Why Tobacco ads should be banned?

Tobacco kills 1.1 million people worldwide and about 500 million people alive today would eventually be killed by it. More than half of these are now children and teenagers. By 2030, tobacco is expected to be the single biggest cause of premature deaths, accounting for about 10 million deaths per year. 

Tobacco consumption has gradually increased in the developing world and one of the factors responsible for the increase in per capita cigarette consumption is advertising and promotion of tobacco products. With the trade barriers being curtailed to liberalize global trade the tobacco industry has found its way into the markets of the developing countries. This has led to an enhanced competition amongst the makers of tobacco products, resulting in lower prices, greater advertising and promotion, and other activities that stimulate demand for their product.

Tobacco industry, like all other establishments offering products depend upon consumers for their growth, who are visualized as potential customers. Advertisements offer a means to create a positive image of their products and help link these to desirable personal traits. The objective therefore is to stimulate and increase the demand of the product being marketed and in turn to broaden the base of people using that commodity. 

The tobacco industry for the promotion of its product, mainly cigarettes, pours billions of dollars into its media campaigns the world over. Advertisements form a central part of these campaigns as these are carefully designed and are based on the habits, tastes and desires of their potential customers. These campaigns also take into consideration the social and cultural aspects and add slogans that are specific and appealing for that society or the targeted age group.

Tobacco kills a smoker every 13 seconds and the tobacco industry needs to replace this smoker to keep it at an even keel. The overwhelming growth of the tobacco industry in the past decade indicates that not only has it been able to sustain its customer base but has virtually increased it by the second. 

The direct link between the increase in tobacco consumption and advertising has been established. These media campaigns are focused mainly on young adults, recognized by the tobacco industry as a potential source of new smokers, who are needed to replace those lost.  

In the view of one of the industries executives, J.W.Hind of R.J Reynolds Tobacco, now owned by the Japan Tobacco , “They [young adults] represent tomorrow’s cigarette business. As this 14 - 24 age group matures, they will account for a key share of the total cigarette volume for at least the next 25 years” (Internal memorandum, 23 January 1975). 

	“Younger adult smokers have been the critical factor in the growth and decline of every major brand and the company in the last 50 years. …Younger adult smokers are the only source of replacement smokers….. If younger adults turn away from smoking, the industry must decline, just as a population which does not give birth will eventually dwindle”

Young adult smokers: strategies and Oppurtunities,; Internal memorandum from R.J Reynolds. 29 February 1984


Countries like Australia, Finland, France, Italy, New Zealand, Portugal, Singapore, Thailand and Turkey recognized this increasing threat of tobacco consumption and imposed bans on all kinds of promotion of the tobacco products. The European Union aims to phase out all types of tobacco promotion by year 2006. The restrictions imposed in the developed world have forced the tobacco industry to look for other markets and the developing countries, especially in Asia, with either very week or no legislation against tobacco promotion, are an open haven.   

The tobacco industry in Pakistan continues to indulge in aggressive promotional activities. Indeed advertising is the industries frontline in its ambitions to increase prevalence and consumption. If Pakistan has to achieve a reduction in the over all consumption in tobacco products a ban on all direct and indirect advertisements of tobacco products is imperative for the health of our people. 

TOBACCO ADVERTISEMENTS INCREASE TOBACCO CONSUMPTION:

Researchers have gathered evidence from around the world including United States, New Zealand, United Kingdom, Australia and Germany, to conclude that there is a causal link between advertising tobacco products and its subsequent consumption. 

Four direct mechanisms that lead to an increase in tobacco consumption were identified by the  U.S. General’s report of 1989. These mechanisms include:

· Encouraging children or young adults to experiment with tobacco products and initiating regular use.

· Increased daily consumption.

· Reducing motivation to quit smoking.

· Encouraging former smokers to take up smoking again.

The need to ban all kinds of direct and indirect promotion of tobacco products is highlighted by the tobacco industries ruthless approach to target young adults and its blatant refusal of the same

The Deceptive face of the Tobacco Industry

THE CLAIM AND THE TRUTH:

The tobacco industry in Pakistan has adopted a ‘voluntary and self regulatory code for the marketing of cigarettes’ in Pakistan. The Purpose of the code is to, “establish a form of self regulation, with uniform standards for the marketing of cigarettes, including advertising and promotion of cigarettes, are directed solely at adults in the domestic market of Pakistan. This Code establishes uniform standards for the advertising and promotion of cigarette brands in Pakistan and provides a mechanism whereby compliance with this Code can be ascertained promptly, fairly and on a consistent basis”.

The hidden agenda of the tobacco industry is illuminated by Phillip Morris memo from Colin Goddard, “Pakistan – Meeting in London,” 9 July 1994. (meeting between PM, BAT and Rothmans)

“Since the industry in Pakistan is facing unprecedented opposition, not only on the advertising front but on most other issues too, the time had come for the companies to be considerably more proactive. This reflects the attitude that is currently prevailing in almost every country in the region to one degree or another...An industry code will be written … so that it can be used as both a lobbying lever and an argument against not introducing formal legislation…it was proposed that we look at developing a minor’s programme that would show that industry to be willing to work cooperatively with the authorities in at least one area in which we have a mutual objective.”

Other claims and the reality:

The claims by the tobacco industry as stated in the voluntary code:

No models in the advertising for cigarette products shall appear to be under 25 year of age. 

Cigarette adverting shall not suggest that smoking is essential to social prominence, or sexual attraction, nor shall it picture a person inhaling or exhaling cigarette smoke.

The concept of cigarette advertising should not suggest that as a result of smoking a person appears attractive or healthy looking.

No sport celebrities shall be used or pictured or quoted in any cigarette advertising in a way that would be appealing to minors. Furthermore, endorsement for cigarette products from any celebrity shall not be used.

The Truth:

All the models appearing in the advertisements for tobacco products feature models portrayed as sophisticated, professionally successful, sexually attractive, friends in need, athletic and brave. In short these are the emblems of adulthood who can easily be idolized by children trying to find a place in the adult world.

The claim:

All new billboards and shop-boards installed by the parties hereto will have the inscriptions and statutory Health Warning and prohibition of sale to minors covering 10% of the space.

The Truth:

A person has to take a walk across the busy roads anywhere in Pakistan be it a domestic or commercial area, to notice that none of the billboards show any warnings as claimed by the tobacco industry.

The claim:

No advertising shall appear in any publication including Newspapers, Magazines, etc, which are directed principally towards minors.

The Truth:

The advertising campaigns may not be seem to be directly focused towards minors as the planning for these are to keep the agenda hidden. These campaigns are carefully disguised and carry an appeal for the young, making them familiar with the act of smoking. For example plantation campaigns are organized, in collaboration with relevant government departments, which are exclusively for families, and minors are encouraged to participate. Newspapers carry advertisements offering prizes in exchange of empty cigarette packs. Non-smokers collect these as well; 

Experience with voluntary codes:

The Economics of Tobacco Advertising:

One of the worlds largest multinational cigarette company, Philip Morris, (PM) with global sales of over $36 Billion, spends $3.1 billion on its advertising campaigns including tobacco, making it the worlds ninth largest advertiser. British American Tobacco (BAT) with sales of over $26 Billion, spends almost $459 million on advertising on tobacco products. The tobacco industry has increased its expenditures on media campaigns by 2000% since 1965 with a significant rise in the early nineties. The tobacco industry still maintains that it focuses on brand loyalty or creating brand switches and does not aim to increase tobacco consumption. Ross Hammond in his paper, “Tobacco Advertising and Promotion: The Need for a coordinated response” has calculated the amount the tobacco industry stands to lose if the above claim is taken seriously. According to these calculations, the companies spend almost $1180 per switcher and would lose $644 for every new switcher it attracted as a new customer gives the company a gain of $535 (calculated by multiplying the average number of cigarettes smoked per day by 365 days of the year and the average whole sale price of the company’s brand) and who didn’t change companies the entire $1180 would be lost. If the companies are true in their stance of promoting brand loyalty and brand switching, economic sense prevailing, they should stop promotion of tobacco products altogether.

EXPERIENCES WITH HEALTH PROGRAMS.

Many countries have undertaken health promotion programs and health education programs to inform people of the hazards of tobacco. However, these efforts are continually undermined by the tobacco industry. Over 40 years of experience with health education and health promotion measures show that these measures alone are insufficient to combat the tobacco problem. If smoking is still perceived as socially acceptable, educational campaigns focused on the health hazards of tobacco use will have but modest results in getting large numbers of adults to stop smoking or in preventing teenagers from starting. The net effect will be a well-informed population of continuing smokers. For better results, education and health promotion must be accompanied by other actions, particularly legislation and tobacco tax measures that will reduce the social acceptability of tobacco use.

The tobacco industry keeps on undermining these efforts by use of the media campaigns. 

Every brand carries a slogan around which the media campaign is built. These slogans are in local language and are developed after a meticulous research on the cultural and social aspects of the society. Popular singers and their compositions are used to further enhance the appeal of the advertisement. 

Some of the slogans used by the industry.

	Brand name
	Slogan

	Red & White
	Come for the style and stay for the taste

	Diplomat
	Enhances the taste*

	Morven Gold
	Share the taste of adventure

	Gold Flake
	Together in success*

	Gold Street
	Share the golden moments

	Benson and Hedges
	Be gold (one & only)

	Wills Kings
	The same great taste*

	K-2
	Always together*

	Embassy
	This is the friendship*

	Gold Leaf
	For the taste alone

	Capstan
	Men demand Capstan the world over

	Gold Street
	Share the golden moments*


*. Translated from URDU

table 3 ross hammond.

Tobacco advertising campaigns in Pakistan

Psychologists and researchers believe that the media campaigns launched by the tobacco industry, are carefully designed and aim to familiarize the younger generation with the act of smoking. The use of cultural events creates an aura, which depicts smoking as an inherent part of that society thus creating an impression that the act of smoking is a part of the norm. The added attractions of prizes and the use of celebrities is all a part of luring the younger generation towards smoking. The tobacco industry admits to the same as according to them, “ The adolescent seeks to display his new urge for independence with a symbol, and cigarettes are such a symbol since they are associated with adulthood and at the same time adults seek to deny them to the young” 

The recent advertisements of the tobacco industry appearing in the local press claiming that cigarettes are not sold to minors, are probably generated on the idea of making the cigarettes an adult commodity, thus provoking a desire in the young adult to join the adult group.

Pakistan Tobacco Company, (PTC) partly owned by British American Tobacco, manufacturers of  ‘Gold Flake’ a brand popular with the low income group, placed eight million posters and 350 banners advertising their product for a cultural event ‘Canal Mela’ in the city of Lahore. 1.5 million leaflets were also distributed and double page advertisements sponsoring the event were placed in the local newspapers. ‘Eid Hungama’ a stage show featuring celebrities was also sponsored by the same brand. 

PTC, manufacturers of ‘Embassy’ offered a ‘Toyota hilux’ as a prize through a draw for a lucky winner who sent in their entries in the form of empty packs of this brand. The company received one million entries, which translated in amount of cigarettes sold, equals 20 million. 

‘Gold leaf’ with its media campaign ‘Voyage of Discovery’ offered lucrative prizes including 150 thousand in cash. 

Bans on advertising lead to reduced consumption, 

“Bans on advertising and promotion prove effective, but only if they are comprehensive, covering all media and all uses of brand names and logos.” World Bank Report. 

‘Curbing the epidemic’

The evidence.

	Country
	Date of Ban
	Drop in consumption

	Norway
	1 July 1975
	-26%

	Finland
	1 March 1978
	-37%

	New Zealand
	17 December 1990
	-21%

	France
	1 January 1993
	-14%


(Source: Luk Joosens, ‘Questions and Answers: Why Ban Tobacco Advertising in the European Union,” International Union Against Cancer, Feburary 1998. Quoted in “Tobacco Advertising & Promotion: The Need for a Coordinated Global Response, Ross Hammond.)

Chronolgy of events relating to Laws/legislations and notifications in Pakistan regarding tobacco consumption.

1890:
Railways Act 1890, prohibits smoking in railway compartments without the consent of fellow passengers.

1918:
Punjab Government adopts Juvenile smoking act stopping sales to minors

1918:
State of Bahawalpur adopts the same juvenile smoking act

1933:
NWFP Juvenile Smoking Act prohibiting sales to minors.

1959:
West Pakistan Juvenile Smoking Ordinance (xii of 1959) The Juvenile smoking act is adopted by the Govt. of West Pakistan repealing the the acts of Punjab, Bahawalpur and NWFP. 

1979:
The cigarettes (printing of warning) ordinance, 1979 Ordinance no. LXXIII of 1979. This ordinance made it compulsory the printing of health warning on all cigarette packs for all manufacturers in both engllish and urdu languages. 


“warning: Smoking is Injurious for health” 

1980:
The cigarettes (printing of warning) (amendment) ordinance, 1980 Ordinance no. XL of 1980 exempted the cigarettes meant for export from carrying the health warning.

1982:
The Above ordinance was redefined through S.R.O No. 45(I)/83, elaborating the design and language of the health warning.

1994:
Federal Ombudsman rules Pakistan Television to stop airing tobacco advertisements but was not enforced due to the jurisdiction of the court.

1997:
The Lahore High Court single bench banned all kinds of cigarette advertisements on electronic media on a petition filed by the Pakistan Chest Foundation. A larger bench citing technical reasons for the decision repealed the same order.

1997:
Prime Minister of Pakistan issued directives to ban smoking at public places, government offices, semi government offices etc.

2000:
Chief Executive issues same directive for stricter compliance.

2000: 
The President of Pakistan rejects the decision of the federal Ombudsman made on January 1994 upholding the plea of Pakistan Television.

