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What is the problem?
The advertising loophole 



“if your brand can no longer shout from 
billboards, let alone from the cinema 

screen or the pages of a glossy 
magazine… it can at least court smokers 

from the retailer’s shelf, or from wherever it 
is placed by those already wed to it”

World Tobacco, 1999 - Trade Industry 
Magazine
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Brand family growth
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What can we hope to 
achieve?

Protect children 
Protect smokers trying to quit  
Little impact on adults who want to smoke



Does it work?
Iceland
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Canada
Smoking prevalence amongst 15 to 19 yr 

olds in Saskatchewan
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Does it work?
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Who is with us and who is 
against us?

� Tobacco manufacturers
� Tobacco retailers 
� The public



Who is with us and who is 
against us?

End point of sale displays
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