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Cigarette advertising aggressively targets
kids in low- and middle-income countries, a
new study finds
Thursday 11 August 2022, by BROWN Jennifer (Date first published: 10 August 2022).

In places around the world that lack restrictions to combat the problem, tobacco
companies are using marketing strategies aimed at children, like displaying tobacco
products at kids’ eye level.
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 The big idea

The world’s largest multinational tobacco companies are advertising cigarettes to kids near
playgrounds and schools in 42 majority low- and middle-income countries. That’s the key finding of
our recently published paper.

In some countries, cigarettes are prominently displayed at children’s eye level. Campaign for
Tobacco-Free Kids, CC BY-NC-ND

Through our on-the-ground data collection at 19,500 points of sale, we identified tobacco industry

https://www.europe-solidaire.org/spip.php?auteur24595
https://www.europe-solidaire.org/spip.php?page=spipdf&spipdf=spipdf_article&id_article=63592&nom_fichier=ESSF_article-63592#outil_sommaire_0
https://www.europe-solidaire.org/spip.php?page=spipdf&spipdf=spipdf_article&id_article=63592&nom_fichier=ESSF_article-63592#outil_sommaire_1
https://www.europe-solidaire.org/spip.php?page=spipdf&spipdf=spipdf_article&id_article=63592&nom_fichier=ESSF_article-63592#outil_sommaire_2
https://www.europe-solidaire.org/spip.php?page=spipdf&spipdf=spipdf_article&id_article=63592&nom_fichier=ESSF_article-63592#outil_sommaire
http://dx.doi.org/10.1136/tobaccocontrol-2021-057095
http://creativecommons.org/licenses/by-nc-nd/4.0/


advertising and promotions demonstrating four common tactics. These include displaying cigarettes
near snacks, sweets and sugary drinks; placing cigarette advertisements near children’s eye level;
marketing flavored cigarettes through ads and/or product displays; and selling single cigarette
sticks.

We collected data on how cigarettes are marketed and sold within 250 meters, or about 820 feet, of
one or more schools and/or playgrounds in more than 100 cities around the globe. The locations
included most capital cities and spanned Africa, Asia, Central America, Europe, North America and
South America.

Our findings correspond with similar research conducted in high-income countries. Taken together,
our research and that of others suggests that in the absence of strong restrictions and enforcement,
the tobacco industry is employing similar marketing strategies all around the world with what we
believe is the specific intention to attract and addict children and youth.

 Why it matters

Many jurisdictions throughout the world have implemented laws prohibiting advertising of tobacco
products on radio, television and billboards. As a result, comparably less restricted point-of-sale
opportunities have become a critical component of tobacco company marketing strategies. This
includes the “Big Four” global giants: Philip Morris International, British American Tobacco, Japan
Tobacco International and Imperial Tobacco.

Previous research has established that in the face of advertising restrictions, the tobacco industry
will refocus its marketing efforts – and dollars – on unregulated channels such as the point of sale.
Tobacco companies themselves have acknowledged the effectiveness of the point-of-sale channel,
developing effective marketing strategies and resources geared toward maximizing potential sales.
Tobacco companies provide incentives to retailers to market their products in this manner.

Our findings, summarized below, show that the tobacco industry uses point-of-sale advertising
widely, and consistently targets youth.

• In 90% of the countries we studied, cigarettes were displayed near junk food or sugary drinks,
including some self-serve displays within children’s reach.

• We found ads or displays promoting flavored cigarettes, which are known to appeal to minors, in
76% of the countries we studied.

• Stores selling tobacco in 78% of countries sold single cigarettes, making the product more
affordable.

• Points of sale in all 42 majority low- and middle-income countries displayed cigarette advertising at
kids’ eye level, featuring “Big Four” tobacco products or ads.

[Video: The study identified four common tactics that tobacco companies use to target kids.]

Research is clear that kids who are frequently exposed to tobacco advertising and promotion at
points of sale have higher odds of trying smoking and are more likely to be susceptible to smoking in
the future compared to those who are less frequently exposed. Smoking kills 8 million people
worldwide each year and is the leading cause of preventable death.

Experts have also established links between point-of-sale advertising and smoking-related behaviors
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and beliefs, like misperceptions that smoking is less harmful than it really is and a lower likelihood
of quitting smoking.

 What’s next

Our work focused on what consumers see and did not differentiate between products that were on
sale legally versus those sold illicitly.

The World Health Organization Framework Convention on Tobacco Control, an international treaty
ratified by 182 parties and covering more than 90% of the world’s population, recommends a variety
of evidence-based strategies to counteract these marketing tactics. These include comprehensive
bans on tobacco advertisement, promotion and sponsorship, plain tobacco packaging, large graphic
health warnings on tobacco packs, bans on single-stick cigarette sales, and regulation of flavors. 
http://theconversation.com/republishing-guidelines —>

Jennifer Brown, Researcher in Public Health, Johns Hopkins University

P.S.

• The Conversation. Publié: 10 août 2022, 14:16 CEST.

This article is republished from The Conversation under a Creative Commons license. Read the
original article.

• Jennifer Brown, Johns Hopkins University

The Research Brief is a short take about interesting academic work.

• The Conversation is a nonprofit news organization dedicated to helping academic experts share
ideas with the public. We can give away our articles thanks to the help of foundations, universities
and readers like you. Donate Now to support research-based journalims

https://doi.org/10.1093/ntr/ntn002
https://doi.org/10.1093/ntr/ntn002
https://www.europe-solidaire.org/spip.php?page=spipdf&spipdf=spipdf_article&id_article=63592&nom_fichier=ESSF_article-63592#outil_sommaire
https://fctc.who.int/who-fctc/overview
https://theconversation.com/profiles/jennifer-brown-1350980
https://theconversation.com/institutions/johns-hopkins-university-1256
https://theconversation.com
https://theconversation.com/cigarette-advertising-aggressively-targets-kids-in-low-and-middle-income-countries-a-new-study-finds-186628
https://theconversation.com/profiles/jennifer-brown-1350980
https://theconversation.com/institutions/johns-hopkins-university-1256
https://theconversation.com/us/topics/research-brief-83231
https://donate.theconversation.com/us?frequency=monthly&amount=30&utm_source=theconversation.com&utm_medium=EndOfArticle&utm_campaign=US+Donations+June+2020&utm_content=promo-463

