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CÔTE
D’IVOIRE

GHANA

NIGERIA

CAMEROON

DEM. REP.
OF CONGO

UNITED REPUBLIC 
OF TANZANIA

KENYA

ETHIOPIA

MADAGASCARZIMBABWE

S. AFRICA

TOGO

SAUDI 
ARABIA

YEMEN

ALGERIA

EGYPT

MOROCCO

MALAYSIA

INDONESIA

INDIA

NEPAL

BANGLADESH

PAKISTAN

KAZAKHSTAN

CHINA

RUSSIAN
FEDERATION

VIETNAM

CAMBODIA

JAPAN

KYRGYZSTAN
UZBEKISTAN

JORDAN

IRAQ
SYRIAN
ARAB
REP.LEBANON

ISL. REP.
OF IRAN

KUWAIT

TURKEY

LIBYAN
ARAB
JAMAHIRIYA

TUNISIA

PHILIPPINES

ARMENIA

AZERBAIJAN
GEORGIA

LAO
PDR

MALTA

MAURITIUS

GREECE

SLOVENIA

UKRAINE

SPAIN

BELGIUM

FRANCE

GERMANY

ITALY

PORTUGAL

UNITED 
KINGDOM

NORWAY
SWEDEN

DENMARK

SWITZ.

POLAND

ESTONIA

LATVIA

LITHUANIA

BELARUS

CZECH REP.
SLOVAKIA

AUSTRIA
HUNGARY

ROMANIA

BULGARIA

CROATIA
Bosnia and 
Herzegovina

ALBANIA

SERBIA 

FYR MACEDONIA

FINLAND

NETHERLANDS

NEW ZEALAND

THAILAND

UAE

ANGOLA

MYANMAR

MOZAMBIQUE

SINGAPORE

SRI LANKA

SUDAN

ZAMBIA

IRELAND

BHUTAN

TURKMENISTAN TAJIKISTAN

QATAR

LESOTHO

SWAZILAND

BOTSWANA
NAMIBIA

MALAWI

RWANDA
BURUNDI

UGANDA

CHADNIGER

MALI
MAURITANIA

BENIN

BURKINA
FASO

LIBERIA

SIERRA
LEONE

GUINEA
GUINEA
BISSAU

EQUATORIAL GUINEA

GABON

CONGO

CENTRAL
AFRICAN REP.

OMAN

ERITREA

DJIBOUTI

SOMALIA

CYPRUS AFGHANISTAN

MONGOLIA

Cuba

Bahamas
Mexico

Guatemala
El Salvador

Belize
Honduras

Nicaragua

Costa Rica

Panama

Colombia

Venezuela

Ecuador

Peru

Bolivia

Brazil

Argentina

Chile

Uruguay

Paraguay

Guyana

Suriname

Jamaica

Haiti

St. Kitts 
and Nevis ST. Vincent and 

Grenadines

Antigua and Barbuda
Dominica

St. Lucia

Barbados

Trinidad and Tobago
Grenada

Dominican Rep.

UNITED STATES OF AMERICA

GREENLAND
(Denmark)

ICELAND

REP.
MOLDOVA

RUSSIAN FED.

COOK
ISLANDSNIUE

LUX.

BAHRAIN

FRENCH GUIANA

DPR
KOREA

REP.
KOREA

TIMOR-LESTE

PALESTINIAN 
AUTHORITY

MONTENEGRO

ISRAEL

SAO TOME AND PRINCIPE

ANDORRA

MALDIVES

PALAU

SEYCHELLES

CAPE
VERDE

COMOROS

GAMBIA

C H A P T E R

24
marketing bans

Tobacco marketing increases cigarette consumption 
and seduces new smokers into addiction, negating 
public health efforts to control tobacco. Recognizing 

this, many countries have imposed some restrictions on tobacco 
marketing. However, partial restrictions are ineffective in 
reducing smoking because tobacco companies redirect their 
marketing efforts to available venues. Voluntary agreements are 
also inadequate because they are unenforceable.

In the face of broadening advertising bans, tobacco companies 
have become ever more creative in their attempts to lure new 
consumers into addiction. Brand stretching, event promotion, 
retailer incentives, sponsorship and advertising through 
international media, cross-border advertising, and promotional 
packaging are some of the ways that the tobacco industry 
circumvents advertising bans. 

Only comprehensive official bans on all forms of tobacco 
advertising, marketing, sponsorship, and promotion are 
effective at reducing population smoking rates.

Parents also can do their part at the individual level by 
protecting children from exposure to depictions of smoking 
in movies. Parental restrictions and parental nonsmoking 
strongly predict lower risk of smoking initiation among youth.

“Bans on advertising and promotion prove effective, but only if they are 
comprehensive, covering all media and all uses of brand names and  
logos. . . . If governments only ban tobacco advertising in one or two  
[types of] media, the industry will simply shift its advertising expenditures,  
with no effect on overall consumption.”
—Henry Saffer, National Bureau of 
Economic Research, USA, 2000

! Upon ratification of the 
Framework Convention on 
Tobacco Control (FCTC), 
countries must implement a 
comprehensive advertising 
ban within five years.

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.

DECLINE IN BRAND RECOGNITION  
FOLLOWING HONG KONG’S 1990–1999 PHASED BAN ON PRINT, 

ELECTRONIC MEDIA, AND BILLBOARD ADVERTISING
Primary school children, aged 8-11, Hong Kong
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