet]. 2023 Dec 1 [cited 2024 Feb
21];73(6):1138-44. Available from: https://pubmed.ncbi.nlm.nih.gov/37737754/

De Veirman M, Hudders L, Nelson MR. What Is Influencer Marketing and How Does It Target Children? A
Review and Direction for Future Research. Front Psychol [Internet]. 2019 Dec 3 [cited 2024 Feb 21];10.
Available from: https://pubmed.ncbi.nlm.nih.gov/31849783/

McCausland K, Maycock B, Leaver T, Jancey J. The Messages Presented in Electronic Cigarette-Related
Social Media Promotions and Discussion: Scoping Review. J Med Internet Res [Internet]. 2019 Feb 1
[cited 2024 Feb 21];21(2). Available from: https://pubmed.ncbi.nim.nih.gov/30720440/

McCausland K, Maycock B, Leaver T, Wolf K, Freeman B, Jancey J. E-Cigarette Advocates on Twitter: Con-
tent Analysis of Vaping-Related Tweets. JMIR Public Health Surveill [Internet]. 2020 Oct 1 [cited 2024
Feb 21];6(4). Available from: https://pubmed.ncbi.nlm.nih.gov/33052130/

Smith MJ, Buckton C, Patterson C, Hilton S. User-generated content and influencer marketing involving
e-cigarettes on social media: a scoping review and content analysis of YouTube and Instagram. BMC
Public Health [Internet]. 2023 Dec 1 [cited 2024 Feb 21];23(1). Available from: https://pubmed.ncbi.nlm.
nih.gov/36941553/

Sun T, Lim CCW, Chung J, Cheng B, Davidson L, Tisdale C, et al. Vaping on TikTok: a systematic thematic
analysis. Tob Control [Internet]. 2023 Mar 1 [cited 2024 Feb 21];32(2):251-4. Available from: https://
pubmed.ncbi.nlm.nih.gov/34312317/

Kong G, Schott AS, Lee J, Dashtian H, Murthy D. Understanding e-cigarette content and promotion on
YouTube through machine learning. Tob Control [Internet]. 2023 Nov 1 [cited 2024 Feb 21];32(6):739~
46. Available from: https://pubmed.ncbi.nlm.nih.gov/35504690/

Kong G, Laestadius L, Vassey J, Majmundar A, Stroup AM, Meissner Hl, et al. Tobacco promotion restric-
tion policies on social media. Tob Control. 2022;

Shah N, Nali M, Bardier C, Li J, Maroulis J, Cuomo R, et al. Applying topic modelling and qualitative con-
tent analysis to identify and characterise ENDS product promotion and sales on Instagram. Tob Control
[Internet]. 2023 Aug 1 [cited 2024 Feb 21];32(e2):e153-9. Available from: https://pubmed.ncbi.nim.nih.
gov/34857646/

The Impact of Tobacco Advertising, Promotion, and Sponsorship. [cited 2024 Feb 21]; Available from:
www.tobaccofreecenter.org

FCTC/COP/7/38 Tobacco advertising, promotion and sponsorship: depiction of tobacco in entertain-
ment media [Internet]. [cited 2024 Feb 21]. Available from: https://fctc.who.int/publications/m/item/
fctc-cop-7-38-tobacco-advertising-promotion-and-sponsorship-depiction-of-tobacco-in-entertain-
ment-media

Conference of the Parties to the WHO Framework Convention on Tobacco Control Measures that would
contribute to the elimination of cross-border advertising, promotion and sponsorship (decision FCTC/
COP3(14)) Report of the Convention Secretariat BACKGROUND. 2010 [cited 2024 Feb 21]; Available
from: http://www.who.int/fctc/.

WHO Framework Convention for Tobacco Control.. Protocol to eliminate illicit trade in tobacco products.
2013.

Peeters S, Gilmore AB. How online sales and promotion of snus contravenes current European Union
legislation. Tob Control [Internet]. 2013 Jul [cited 2024 Feb 21];22(4):266~-73. Available from: https://
pubmed.ncbi.nlm.nih.gov/22267980/

Williams RS, Jean Phillips-Weiner K, Vincus AA. Age Verification and Online Sales of Little Cigars and Cig-
arillos to Minors. Tob Regul Sci [Internet]. 2020 [cited 2024 Feb 21];6(2):152-63. Available from: https://
pubmed.ncbi.nlm.nih.gov/32789154/

Williams RS, Derrick J, Liebman AK, LaFleur K, Ribis| KM. Content analysis of age verification, purchase
and delivery methods of internet e-cigarette vendors, 2013 and 2014. Tob Control [Internet]. 2018 May 1
[cited 2024 Feb 21];27(3):287-93. Available from: https://pubmed.ncbi.nlm.nih.gov/28484040/

2

JA I ContRoL Deliverable 8.3 Position Paper for a new TAD | 21



42.

43.

44.

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

Williams RS, Derrick J, Ribisl KM. Electronic cigarette sales to minors via the internet. JAMA Pediatr
[Internet]. 2015 Mar 1 [cited 2024 Feb 21];169(3):e1563. Available from: https://pubmed.ncbi.nim.nih.
gov/25730697/

Schiff SJ, Kechter A, Simpson KA, Ceasar RC, Braymiller JL, Barrington-Trimis JL. Accessing Vaping
Products When Underage: A Qualitative Study of Young Adults in Southern California. Nicotine Tob Res
[Internet]. 2021 May 1 [cited 2024 Feb 21];23(5):836—41. Available from: https://pubmed.ncbi.nlm.nih.
gov/33135743/

Paynter J, Edwards R. The impact of tobacco promotion at the point of sale: a systematic review. Nico-
tine Tob Res [Internet]. 2009 [cited 2024 Feb 21];11(1):25-35. Available from: https://pubmed.ncbi.nlm.
nih.gov/19246438/

Robertson L, Cameron C, McGee R, Marsh L, Hoek J. Point-of-sale tobacco promotion and youth smok-
ing: a meta-analysis. Tob Control [Internet]. 2016 Dec 1 [cited 2024 Feb 21];25(e2):e83-9. Available
from: https://pubmed.ncbi.nlm.nih.gov/26728139/

Robertson L, McGee R, Marsh L, Hoek J. A systematic review on the impact of point-of-sale tobacco pro-
motion on smoking. Nicotine Tob Res [Internet]. 2015 Jan 1 [cited 2024 Feb 21];17(1):2-17. Available
from: https://pubmed.ncbi.nlm.nih.gov/25173775/

Monshouwer K, Verdurmen J, Ketelaars T, van Laar M. Points of sale of tobacco products: Synthesis of
scientific and practice based knowledge on the impact of reducing the number of points of sale and re-
strictions on tobacco product displays. 2014 [cited 2024 Feb 21]; Available from: https://dspace.library.
uu.nl/handle/1874/304623

Beleva Y, Pike JR, Miller S, Xie B, Ames SL, Stacy AW. Share of Advertising Voice at the Point-of-Sale
and Its Influence on At-Risk Students’ Use of Alternative Tobacco Products. Nicotine Tob Res [Inter-
net]. 2019 Jun 21 [cited 2024 Feb 21];21(7):903-10. Available from: https://pubmed.ncbi.nlm.nih.
gov/30032290/

Pasch KE, Nicksic NE, Opara SC, Jackson C, Harrell MB, Perry CL. Recall of Point-of-Sale Marketing Pre-
dicts Cigar and E-Cigarette Use Among Texas Youth. Nicotine Tob Res [Internet]. 2018 Jul 9 [cited 2024
Feb 21];20(8):962-9. Available from: https://pubmed.ncbi.nim.nih.gov/29069425/

Bogdanovica I, McNeill A, Britton J. Cohort study investigating the effects of first stage of the English
tobacco point-of-sale display ban on awareness, susceptibility and smoking uptake among adolescents.
BMJ Open [Internet]. 2017 Jan 1 [cited 2024 Feb 21];7(1). Available from: https://pubmed.ncbi.nim.nih.
gov/28115330/

Bogdanovica |, Szatkowski L, Mcneill A, Spanopoulos D, Britton J. Exposure to point-of-sale displays
and changes in susceptibility to smoking: findings from a cohort study of school students. Addiction
(Abingdon, England) [Internet]. 2015 Apr 1 [cited 2024 Feb 21];110(4):693-702. Available from: https://
pubmed.ncbi.nlm.nih.gov/25488727/

Mantey DS, Pasch KE, Loukas A, Perry CL. Exposure to Point-of-Sale Marketing of Cigarettes and E-Cig-
arettes as Predictors of Smoking Cessation Behaviors. Nicotine Tob Res [Internet]. 2019 Feb 1 [cited
2024 Feb 21];21(2):212-9. Available from: https://pubmed.ncbi.nlm.nih.gov/29126126/

Siahpush M, Shaikh RA, Hyland A, Smith D, Kessler AS, Meza J, et al. Point-of-Sale Cigarette Marketing,
Urge to Buy Cigarettes, and Impulse Purchases of Cigarettes: Results From a Population-Based Survey.
Nicotine Tob Res [Internet]. 2016 May 1 [cited 2024 Feb 21];18(5):1357-62. Available from: https://
pubmed.ncbi.nlm.nih.gov/26377520/

Shang C, Huang J, Cheng KW, Li Q, Chaloupka FJ. Global Evidence on the Association between POS
Advertising Bans and Youth Smoking Participation. Int J Environ Res Public Health [Internet]. 2016 Mar
9 [cited 2024 Feb 21];13(3). Available from: https://pubmed.ncbi.nim.nih.gov/27005651/

Leagues C, Joossens L, Olefir L, Feliu A, Fernandez E. LUK JOOSSENS LILIA OLEFIR ARIADNA FELIU ES-
TEVE FERNANDEZ ECL Association of European The Tobacco Control Scale 2021 in Europe. 2022 [cited
2024 Feb 21]; Available from: http://www.tobaccocontrolscale.org/TCS2021

Dunlop S, Kite J, Grunseit AC, Rissel C, Perez DA, Dessaix A, et al. Out of Sight and Out of Mind? Evalu-
ating the Impact of Point-of-Sale Tobacco Display Bans on Smoking-Related Beliefs and Behaviors in a
Sample of Australian Adolescents and Young Adults. Nicotine Tob Res [Internet]. 2015 Jul 1 [cited 2024
Feb 21];17(7):761-8. Available from: https://pubmed.ncbi.nim.nih.gov/25283169/

Li L, Borland R, Fong GT, Thrasher JF, Hammond D, Cummings KM. Impact of point-of-sale tobacco
display bans: findings from the International Tobacco Control Four Country Survey. Health Educ Res
[Internet]. 2013 Oct [cited 2024 Feb 21];28(5):898-910. Available from: https://pubmed.ncbi.nlm.nih.
gov/23640986/

Shang C, Huang J, Li Q, J Chaloupka F. The Association between Point-of-Sale Advertising Bans and
Youth Experimental Smoking: Findings from the Global Youth Tobacco Survey (GYTS). AIMS Public
Health [Internet]. 2015 [cited 2024 Feb 21];2(4):832-44. Available from: https://pubmed.ncbi.nim.nih.

22 | Deliverable 8.3 Position Paper for a new TAD



59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

gov/27294172/

He Y, Shang C, Huang J, Cheng KW, Chaloupka FJ. Global evidence on the effect of point-of-sale display
bans on smoking prevalence. Tob Control [Internet]. 2018 Oct 1 [cited 2024 Feb 21];27(e2):e98-104.
Available from: https://pubmed.ncbi.nlm.nih.gov/29332006/

Van Hurck MM, Nuyts PAW, Monshouwer K, Kunst AE, Kuipers MAG. Impact of removing point-of-sale
tobacco displays on smoking behaviour among adolescents in Europe: a quasi-experimental study. Tob
Control [Internet]. 2019 Jul 1 [cited 2024 Feb 21];28(4):401-8. Available from: https://pubmed.ncbi.nim.
nih.gov/30030407/

Ford A, MacKintosh AM, Moodie C, Kuipers MAG, Hastings GB, Bauld L. Impact of a ban on the open
display of tobacco products in retail outlets on never smoking youth in the UK: findings from a repeat
cross-sectional survey before, during and after implementation. Tob Control [Internet]. 2020 May 1 [cit-
ed 2024 Feb 21];29(3):282-8. Available from: https://pubmed.ncbi.nlm.nih.gov/31088915/

Haw S, Currie D, Eadie D, Pearce J, MacGregor A, Stead M, et al. The impact of the point-of-sale tobacco
display ban on young people in Scotland: before-and-after study. Public Health Research [Internet]. 2020
Jan [cited 2024 Feb 21];8(1):1-118. Available from: https://www.ncbi.nlm.nih.gov/books/NBK553061/

Tobacco Control Laws | Homepage [Internet]. [cited 2024 Feb 21]. Available from: https://www.tobacco-
controllaws.org/

Borowiecki M, van Deelen TRD, van den Putte B, Kunst AE, Kuipers MAG. Bans on tobacco display, ad-
vertising and vending machines in the Netherlands: impact on visibility of tobacco and compliance of
retailers. Tob Control [Internet]. 2023 Aug 2 [cited 2024 Feb 21];tc-2023-058045. Available from: https://
pubmed.ncbi.nlm.nih.gov/37532434/

Alebshehy R, Asif Z, Boeckmann M. Policies regulating retail environment to reduce tobacco availability:
A scoping review. Front Public Health [Internet]. 2023 [cited 2024 Feb 21];11. Available from: https://
pubmed.ncbi.nlm.nih.gov/36866095/

Reimold AE, Lee JGL, Ribis| KM. Tobacco company agreements with tobacco retailers for price discounts
and prime placement of products and advertising: a scoping review. Tob Control [Internet]. 2023 [cited
2024 Feb 21];32(5). Available from: https://pubmed.ncbi.nlm.nih.gov/35074932/

Watts C, Burton S, Freeman B. ‘The last line of marketing’: Covert tobacco marketing tactics as revealed
by former tobacco industry employees. Glob Public Health. 2021;16(7):1000-13.

Watts C, Burton S, Freeman B, Phillips F, Kennington K, Scollo M, et al. “Friends with benefits”: how tobac-
co companies influence sales through the provision of incentives and benefits to retailers. Tob Control
[Internet]. 2020 Dec 1 [cited 2024 Feb 21];29(e1):E119-23. Available from: https://pubmed.ncbi.nlm.nih.
gov/32041830/

Stead M, Eadie D, Purves RI, Moodie C, Haw S. Tobacco companies’ use of retailer incentives after a ban
on point-of-sale tobacco displays in Scotland. Tob Control. 2018 Jul 1;27(4):414-9.

Wakefield M, Zacher M, Scollo M, Durkin S. Brand placement on price boards after tobacco display
bans: a point-of-sale audit in Melbourne, Australia. Tob Control [Internet]. 2012 Nov [cited 2024 Feb
21];21(6):589-92. Available from: https://pubmed.ncbi.nlm.nih.gov/23002179/

Fooks GJ, Gilmore AB, Smith KE, Collin J, Holden C, Lee K. Corporate social responsibility and access to
policy élites: an analysis of tobacco industry documents. PLoS Med [Internet]. 2011 Aug [cited 2024 Feb
21];8(8). Available from: https://pubmed.ncbi.nlm.nih.gov/21886485/

Fooks G, Gilmore A, Collin J, Holden C, Lee K. The Limits of Corporate Social Responsibility: Techniques
of Neutralization, Stakeholder Management and Political CSR. J Bus Ethics [Internet]. 2013 Jan 1 [cited
2024 Feb 21];112(2):283-99. Available from: https://pubmed.ncbi.nlm.nih.gov/23997379/

Hirschhorn N. Corporate social responsibility and the tobacco industry: hope or hype? Tob Control
[Internet]. 2004 Dec [cited 2024 Feb 21];13(4):447-53. Available from: https://pubmed.ncbi.nim.nih.
gov/15564636/

McDaniel PA, Cadman B, Malone RE. Shared vision, shared vulnerability: A content analysis of corporate
social responsibility information on tobacco industry websites. Prev Med (Baltim) [Internet]. 2016 Aug 1
[cited 2024 Feb 21];89:337-44. Available from: https://pubmed.ncbi.nIm.nih.gov/27261411/

Wakefield M, Morley C, Horan JK, Cummings KM. The cigarette pack as image: new evidence from tobac-
co industry documents. Tob Control [Internet]. 2002 [cited 2024 Feb 21];11 Suppl 1(Supp! 1). Available
from: https://pubmed.ncbi.nlm.nih.gov/11893817/

Moodie C, Stead M, Bauld L, Mcneill A, Angus K, Hinds K, et al. Plain Tobacco Packaging: A Systematic
Review.

Plain packaging EVIDENCE, DESIGN AND IMPLEMENTATION. 2016 [cited 2024 Feb 21]; Available from:
http://www.who.int

Lempert LK, Glantz S. Packaging colour research by tobacco companies: the pack as a product charac-
teristic. Tob Control [Internet]. 2017 [cited 2024 Feb 21];26(3):307-15. Available from: https://pubmed.

2 https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32016D07878&from=EN
2 3 https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:62020TJ0279

JA I ContRoL Deliverable 8.3 Position Paper for a new TAD | 23



79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

89.

90.

91.

92.

93.

94.

95.

96.

97.

98.
99.

ncbi.nlm.nih.gov/27255118/

Tobacco plain packaging: global status 2021 update [Internet]. [cited 2024 Feb 21]. Available from:
https://www.who.int/publications/i/item/9789240051607

El-Khoury Lesueur F, Bolze C, Gomajee R, White V, Melchior M. Plain tobacco packaging, increased graph-
ic health warnings and adolescents’ perceptions and initiation of smoking: DePICT, a French nationwide
study. Tob Control [Internet]. 2019 Aug 1 [cited 2024 Feb 21];28(e1):E31-6. Available from: https://
pubmed.ncbi.nlm.nih.gov/30409812/

Plain Packaging for Tobacco Products in Canada EVIDENCE OF POLICY IMPACT FROM THE INTERNA-
TIONAL TOBACCO CONTROL POLICY EVALUATION PROJECT ABOUT THIS REPORT. 2021;

Jetly K, Ismail A, Hassan N, Mohammed Nawi A. Perceived Influence of Plain Cigarette Packaging on
Smoking Behavior: A Systematic Review. J Public Health Manag Pract [Internet]. 2022 Sep 1 [cited 2024
Feb 21];28(5):E757-63. Available from: https://pubmed.ncbi.nim.nih.gov/35452436/

Lilic N, Stretton M, Prakash M. How effective is the plain packaging of tobacco policy on rates of inten-
tion to quit smoking and changing attitudes to smoking? ANZ J Surg [Internet]. 2018 Sep 1 [cited 2024
Feb 21];88(9):825-30. Available from: https://pubmed.ncbi.nim.nih.gov/29873162/

Moodie C, Angus K, Stead M. Consumer Response to Standardized Tobacco Packaging in the United
Kingdom: A Synthesis of Evidence from Two Systematic Reviews. Risk Manag Healthc Policy [Internet].
2021 [cited 2024 Feb 21];14:1465-80. Available from: https://pubmed.ncbi.nIm.nih.gov/33883953/

Chung-Hall J, Sansone G, Craig L, Fong GT. Impact of tobacco control policies on women and children:
Project summary The International Tobacco Control Policy Evaluation Project. 2019;

Sansone G. APPENDIX D Literature Review on the Impact of Plain Packaging on Women Prepared for
the Bill and Melinda Gates Foundation Appendix D-Lit Review-Impact of PP Policies on Women-FINAL.
2018;

Chung-Hall J. Prepared for the Bill and Melinda Gates Foundation Appendix E-Lit Review-Impact of
Health Warnings on Children-FINAL-Nov. 2018;30.

Mecneill A, Gravely S, Hitchman SC, Bauld L, Hammond D, Hartmann-Boyce J. Tobacco packaging design
for reducing tobacco use. Cochrane Database Syst Rev [Internet]. 2017 Apr 27 [cited 2024 Feb 21];4(4).
Available from: https://pubmed.ncbi.nim.nih.gov/28447363/

Smith CN, Kraemer JD, Johnson AC, Mays D. Plain packaging of cigarettes: do we have sufficient evi-
dence? Risk Manag Healthc Policy [Internet]. 2015 Apr 2 [cited 2024 Feb 21];8:21-30. Available from:
https://pubmed.ncbi.nlm.nih.gov/25897269/

Drovandi A, Teague PA, Glass B, Malau-Aduli B. A systematic review of the perceptions of adolescents on
graphic health warnings and plain packaging of cigarettes. Syst Rev [Internet]. 2019 Jan 17 [cited 2024
Feb 21];8(1). Available from: https://pubmed.ncbi.nlm.nih.gov/30654833/

Post-Implementation Review Tobacco Plain Packaging 2016.

Dunlop SM, Dobbins T, Young JM, Perez D, Currow DC. Impact of Australia’s introduction of tobacco plain
packs on adult smokers’ pack-related perceptions and responses: results from a continuous tracking
survey. BMJ Open [Internet]. 2014 [cited 2024 Feb 21];4(12). Available from: https://pubmed.ncbi.nim.
nih.gov/25524542/

Yong HH, Borland R, Hammond D, Thrasher JF, Michael Cummings K, Fong GT. Smokers' reactions to the
new larger health warning labels on plain cigarette packs in Australia: findings from the ITC Australia
project. Tob Control [Internet]. 2016 Mar 1 [cited 2024 Feb 21];25(2):181~7. Available from: https://
pubmed.ncbi.nlm.nih.gov/25700365/

Standardised Packaging for Tobacco Products in New Zealand EVIDENCE OF POLICY IMPACT FROM
THE INTERNATIONAL TOBACCO CONTROL POLICY EVALUATION PROJECT. 2020;

Durkin S, Brennan E, Coomber K, Zacher M, Scollo M, Wakefield M. Short-term changes in quitting-relat-
ed cognitions and behaviours after the implementation of plain packaging with larger health warnings:
findings from a national cohort study with Australian adult smokers. Tob Control [Internet]. 2015 Apr 1
[cited 2024 Feb 21];24(Suppl 2):ii26—32. Available from: https://pubmed.ncbi.nlm.nih.gov/28407608/

Balmford J, Borland R, Yong HH. Impact of the introduction of standardised packaging on smokers’
brand awareness and identification in Australia. Drug Alcohol Rev [Internet]. 2016 Jan 1 [cited 2024 Feb
21];35(1):102-9. Available from: https://pubmed.ncbi.nim.nih.gov/26369651/

Diethelm PA, Farley TM. Refuting tobacco-industry funded research: empirical data shows decline in
smoking prevalence following introduction of plain packaging in Australia. Tob Prev Cessat [Internet].
2015 Nov 27 [cited 2024 Feb 21];1(November). Available from: https://www.tobaccopreventioncessa-
tion.com/Refuting-tobacco-industry-funded-research-empirical-data-shows-decline-in-smoking-preva-
lence-following-introduction-of-plain-packaging-in-Australia,60650,0,2.html

Study of the Impact of the Tobacco Plain Packaging Measure on Smoking Prevalence in Australia. 2016;

White VM, Guerin N, Williams T, Wakefield MA. Long-term impact of plain packaging of cigarettes with

24 | Deliverable 8.3 Position Paper for a new TAD



100.

101.

102.

103.

104.

105.

106.

107.

108.

109.

110.

111.

112.

113.

114.

larger graphic health warnings: Findings from cross-sectional surveys of Australian adolescents be-
tween 2011 and 2017. Tob Control. 2019 Aug 1;28(e1):E77-84.

Scollo M, Zacher M, Coomber K, Bayly M, Wakefield M. Changes in use of types of tobacco products by
pack sizes and price segments, prices paid and consumption following the introduction of plain pack-
aging in Australia. Tob Control [Internet]. 2015 Apr 1 [cited 2024 Feb 21];24(Suppl 2):ii66—75. Available
from: https://pubmed.ncbi.nim.nih.gov/28407614/

Pasquereau A, Andler R, Guignard R, Nguyen-Thanh V. Tobacco use among adults: A 5-year assessment
of the national program for smoking reduction. Tob Prev Cessat [Internet]. 2020 Oct 22 [cited 2024 Feb
21];6(Supplement). Available from: https://www.tobaccopreventioncessation.com/Tobacco-use-among-
adults-A-5-year-assessment-of-the-national-program-for-smoking,128555,0,2.html

Pasquereau A, Andler R, Jean-Baptiste R, Nguyen-Thanh V. Smokers’ perception of cigarette packaging
in France before and after the implementation of plain packaging. Tob Prev Cessat [Internet]. 2020 Oct
22 [cited 2024 Feb 21];6(Supplement). Available from: https://www.tobaccopreventioncessation.com/
Smokers-perception-of-cigarette-packaging-in-France-before-and-after-the-implementation,128556,0,2.
html

Pasquereau A, Guignard R, Andler R, Gallopel-Morvan K, Nguyen-Thanh V. Plain packaging on tobac-

co products in France: Effectiveness on smokers’ attitudes one year after implementation. Tob Induc
Dis [Internet]. 2022 Apr 1 [cited 2024 Feb 21];20(April). Available from: https://pubmed.ncbi.nlm.nih.
gov/35529322/

Moodie C, Brose LS, Lee HS, Power E, Bauld L. How did smokers respond to standardised cigarette
packaging with new, larger health warnings in the United Kingdom during the transition period? A
cross-sectional online survey. Addiction research & theory [Internet]. 2020 Jan 2 [cited 2024 Feb
21];28(1):53-61. Available from: https://pubmed.ncbi.nim.nih.gov/31992964/

Standardised Packaging for Tobacco Products in England EVIDENCE OF POLICY IMPACT FROM THE
INTERNATIONAL TOBACCO CONTROL POLICY EVALUATION PROJECT. 2020 [cited 2024 Feb 21]; Avail-
able from: https://itcproject.org/methods/

Wakefield M, Coomber K, Zacher M, Durkin S, Brennan E, Scollo M. Australian adult smokers’ respons-
es to plain packaging with larger graphic health warnings 1 year after implementation: results from a
national cross-sectional tracking survey. Tob Control [Internet]. 2015 Apr 1 [cited 2024 Feb 21];24(Suppl
2):ii17-25. Available from: https://pubmed.ncbi.nlm.nih.gov/28407606/

White V, Williams T, Wakefield M. Has the introduction of plain packaging with larger graphic health
warnings changed adolescents’ perceptions of cigarette packs and brands? Tob Control [Internet].
2015 Apr 1 [cited 2024 Feb 21];24(Suppl 2):ii42-9. Available from: https://pubmed.ncbi.nim.nih.
gov/28407611/

Moodie C, Best C, Hitchman SC, Critchlow N, MacKintosh AM, McNeill A, et al. Impact of standardised
packaging in the UK on warning salience, appeal, harm perceptions and cessation-related behaviours: a
longitudinal online survey. Tob Control [Internet]. 2023 Mar 1 [cited 2024 Feb 21];32(2):188-94. Avail-
able from: https://pubmed.ncbi.nlm.nih.gov/34272338/

Moodie C, Best C, Lund |, Scheffels J, Critchlow N, Stead M, et al. The Response of Smokers to Health
Warnings on Packs in the United Kingdom and Norway Following the Introduction of Standardized Pack-
aging. Nicotine Tob Res [Internet]. 2021 Sep 1 [cited 2024 Feb 21];23(9):1551-8. Available from: https://
pubmed.ncbi.nlm.nih.gov/33599723/

Mitchell D, Critchlow N, Moodie C, Bauld L. Reactions to Standardized Cigarette Packs With Varying
Structural Designs, and the Association With Smoking Susceptibility: A Postimplementation Cross-Sec-
tional Survey With Never-Smoking Adolescents in Scotland. Nicotine Tob Res [Internet]. 2020 Nov 1
[cited 2024 Feb 21];22(11):2041-50. Available from: https://pubmed.ncbi.nlm.nih.gov/32577739/
Hiscock R, Augustin NH, Branston JR, Gilmore AB. Longitudinal evaluation of the impact of stan-
dardised packaging and minimum excise tax on tobacco sales and industry revenue in the UK. Tob
Control [Internet]. 2021 Sep 1 [cited 2024 Feb 21];30(5):515-22. Available from: https://pubmed.ncbi.
nlm.nih.gov/32719111/

Gravely S, Chung-Hall J, Craig L V., Fong GT, Cummings KM, Borland R, et al. Evaluating the impact of
plain packaging among Canadian smokers: findings from the 2018 and 2020 ITC Smoking and Vaping
Surveys. Tob Control [Internet]. 2023 Mar 1 [cited 2024 Feb 21];32(2):153-62. Available from: https://
pubmed.ncbi.nlm.nih.gov/34548384/

World Health Organization. WHO report on the global tobacco epidemic, 2023: protect people from
tobacco smoke. The MPOWER package [Internet]. 2023 [cited 2024 Feb 21];248. Available from: https://
iris.who.int/bitstream/handle/10665/372043/9789240077164-eng.pdf?sequence=1

Canadian Cancer Society says new regulations will save lives | Canadian Cancer Society [Internet].
[cited 2024 Feb 21]. Available from: https://cancer.ca/en/about-us/media-releases/2019/plain-packag-

2

JA I ContRoL Deliverable 8.3 Position Paper for anew TAD | 25



ing-regulations

115. Kirby T. Health warnings to be put on individual cigarettes in Canada. Lancet Respir Med [Internet]. 2023
Aug 1 [cited 2024 Feb 21];11(8):671. Available from: https://pubmed.ncbi.nim.nih.gov/37536360/

116. Greenland SJ. The Australian experience following plain packaging: the impact on tobacco branding.
Addiction (Abingdon, England) [Internet]. 2016 Dec 1 [cited 2024 Feb 21];111(12):2248-58. Available
from: https://pubmed.ncbi.nlm.nih.gov/27557863/

117. Scollo M, Bayly M, White S, Lindorff K, Wakefield M. Tobacco product developments in the Australian
market in the 4 years following plain packaging. Tob Control [Internet]. 2018 Sep 1 [cited 2024 Feb
21];27(5):580-4. Available from: https://pubmed.ncbi.nim.nih.gov/28993520/

118. Evans-Reeves KA, Hiscock R, Lauber K, Gilmore AB. Prospective longitudinal study of tobacco compa-
ny adaptation to standardised packaging in the UK: identifying circumventions and closing loopholes.
BMJ Open [Internet]. 2019 Sep 1 [cited 2024 Feb 21];9(9). Available from: https://pubmed.ncbi.nlm.nih.
gov/31551373/

119. Purves RI, Moodie C, Eadie D, Stead M. The Response of Retailers in Scotland to the Standardised
Packaging of Tobacco Products Regulations and Tobacco Products Directive. Nicotine Tob Res [In-
ternet]. 2019 Feb 18 [cited 2024 Feb 21];21(3):309-13. Available from: https://pubmed.ncbi.nlm.nih.
gov/30202853/

120. Van Der Eijk Y, Yang AY. Tobacco industry marketing adaptations to Singapore plain packaging. Tob
Control [Internet]. 2022 May 12 [cited 2024 Feb 21];31(6):744~-9. Available from: https://pubmed.ncbi.
nlm.nih.gov/33980723/

121. Klein JD, Thomas RK, Sutter EJ. History of childhood candy cigarette use is associated with tobacco
smoking by adults. Prev Med (Baltim). 2007;45(1).

122. Klein JD, Forehand B, Oliveri J, Patterson CJ, Kupersmidt JB, Strecher V. Candy cigarettes: Do they en-
courage children’s smoking? Pediatrics. 1992;89(1).

123. Klein JD, St Clair S. Do candy cigarettes encourage young people to smoke? BMJ. 2000;321(7257).

124. Joo T, Foley K, Brys Z, et al.Impact of regulatory tightening of the Hungarian tobacco retail market on
availability, access and cigarette smoking prevalence of adolescents

Tobacco Control Published Online First: 19 January 2024. doi: 10.1136/tc-2023-058232

>

9 26 | Deliverable 8.3 Position Paper for a new TAD



