MARKETING BANS
Direct and indirect advertising bans, 2007
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also inadequate because they are unenforceable.
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protecting children from exposure to depictions of smoking
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strongly predict lower risk of smoking initiation among youth.
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ban within five years.
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COMPREHENSIVE advertising
bans can reduce smoking
rates by 6 percent per year.

ADVERTISING BANS may
be even more effective in
low- and middle-resource
countries than in high-
resource countries.

/74 /5






