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Evidence |

* Tobacco advertising, promotion and
sponsorship (TAPS) increase tobacco use
and that comprehensive bans on TAPS
decrease tobacco use.

* International evidence indicates that
comprehensive bans are effective in
reducing tobacco sales and tobacco
consumption.

* The impact of TAPS bans may be even
more dramatic in low- and middl|e-
income countries than in high-income
countries.

https://www.who.int/tobacco/global report/en/
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https://cancercontrol.cancer.gov
/brp/tcrb/monographs/19/inde
x.html

Monograph 19: The Role of the
Media in Promoting and
Reducing Tobacco Use




Evidence ||

* The tobacco industry spends billions of dollars
yearly to market its products.

* Using increasing sophisticated and covert forms
of tobacco advertising, promotion and
sponsorship (TAPS), the tobacco industry links its
products with success, fun and glamouir.

® In many countries, tobacco is promoted
wherever youths can be easily accessed such as
in the movies, on the Internet, in fashion
magazines and at music and sports events.

https://www.who.int/tobacco/mpower/enforce/en/index1.html
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Evidence |l

* TAPS also help to reassure current smokers
and create a climate where smoking is seen
as normal social behavior, and create an
illusion that tobacco is just an ordinary
consumer product.

* TAPS increase smoking initiation among
youths, even brief exposures can influence
adolescents.

https://www.who.int/tobacco/mpower/enforce/en/index1.
html




Interventions

WHO FRAMEWORK Article 1 - Use of terms

CONVENTION ON (c) “tobacco advertising and promotion” means any form of
TOBACCO CONTROL commercial communication, recommendation or action with the

aim, effect or likely effect of promoting a tobacco product or tobaccc
use either directly or indirectly;

(g) “tobacco sponsorship” means any form of contribution to any
event, activity or individual with the aim, effect or likely effect of

promoting a tobacco product or tobacco use either directly or
indirectly;

https://apps.who.int/iris/bitstream/handle/10665/42811/9241591013.pdf;jsessionid=47

RN E OAD14D1B368129F91DC6D92F88D3D9?sequence=1
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https://apps.who.int/iris/bitstream/handle/10665/42811/9241591013.pdf;jsessi
onid=470AD14D1B368129F91DC6D92F88D3D9?sequence=1

Article 13 - 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. 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 o
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.

o== PAHO




Interventions

WHO FRAMEWORK Article 13 - Tobacco advertising, promotion and
CONVENTION ON sponsorship
TOBACCO CONTROL 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;

(b) require that health or other appropriate warnings or messages
accompany all tobacco advertising and, as appropriate, promotion
and sponsorship;

/by (c) restrict the use of direct or indirect incentives that encourage the
E purchase of tobacco products by the public;

WHO FRAMEWORK CONVENTION

ON TOBACCO CONTROL
ey e https://apps.who.int/iris/bitstream/handle/10665/42811/9241591013.pdf;jsessi
---------------- onid=470AD14D1B368129F91DC6D92F88D3D9?sequence=1




Interventions

WHO FRAMEWORK Article 13 - Tobacco advertising, promotion and
CONVENTION ON sponsorship
TOBACCO CONTROL (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
2L

(e) undertake a comprehensive ban or, in the case of a Party that is notin 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
R Y E to its constitution or constitutional principles restrict, tobacco sponsorship o

WHO FRAMEWORK CONVENTION H . e ey — .
poitel ity international events, activities and/or participants therein.

................ https://apps.who.int/iris/bitstream/handle/10665/42811/9241591013.pdf;jsessi
---------------- onid=470AD14D1B368129F91DC6D92F88D3D9?sequence=1
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Interventions

WHO FRAMEWORK Article 13 - Tobacco advertising, promotion and
CONVENTION ON sponsorship
TOBACCO CONTROL 5. Parties are encouraged to implement measures beyond the

obligations set out in paragraph 4.

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.

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.

WHO FRAMEWORK CONVENTION
ON TOBACCO CONTROL

................ https://apps.who.int/iris/bitstream/handle/10665/42811/9241591013.pdf;jsessi
---------------- onid=470AD14D1B368129F91DC6D92F88D3D97?sequence=1




Guidelines for implementation of Article 13

:11 WHO FRAMEWORK

11 WHO FRAMEWORK 111 CONVENTION ON
::: CONVENTION ON ::: TOBACCO CONTROL
--- TOBACCO CONTROL rwe

Guidelines

i for |mp|ementc1hon
Article 5.3 | Article 8 | Articles 9 and 10
Article 11| Article 12 | Article 13 | Article 14

@ EEHE

WHO FRAMEWORK CONVENTION
ON TOBACCO CONTROL

https://www.who.int/fctc/guidelines/article_13.pdf | e et -




Comprehensive Ban of TAPS

* all advertising and promotion, as well as
sponsorship, without exemption;

* direct and indirect advertising, promotion
and sponsorship;

* acts that aim at promotion and acts that
have or are likely to have a promotional
effect;

* promotion of tobacco products and the use of tobacco;

* commercial communications and commercial recommendations and
actions;

* contribution of any kind to any event, activity or individual;

* advertising and promotion of tobacco brand names and all corporate
promotion; and traditional media (print, television and radio) and all
media platforms, including Internet, mobile telephones and other
new technologies as well as films.




Retail sale and display

* Display and visibility of tobacco
products at points of sale constitutes
advertising and promotion and should
therefore be banned.

* Vending machines should be banned
because they constitute, by their very
presence, a means of advertising and
promotion.
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Packaging and product features

* Packaging and product design are SCNR'; SM%B'R‘EY‘\ DAI\?I“\n(?é Sch’}\%'ggg
important elements of advertising . BLINDIABLADDER ¢ X GUMS ANt ° MOUTH CANCER
and promotion. > P L)

* Parties should consider adopting i = m T e S
plain packaging requirements to : | "';TONGNQER
eliminate the effects of advertising

or promotion on packaging.

* Packaging, individual cigarettes or other tobacco
products should carry no advertising or promotion,
including design features that make products
attractive.




Brand stretching and Brand sharing

“Brand stretching” occurs when a tobacco brand name, emblem,
trademark, logo or trade insignia or any other distinctive feature
(including distinctive colour combinations) is connected with a non-
tobacco product or service in such a way that the tobacco product
and the non-tobacco product or service are likely to be associated.

“Brand sharing” occurs when a brand name, emblem, trademark,
logo or trade insignia or any other distinctive feature (including
distinctive colour combinations) on a non-tobacco product or
service is connected with a tobacco product or tobacco company in
such a way that the tobacco product or company and the non-
tobacco product or service are likely to be associated.




Internet sales and “Brand stretching”
and “brand sharing

* Internet sales of tobacco should be
banned as they inherently involve
tobacco advertising and promotion.

* “Brand stretching” and “brand sharing”
should be regarded as tobacco
advertising and promotion in so far as
they have the aim, effect or likely effect
of promoting a tobacco product or
tobacco use either directly or indirectly.
Parties should ban both.




Corporate Social Responsibility

CARRERAS LIMITED

SCHOLARSHIPS SCHOLARSHIPS | g
i ol 2019/2020
S A EDNA MANLEY coLLEGE UGG CARRERAS
OF THE VISUAL AND NglEPLICALCSY SCHOLARSHIPS

List of Teachers’ Colleges: PERFORMING ARTS . ' Carreras Limited is pleased to

= St Joseph's Teachers’ College announce its oﬂer__p’f-—'smolarships for

= Shertwood Teachess Collage * E:;' .l:fnlg)iean citizen (required to provide a the 2019/2020 Academic Year

= Sam Sharpe Teachers’ College * Be an enrolled student in any of the ;

= MICO University College ~:::f:;:ﬁfmmm g

*BE IN NEED OF FINANCIAL ASSISTANCE
s“m 0“ s.“]n n“n + MUST BE 18 YEARS OR OLDER TO APPLY.
’ = y . *Only shortlisted candidates will be interviewed.

per .S_tl.l ' ) ' st :

= Churches Teachers’ College references (academic & character)
* Have achieved at least a ‘B’ average
THE COMPLETED APFLICATION FORM SHOULD BE

* Official Transeript
. Valued at . Valued at (BPA of 3.0) in the previous academic year.
RETURNED IN AN ENVELOPE CLEARLY LABELLED:

Carreras Scholarships
/o The Scholarship Coordinator
(Institution)
(Institution’s Address)
or

Carreras Scholarships

Legal and External Affairs Department
= / Carreras Limited
| . 13a Ripon Road, Kingston &.

APPLICATION DEADLINE
FRIDAY, JUNE 7,2019




Corporate Social Responsibility

* Tobacco companies seek to portray
themselves as good corporate citizens
by making contributions to deserving

._ | causes or by otherwise promoting

B B “socially responsible” elements of their

: il | business practices.

* Some tobacco companies make financial or in-kind contributions
to organizations, such as community, health, welfare or

environmental organizations, either directly or through other
entities

* The Parties should ban contributions from tobacco companies to
any other entity for “socially responsible causes”, as this is a
form of sponsorship. Publicity given to “socially responsible”
business practices of the tobacco industry should also be
banned.




Depictions of tobacco in entertainment media
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Ladyboys: Inside Thailand's Third Gender (TV Mini-Series 2014),
Episode 1

* The depiction of tobacco in
entertainment media products, such
as films, theatre and games, can
strongly influence tobacco use,
particularly among young people.

* certification that no benefits have
been received for any tobacco
depictions

* prohibiting the use of identifiable

tobacco brands or imagery, requiring
anti-tobacco advertisements

* ratings or classification system that

takes tobacco depictions into
account

\\\\\\\\



TAPS ban should apply to social media

s * Tobacco companies now frequently
utilize novel media platforms for
TAPS activities such as social media
sites and mobile phone applications

e X 0 * influencers, spokespeople, and
MiyaGik3annakanl
Gaymex) Motomy: brandsponsored contests are used
to promote tobacco products.

. : ® Children and adolescents are
, particularly exposed to these

https://apps.who.int/iris/bitstream/handle/10665/326043/9789241516204- p I atfo rms.
eng.pdf?ua=1




Vape Contest - Miss HIN Florida

892,067 views - Feb 13, 2015 iy 1.9k 8l 13K A SHARE =} SAVE  «es

= FroTEL LIWESE



https://www.youtube.com/watch?v=HiOLrUs7BSw

Influencers

rihannahothot

Rihanna targets Karrueche Tran with
racial slur

Get a body like Bajan babe Rihanna

Rihanna Gets Raunchy On UK TV
{Video) - Starpulse_com

March

February 2012

Rihanna
Rihanna Fashon

Put The Brakes On Their ship Rihanna Food

Sorce

https://rihannahothot.wordpress.com/2012/03/02/rihanna-tweets-photo-
smoking-a-cigarette-hello-beautiful/
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PAHO/WHO

Tobacco Industry Arguments and Counterarguments

Tobacco Industry

* A ban on tobacco advertising will
not decrease tobacco use.

® TAPS only targets adult smokers; it
only affects market share.

* Tobacco industry do not promote
use by minors. To the contrary,
promote youth prevention
campaigns.

Facts

* Sound evidence that comprehensive
bans on TAPS significantly reduce the
use of tobacco.

* |nternal tobacco industry documents
revealed targeting of youth.

* Industry youth prevention programs
aim at improving the industry’s public
image and discourage tobacco control.

AAAAAAAA
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Tobacco Industry Arguments and Counterarguments

Tobacco Industry Facts

* A TAPS ban will harm the * TAPS only corresponds to a small
advertising industry and the fraction of the total advertising
economy. industry.

* A ban on TAPS will lead to other * Uniqueness of the product because of
advertising bans. it lethality, while similar restrictions

exist with other products such as

* Tobacco is legal and it is not = :
medicines, and firearms.

banned.

* Part of freedom of expression
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Tobacco Industry Arguments and Counterarguments

Tobacco Industry Facts
* A ban on sponsorship will affect * Evidence from several countries
cultural and sportive events. where other sponsors have substituted

tobacco industry.

®* Banning TAPS at the point of leads
to increased illicit trade. * Aimed at overall decrease regardless
legal or illegal status of the products.
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Tobacco Industry Arguments and Counterarguments
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Countering Tobacco Industry Arguments

TOBACCO ADVERTISING AND PROMOTION

COUNTERING INDUSTRY ARGUMENTS

A key defense strategy employed by tobacco
companies appears to be to “throw a lot of mud
at the wall, hoping that some of it will stick.” '

Industry argument: A ban on tobacco advertising won't decrease
tobacco use.

Response: Today, we have compelling evidence that compre-
hensive bans on tobacco advertising, promotion, and spon-
sorship can significantly reduce cigarette and other tobacco
use.*’ Research conducted between 1970 and 1992 in 22
countries found that comprehensive bans can reduce tobacco
consumption by 6.3%.° A study involving 30 developing
countries between 1990 and 2005 showed that comprehen-
sive bans resulted in a 23.5% reduction in per capita con-

Manual for Developing
Tobacco Control Legislation in the

Industry argument: Advertising, promotion, and product displays
do not encourage people to start smoking; they just encourage
tobacco brand loyalty, inform about available products and en-

Region of the Americas

sumption.* m tice current smokers to switch brands.

Response: This claim was answered best by David Abbott,
Industry arg : Tobacco g, p and spon-  chairman of British advertising agency Abbott Mead Vickers,
sorship targets only adult smokers. in 1988: “I think arguments like shifting brands are just in-

Response: Internal tobacco industry marketing plans reveal ~ Sulting in their shallowness... I think advertising has certainly

careful targeting of young people. Documents from R.J.
Reynolds (RIR), released in 1998, show that the company
sought to reverse its declining sales by targeting 14 to 24
year olds. RIR memos describe the success of the Joe Camel
cartoon in France and state that the campaign was “about as
young as you can get, and aims right at the young adult smok-
er Camel needs to attract.” *

Tobacco advertising, promotion and sponsorship target

helped to introduce new smokers, be they women or be they
in the Third World.” 7

A growing body of research confirms that tobacco adver-
tising and promotional activities increase smoking initiation.
A 2008 review of nine longitudinal studies involving more
than 12,000 youth concluded that “tobacco advertising and
promotion increases the likelihood that adolescents will start
to smoke.” ' Point of sale advertising also encourages youth

to start smoking.” A study in the United Kingdom con-

non-smokers and youth especially in developing countries : : )
ore ; advertisi SN BT W ducted between 1999 and 2004 found that for each form of

e Ons o] v motio Wi

https://www.tobaccofreekids.org/assets/global/pdfs/en/A

PS_industry arguments_en.pdf https://www.paho.org/hg/dmdocuments/2013/ENG-

Tobacco-Manual-(For-Web-14-May-2013).pdf

6 Organizacion
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BANS ON ADVERTISING, PROMOTION AND SPONSORSHIP

100%

Data not reported

Complete absence of ban, or ban
that does not cover national TV,
radio and print media

. Ban on national TV, radio
and print media only

. Ban on national TV, radio
and print media as well as
on some but not all other
forms of direct and/or
indirect advertising

Proportion of countries (number of countries inside bars)

. Ban on all forms of direct
and indirect advertising (or
at least 90% of the
population covered by
complete subnational bans)

High-income Middle-income Low-income
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COUNTRIES

STATUS OF MPOWER MEASURES WHICH CORRESPOND TO INTERVENTIONS CONTAINED IN THE

WHO FRAMEWORK CONVENTION ON TOBACCO CONTROL (FCTC)

__Antigua & Barbuda
Bahamas

Barbados

Belize

Dominica

| Grenada

Guyana

| Haiti

| Jamaica

| saint Kitts & Nevis

Saint Lucia

Saint Vincent & the Gren.

Suriname

Trinidad and Tobago

FCTC Art. 20

FCTCArt. 8

FCTC Art. 14

FCTC Art. 11

FCTC Art. 13

FCTC Art. 6

Best Buy

Best Buy

Best Buy

Best Buy
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It is possible
and necessary
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