
 

Poor countries are hardest hit by tobacco
marketing

December 1 2015, by Andy Dunne

  
 

  

A new WHO bulletin report out today and authored by members of our Tobacco
Control Research Group reveals how tobacco companies are increasingly
targeting poor countries with their advertising efforts.

People living in poor countries are exposed to more intense and
aggressive tobacco marketing than those living in affluent countries,
according to a study authored by researchers from our Tobacco Control
Research Group (TCRG) published in the Bulletin of the World Health
Organization released today.

The study is the first to compare levels of tobacco marketing statistically
across a wide range of countries since 2005 when countries, signed up to
the World Health Organization Framework Convention on Tobacco
Control (WHO FCTC), have been required to adopt strict tobacco
control measures, including marketing bans.

Tobacco marketing, which drives the uptake of smoking especially
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among young people, is still thriving despite many countries' efforts to
ban it, the study shows. The study highlights the major looming threat to
people's health in low-income countries if steps are not taken soon to
rein in tobacco marketing.

Low-income countries central to future profitability

Author on the study Professor Anna Gilmore, Director of our TCRG
based within the Department for Health explains: "The tobacco industry
uses marketing to drive the uptake of smoking among children and
young people.

"Its sales are falling in high-income countries and so its future
profitability depends on getting young people hooked on smoking in low-
income countries. Our study reveals the extent of its effort to do this."

Studies show that the more adolescents are exposed to tobacco
marketing, the more likely they will smoke as adults. In many countries
the vast majority of adult smokers begin smoking before the age of 18.
According to the National Survey on Drug Use and Health, 80 per cent
of smokers in the USA start before they are 18.
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Typical billboard tobacco advertising as seen in Colombia.

The sale of single cigarettes, for example, is an important way of
attracting children who can't afford to buy a whole packet of cigarettes.
Professor Gilmore and her colleagues found that in low-income
countries 64.2 per cent of selected stores sold single cigarettes compared
with just 2.8 per cent in high-income countries.

Extent of tobacco advertising

Between 2009 and 2012, the researchers recorded the number of tobacco
advertisements and outlets selling tobacco products along a one-
kilometre walk in 462 communities across 16 countries.

They also interviewed nearly 12,000 people asking them to recall
whether they had seen tobacco marketing in different types of media,
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including on television, radio, posters, signage, online, in print or in the
cinema, in the previous 6 months.

They found that tobacco advertising was at its most intense in the low-
income countries studied (India, Pakistan and Zimbabwe), where they
observed 81 times more tobacco advertisements per study community
than in the high-income countries (Canada, Sweden and the United Arab
Emirates). India has since become a lower middle-income country,
according to the World Bank's classification.

Similarly, for the communities studied the number of outlets selling
tobacco was two and a half times greater in the low-income and lower
middle-income countries (China, Colombia and Islamic Republic of
Iran) than in the high-income countries covered by the 16-country study.

  
 

  

Tobacco advertising as seen on hoardings in India.

The researchers found that, overall, almost 10 per cent of interviewees
reported seeing tobacco marketing on at least five types of media in the
previous six months and 45 per cent reported seeing such marketing on
at least one type of media.
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Dr Armando Peruga, Programme Manager of the Tobacco Free
Initiative at the WHO, said: "The study findings reflect that
comprehensive bans of tobacco advertising, promotion and sponsorship
are one of the tobacco control measures least adopted by countries,
particularly low-income countries. Four times more high- and middle-
income countries have adopted them than low-income countries."

Tobacco-related diseases are the single most important cause of
preventable deaths in the world. It is projected that tobacco use will
cause 8.4 million deaths by 2020, 70 per cent of which will occur in
developing countries, where about 900 million smokers live.

Unless the WHO FCTC obligations are promptly and fully implemented,
these figures are expected to rise dramatically.

Dr Peruga added: "There has been substantial progress in the past
decade, but we must now recommit ourselves to our global tobacco
control efforts so that everyone, all over the world is protected from the
tobacco epidemic."

The WHO FCTC was developed in response to the globalization of the 
tobacco epidemic. Since the WHO FCTC came into force in 2005, 180
countries have become parties to it. It is the most rapidly and widely
embraced treaty in United Nations history, covering almost 90 per cent
of the world's population.
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