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The Communications Agency Industry fully recognizes society's right to restrict the sale and manufacture of products with potential harmful effects. However, it also distances itself from the current European debate singling out the existence of advertising of tobacco.

In light of claims made in the current public debates about tobacco advertising, not least related to the European Parliament's decision to curb tobacco advertising in order to 'tackle smoking effectively', the EACA, in its capacity as the central body of the advertising agency industry in Europe, restates its position.

The EACA fully supports any action, which could limit underage smoking, as well as possible harmful effect of tobacco use by adults. Banning advertising is not such an action, and is based on misleading interpretations of the role advertising plays in tobacco, and other, consumption in any mature market.

Advertising does not have the power to make consumers buy products that they do not want. There is ample evidence that in mature markets, such as tobacco, petrol, soap, coffee, served by established competitive products, brand advertising affects market shares but does not influence total consumption (i.e. does not increase the overall size of the market).

Blanket bans on advertising have not resulted in decreases in tobacco consumption in Canada, Norway, Iceland, Italy and Finland. Neither will an advertising ban stop young people from starting to smoke. 

Research lists the important reasons why juveniles may start to smoke, e.g. parental smoking, and peer pressure. The influence of advertising is not one of the main reasons of smoking initiation. In most markets with advertisement bans, juvenile smoking has actually increased.

Countries with tight voluntary agreements restricting the size, format, location and theme of tobacco advertisements, such as the UK and The Netherlands, have seen a reduction in the levels of smoking beyond that of other EU countries. For example, since 1973 there has been a reduction in cigarette sales of over 40% in the UK. The wide acceptance of filter-tipped and low tar cigarettes could not have been effectively achieved without advertising. 

For these reasons, the latest Opinion of the Section Committee of the Economic and Social Committee (ECOSOC) on the proposed EU Tobacco Advertising Directive recommended: 'The European tobacco industry should be given the opportunity to draw up binding self-regulatory measures covering direct and indirect advertising...'.

EACA believes that rigorously enforced self-regulatory rules, against the background of existing framework EU legislation, would be the best way to responsibly provide consumers with their essential right to make choices between different brands of products which are legally available on the market.

Responsible advertising for tobacco products means responsible brand advertising to adult smokers. The position that products legal to produce, sell and consume should also be legal to advertise is also widely supported in European consumer attitude surveys (Gallup Int. 1993, 1997).
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