Ban Forms of Tobacco Advertising                                                                         Fact Sheet & Talking Points

What are NCDs?
“Non-communicable disease (NCD)” or “Chronic Disease” refers to health problems that cause ongoing damage to the body. If these conditions are not prevented or treated, they will worsen and cause many problems. 

The “big four” diseases are cardiovascular (heart and circulation), diabetes (too much sugar in the blood), cancer and chronic respiratory (lung) disease.  

Leaders in the government and communities should work together to create healthier communities and countries. Efforts should be focused on lessening major risk factors, which include:
	Tobacco

	· Causes major lung problems, cancer, heart and circulation problems
· Worsens diabetes

	Harmful Alcohol Use

	· Causes problems with the liver
· Worsens high blood pressure and heart disease
· Can lead to obesity 
· May lead to job loss if there is a drinking problem

	Unhealthy Diet

	· Leads to obesity, which causes heart disease, diabetes and joint problems. 
· Increases the risk of developing cancer

	Physical Inactivity
	· Leads to obesity and joint problems



What you should know
Tobacco is the only product sold in the USAPI that when used as instructed kills people. It is the only legal way to kill someone. Smoking harms nearly every organ of the body.  It is a major risk factor for all major NCDs, including heart disease, diabetes, cancer and lung disease. 

Effective tobacco policy can help to reduce the prevalence of these diseases.  All jurisdictions have some form of tobacco policy, ranging from taxation to bans on tobacco sales to minors.  However, the policies are not strong enough, are inconsistently enforced, and have many loopholes.  To change this state of affairs will require considerable leadership and community engagement.

Why is this important[footnoteRef:1]  [1:  World Health Organization Tobacco Factsheet, July 2013, http://www.who.int/mediacentre/factsheets/fs339/en/] 

· Tobacco kills up to half of its users.
· Tobacco kills nearly 6 million people each year. More than 5 million of those deaths are the result of direct tobacco use while more than 600,000 deaths are the result of non-smokers being exposed to second-hand smoke. 
· It is estimated that two people die each minute from tobacco–related disease in the Western Pacific Region.
· Nearly 80% of the world’s one billion smokers live in low- and middle-income countries. 
· Consumption of tobacco products is increasing globally, though it is decreasing in some high-income and upper middle-income countries. 

Why is it important to have policies addressing a ban on all forms of tobacco advertising? 
It has been shown that tobacco advertising, promotion, and sponsorship increase tobacco use.
· Comprehensive bans on advertising, promotion and sponsorship have been found to decrease tobacco use.[footnoteRef:2] [2:  http://www.who.int/fctc/guidelines/adopted/article_13/en/] 

· Tobacco companies also use strategies to target young people in effort to get them to use their products. Countries that enforce bans have seen decreases in percentages of young people exposed to tobacco advertising.[footnoteRef:3] [3:  http://www.who.int/mediacentre/news/releases/2013/who_ban_tobacco/en/] 

· It has been found that tobacco consumption could decrease by an average of 7%, and even up to 16% in some countries that have comprehensive bans on all tobacco advertising, promotion, and sponsorship.[footnoteRef:4]  [4:  World Health Organization Tobacco Factsheet, July 2013] 


Important messages to share with others
· There are over 7,000 known chemicals found in secondhand smoke and 250 are known to be harmful.[footnoteRef:5] [5:  U.S. Department of Health and Human Services. The Health Consequences of Involuntary Exposure to Tobacco Smoke: A Report of the Surgeon General. Atlanta: U.S. Department of Health and Human Services, Centers for Disease Control and Prevention, Coordinating Center for Health Promotion, National Center for Chronic Disease Prevention and Health Promotion, Office on Smoking and Health, 2006.] 

· Young children and teenagers ages 11-15 who visited stores with point-of-sales tobacco advertising at least twice per week were twice as likely to start smoking compared to those who did not visit stores. [footnoteRef:6],[footnoteRef:7] [6: Henriksen L et al. MDA longitudinal study of exposure to retail cigarette advertising and smoking initiation. Pediatrics, 2010(126):232 238.]  [7:  Spanopoulos D et al. Tobacco display and brand communication at the point of sale: implications for adolescent smoking behavior. Tobacco Control, published Online First 28 February 2013 (doi:10.1136/tobaccocontrol-2012-050765).] 

· Countries such as Ireland, Norway, and the United Kingdom have shown that a ban can reduce smoking initiation and ultimately lead to a decrease in cigarette sales. [footnoteRef:8] [8:  Spanopoulos D et al. Tobacco display and brand communication at the point of sale: implications for adolescent smoking behavior. Tobacco Control, published Online First 28 February 2013 (doi:10.1136/tobaccocontrol-2012-050765).] 



An example of a successful policy

[image: ]World Health Organization (WHO) Framework Convention on Tobacco Control (FCTC)
 http://whqlibdoc.who.int/publications/2003/9241591013.pdf
The Framework Convention on Tobacco Control by the World Health Organization identifies key policy interventions critical to combat tobacco.  While not all jurisdictions are signatories to the Framework Convention, the content is relevant to all settings.  To stop the NCD epidemic, leaders at all levels must commit to fully enacting the provisions outlined in the Framework Convention.  

Article 13 focuses on tobacco advertising, promotion and sponsorship: 
1. Parties recognize that a comprehensive ban on advertising, promotion and sponsorship would reduce the consumption of tobacco products.
2. [bookmark: _GoBack]Each Party shall, in accordance with its constitution or constitutional principles, undertake a comprehensive ban of all tobacco advertising, promotion and sponsorship. This shall include, subject to the legal environment and technical means available to that Party, a comprehensive ban on cross-border advertising, promotion and sponsorship originating from its territory. In this respect, within the period of five years after entry into force of this Convention for that Party, each Party shall undertake appropriate legislative, executive, administrative and/or other measures and report accordingly in conformity with Article 21.
3. A Party that is not in a position to undertake a comprehensive ban due to its constitution or constitutional principles shall apply restrictions on all tobacco advertising, promotion and sponsorship. This shall include, subject to the legal environment and technical means available to that Party, restrictions or a comprehensive ban on advertising, promotion and sponsorship originating from its territory with cross-border effects. In this respect, each Party shall undertake appropriate legislative, executive, administrative and/or other measures and report accordingly in conformity with Article 21. 
4. As a minimum, and in accordance with its constitution or constitutional principles, each Party shall:
(a) prohibit all forms of tobacco advertising, promotion and sponsorship that promote a tobacco product by any means that are false, misleading or deceptive or likely to create an erroneous impression about its characteristics, health effects, hazards or emissions; WHO Framework Convention on Tobacco Control 12
(b) require that health or other appropriate warnings or messages accompany all tobacco advertising and, as appropriate, promotion and sponsorship;
(c) restrict the use of direct or indirect incentives that encourage the purchase of tobacco products by the public;
(d) require, if it does not have a comprehensive ban, the disclosure to relevant governmental authorities of expenditures by the tobacco industry on advertising, promotion and sponsorship not yet prohibited. Those authorities may decide to make those figures available, subject to national law, to the public and to the Conference of the Parties, pursuant to Article 21;
(e) undertake a comprehensive ban or, in the case of a Party that is not in a position to undertake a comprehensive ban due to its constitution or constitutional principles, restrict tobacco advertising, promotion and sponsorship on radio, television, print media and, as appropriate, other media, such as the internet, within a period of five years; and
(f) prohibit, or in the case of a Party that is not in a position to prohibit due to its constitution or constitutional principles restrict, tobacco sponsorship of international events, activities and/or participants therein.
5. Parties are encouraged to implement measures beyond the obligations set out in paragraph 4.
6. Parties shall cooperate in the development of technologies and other means necessary to facilitate the elimination of cross-border advertising.
7. Parties which have a ban on certain forms of tobacco advertising, promotion and sponsorship have the sovereign right to ban those forms of cross-border tobacco advertising, promotion and sponsorship entering their territory and to impose equal penalties as those applicable to domestic advertising, promotion and sponsorship originating from their territory in accordance with their national law. This paragraph does not endorse or approve of any particular penalty.
8. Parties shall consider the elaboration of a protocol setting out appropriate measures that require international collaboration for a comprehensive ban on cross-border advertising, promotion and sponsorship.

[image: ]To learn more about the guidelines for implementation for Article 13
· read the WHO FCTC 2013 Edition: http://apps.who.int/iris/bitstream/10665/80510/1/9789241505185_eng.pdf 

Who can I contact for more information?
James Rarick
Technical Officer, Tobacco Free Initiative
WHO Western Pacific Regional Office
Manila, Philippines	 
E-mail:  rarickj@wpro.who.int 


Other successful policies
Below are examples of ideas for next steps to ban forms of tobacco advertising

1. Restricting advertising, promotion, and sponsorship by tobacco companies by Community Interventions for Health, An Oxford Health Alliance Programme http://www.oxha.org/cih_manual/index.php/restricting-advertising-promotion-and-sponsorship-by-tobacco-companies
Step 1 -> Identify targets and seek 70% coverage 
Potential advertisement locations and promotionals include: 
· Broadcast (radio and TV)
· Print media (magazines, newspapers)
· Advertising (billboards, signs)
· Point of sale advertising
· Product placements
· Sales promotion
· Discounts
· Product packaging
· Internet advertising
· Logo or icon use
· Product placement in entertainment industry

Step 2 -> Work with others to develop and enforce necessary bans 
The following should be considered when developing the penalties:
· Clarity: clearly state what is banned and what the penalties are for noncompliance
· Complete: ensure policies includes ALL tobacco advertising, promotion, and sponsorship
· Publicize: ensure that businesses and community members are aware of new policy
· Serious: ensure that the penalties are strong enough to deter offense
· Consistent: ensure that all offenders receive similar penalties and all violations are penalized 

Develop counter-marketing campaigns, which lessen or counter the appeal of tobacco products and advertisements. Components of counter marketing campaigns should include: 
· Long term investment
· Integrated, not isolated, components
· Integration into larger tobacco control programs
· Cultural components 
· Evaluation
· Adequate funding 

Step 3 -> Measuring Impact  
Formulate systems to measure impact of policy over time. It includes:
· Surveys
· Focus groups
· Spot-checks on members of the tobacco industry
· Quarterly-based reporting system that monitors who and how much is being spent on tobacco advertising vs. counter-marketing
· Rates of tobacco use within and across communities
· Frequency of tobacco advertisement and promotion
· Public perception of tobacco sponsorships 





1. [image: ]Panama’s Ban on Tobacco Advertising Protects People’s Health by World Health Organization. Published July 2013. http://www.who.int/features/2013/panama_ban_tobacco/en/ 
This article discusses how Panama has successfully banned all advertising, promotion and sponsorship of tobacco products. It details exactly what Panama bans with a few being banning national media and billboard advertisement, commercials in international media originating outside the country, and distribution of tobacco products with brand logos. In 2008, the Global Youth Tobacco Survey showed that the number of cigarette smoking students aged 13-15 in Panama dropped from 13.2% to 4.3% since 2002.

Who can I contact for more information?
James Rarick
Technical Officer, Tobacco Free Initiative
WHO Western Pacific Regional Office
Manila, Philippines	 
E-mail:  rarickj@wpro.who.int 
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