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Key provisions on advertising, promotion and sponsorship of tobacco and related
products are set out in the Tobacco Advertising Directive (TAD) 2003/33/EC,

the Audio-visual Media Services Directive (AVMSD), and in

the Tobacco Products Directive 2014/40/EU.

Most Member States reported successful implementation and monitoring of rules and
provisions on advertising, promotion and sponsorship.
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NB: this table is based on self-reported data from Member States.

Overall, there have been good levels of compliance with national rules on advertising,
promotion and sponsorship. However, there have been a few challenges, notably:
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Evidence shows that advertising and promotion strategies of the tobacco and related product
industry specifically targets young people.
There is evidence that such advertising focuses on “psychological needs”
such as popularity, peer acceptance, and positive self-image.
Examples of ways tobacco and related products are being advertised or promoted to young people:

El' Use of social media platforms and influencers to promote tobacco and related products

K Depiction of smoking in movies and TV shows popular among young people

%< Distribution of tobacco and related products during sponsored events attended by young people

The study indicated that the following factors were associated with a modest increase in the
likelihood of noticing advertisements and promotions, controlling for other factors:
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Tobacco and related product use: those who do not use tobacco or related

products are consistently less likely to find products appealing, want to try them,
think the products are depicted as having health benefits, or consider the presented
company as socially or environmentally responsible.
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likely to express interest in advertisements of tobacco and related products.

M Age: there was some evidence that older participants (aged 36 and over) were less

The current provisions on advertising, promotion and sponsorship contained in EU rules are limited.

They do not unambiguously cover all tobacco and related products (such as heated tobacco
products & devices).

They do not unambiguously cover social media advertising.
The definition of advertising could be broader, and include the 'behaviour of smoking'.

Extending the scope of EU rules in terms of products and advertising channels is
recommended.

Other recommendations

Bans should be accompanied by an efficient enforcement mechanism in order to be useful.

It would be useful to create an EU-level online compliance tool (for example a trusted flagging
system whereby civil society could flag non-compliance online).

Having mandatory reporting of tobacco industry promotional expenditures could be beneficial.

Greater cooperation is also needed, between Member States, but also with other relevant
stakeholders (such as civil society organisations, global initiatives, citizens etc.).
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