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Abstract

Introduction: Advertising of tobacco products contributes to the increase
in the number of smokers. Also in Poland, the regulations in force prohibit
advertising and promotion of tobacco products, symbols-related to their
use, as well as tobacco props and products imitating them. This prohibition
applies to the promotion and advertising of tobacco products, including in
public places, schools, health care institutions, but also on television, ra-
dio, in the press, cinemas and on billboards. The 6 effective actions of the
MPOWER package of the World Health Organization, which may limit the
consumption of tobacco products in society, includethe elimination of mar-
keting practices violating the ban on promotion and advertising of tobacco
products, as well as warning and informing about health risks related to the
use of tobacco. According to research, graphic health warnings on tobac-
co products are effective. They reliably.reach tobacco users every time they
use these products.

Aim: The aim of the study was to assess the'perception of advertisements for
tobacco products and warnings about the harmful effects of smoking by smo-
kers.

Material and methods: A survey conducted in 2015. 114 smokers from Piotr-
kéw County. The research tool was a questionnaire. The Bioethics Commit-
tee of the Medical University-of Lodz issued a positive opinion on the study
(RNN/243/15/KE).

Results: During the last 30 days, smokers most often encountered information
on the harmful effects of smoking on television (54%) and in newspapers or
magazines (52%).

Within the last 30 days, 97% of respondents saw information on the dangers
of smoking on cigarette packets. 54% of smokers, under the influence of he-
alth warnings on cigarette packets, considered stopping smoking in the last
30 days. Smokers noticed forms of promotion of cigarettes: as many as 16%
of respondents noticed free cigarette samples, 13% of discounted cigarettes.
36% of smokers believed that advertising and displaying tobacco products at
points-of sale did not affect the type of product purchased.



Perception of Advertising of Tobacco Products...

Conclusions: There is a need for interventions to alert against the dangers of
smoking. Rules to ban tobacco display and smoke warning can help reduce
smoking.

Key words: tobacco advertising, media, tobacco outlets, smoking tobacco



Siwiniska-Beck, Znyk, Kaleta
Introduction

The tobacco epidemic remains one of the main threats to public-health;
accounting for around 8 million deaths annually worldwide{1]. In Po-
land, tobacco consumption is also a public health concérn [2]. Smoking
in Poland is the most important risk factor responsible for the loss of
2 060 000 years of healthy life, which constitutes 16.3% of'the total va-
lue of disability adjusted life-year (DALY) [3]. Every-fifth Pole admitted
to heavy smoking in 2019 [4].

The tobacco industry uses tobacco promotion, advertising and sponsor-
ship (TAPS) as common tactics to encourage the use-of tobacco products [5].

Low enforcement of the tobacco advertising ban, observed in many
countries, makes it possible for the tobacco industries to promote tobac-
co productsiillegally.

Anti-smoking policy include a comprehensive ban on tobacco promo-
tion and advertising and a smoking ban'in many indoor public places. An-
ti-smoking policies were first introduced in the 1990s [2].

The 6 effective actions of the MPOWER package of the World Health
Organization, which may limit the consumption of tobacco products in
society, include the elimination’of marketing practices violating the ban
on promotion and advertising of tobacco products, as well as warning
and informing about-healthrisks related to the use of tobacco [6].

65% of the population (about 5 billion people) have at least one com-
prehensive smoking control measure. One of the methods introduced in
around 91 countries is the conspicuous graphical health warnings on to-
bacco packages [1].

Also in Poland, the regulations in force prohibit advertising and pro-
motion’of tobacco products, symbols related to their use, as well as to-
bacco props and products imitating them. This prohibition applies to the
promotion.and advertising of tobacco products, including in public pla-
ces, schools, health care institutions, but also on television, radio, in the
press, cinemas and on billboards [7]. People’s perception of the harmful-
ness-of-tobacco and nicotine products can influence their use.
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Upon joining the Framework Convention on Tobacco Control (FCTC),
Poland undertook to inform people who use tobacco products about the
health effects of smoking and about the deadly threat posed by their use
[8]. The Act of 1995 also imposes an obligation to inform aboutthe harm-
fulness of tobacco smoking on the packaging of tobacco products [7].

The inclusion of health information and properly designed-warnings
on tobacco product packages reduces tobacco consumption:

Research shows that graphic health warnings on tebacco product pac-
kages are an effective form and reliably reach smokers every time they
use them [8]. It is important that the warnings-on the packages are large
and cover at least half the surface of the tobacco package [9].

Health warnings and information containing both pictures and text
are much more effective than purely textual [8].

In Poland, the unit packaging and collective packaging of smoking to-
bacco products bear the following warning:“Smoking kills - quit now!”.
Information is also provided where consumers can find out about sup-
port facilities for people who want to quit smoking (telephone numbers,
website addresses, e-mail addresses) [7].

There is evidence that accurate, clear warnings make tobacco users
think about quitting andimay result in a reduction in tobacco use [10, 11].

The aim of the study was to assess the perception of advertisements
for tobacco products-andwarnings about the harmful effects of smoking
by smokers.

Materials and methods

The Bioethics Committee of the Medical University of Lodz approved the
study (RNN/243/15/KE). In 2015 a cross-sectional study was carried out
on smokers from'the Piotrkow district who gave their written consent to
participate.in.the study. A detailed description of the study has been pu-
blished elsewhere [12, 13].

The research tool was a questionnaire. The questionnaire consisted of
the'sections: information about the participant (socio-demographic data)
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and information about tobacco (at points of sale, media, advertising). The
tobacco information section provided data on how smokers had perce-
ived advertising over the past 30 days. The perception of health warnings
on cigarette packets that smokers have come into contact withiin the last
30 days is also taken into account.

Results

114 study participants were cigarette smokers. Out of 114 respondents,
63 people (55%) were women, and 51 (45%) were men.

The most common smokers were married people (47%), in the 50-
-59 age group (33%), with secondary education (39%). 60% of the re-
spondents worked as an employed person, and every fourth respondent
had a net monthly income more than PLN 1,000 to PLN 1,500 per family
member (Table 1).

Table 1. Characteristics of the studied population (N = 114)

Sex

e female 63 55.3
e man 51 447
Age (years)

e <30 14 12.3
e 30-39 27 23.7
e 40-49 9 7.9
e 50-59 38 33.3
e >60 26 22.8

Marital status

e bachelor/miss 28 24.6
e married 53 46.5
e divorced 18 15.8
e widower/widow 15 13.1
Education

e  Dasic 2 1.8
e _basicvocational 21 18.4
o average 44 38.6
e  post-secondary 14 12.3
e higher 33 28.9
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Professional status in the last 12 months

e salaried employee 68 59.7
e self-employed person 11 9.6
e pupil/student 3 2.6
e  housewife 2 1.8
e  pensioner/annuitant 23 20.2
e unemployed 7 6.1
Monthly net family income per person

e upto500PLN 11 9.7
e over500to 700 PLN 8 7.0
e over 700to 1000 PLN 18 15.8
e above 1000to 1500 PLN 29 25.4
e above 1500 to 2000 PLN 26 22.8
e above 2000 to 2500 PLN 13 114
e above 2500 PLN 9 7.9
Smoking tobacco

e Yeseveryday 106 92.9
e Yes,less than every day 8 7.1
How many cigarettes do you smoke in total during the day?

(pieces)

o <1 2 1.7
e 1-5 5 4.4
e above5do 10 27 23.7
e above 10do 20 61 53.5
e above 20do 30 18 15.8
e above 30 1 0.9
Number of years of regular daily smoking? (after deducting

any interruptions for abstinence)

e <10 17 15.0
e 10-20 36 31.6
e 21-30 29 254
e 31-40 20 17.5
e >40 11 9.6
e Nodata 1 0.9
Have you ever tried to quit smoking?

e VYes 65 57.0
e No 49 43.0
If you have ever tried to quit smoking it how many times?

e O 2 1.7
e 1-2 37 32.5
e 3-4 30 26.3
e 5-6 6 5.3
o 6+ 3 2.6
e Nodata 36 31.6
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7% are smokers less frequently than daily smokers, and 93% of all re-
spondents are daily smokers. The fewest (0.9%) smoked more than 30
cigarettes during the day, and the most common (53%) more than 10 to
20 cigarettes.

The number of years of regular daily smoking for every third subject
was 10-20 years, and for every fourth subject - 21-30 years (after sub-
tracting any interruptions for abstinence).

65 respondents (57%) have ever tried to quit smoking, the most com-
mon being 1-2 attempts in their life (33%).

Television, newspapers and magazines are-the places.where smokers
most often encountered information on the harmfulness of smoking in
the last 30 days (54% and 52% respectively). Educational and health ma-
terials (45%), the Internet (38%), billboards (25%) and radio (24%) were
also often mentioned as sources of information on the harmfulness of
smoking.

During the last 30 days, 110 respondents (97%) saw information on
the dangers of smoking on cigarette packets. 62 smokers (54%) consi-
dered quitting smoking in the past 30 days because of perceived health
warnings on cigarette packets.

Most of the respondents (47%) were in favor of introducing graphic
forms on tobacco products showing the harmful effects of smoking, while
22% were against it:

Smokers noticed.various forms of cigarette promotion: 16% of re-
spondents noticed free cigarette samples, 13% of discounted cigaret-
tes, 8% of clothes or.other articles with the name or logo of the cigarette
brand. 8% of smokers noticed offers of free gifts and discounts on other
products when buying cigarettes. 7% of respondents saw promotions of
cigarettes in postal items (Table 2).
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Table 2. Smokers’ perception of tobacco advertising (N = 114)

Are in the last 30 days in the following media you have
come across the information about the dangers of smo-
king or those that have encouraged you to quit smoking?

In newspapers or magazines

e Yes 59 51.8
e No 50 43.8
e Notapplicable 5 4.4
InTV

e Yes 61 535
e No 50 43.9
e Notapplicable 3 2.6
Ontheradio

e Yes 27 23.7
e No 83 72.8
e Notapplicable 4 3.5
On billboards

e Yes 28 24.6
e No 83 72.8
e Notapplicable 3 2.6
Online

e Yes 43 37.7
e No 66 57.9
e Notapplicable 5 4.4
In educational and health materials

e Yes 51 447
e No 59 51.8
e Not applicable 4 3.5

In the last 30 days, have you seen information on the
dangers of smoking on cigarette packets?

Yes 110 96.5
No 4 3.5
In the last 30 days, have you considered stopping smo-
king due to the health warnings on cigarette packets?

Yes 62 544
No 52 45.6
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In the last 30 days, have you noticed any of the following
forms of cigarette promotion?

Free cigarette samples

e Yes 18 15.8
e No 85 74.6
e |don't know 11 9.6
Cigarettes on sale

e Yes 15 13.2
e No 88 77.2
e |don't know 11 9.6
Cigarette tickets

e Yes 5 44
e No 97 85.1
e |don't know 12 10.5

Offers of free gifts or discounts on other products when
buying cigarettes

e Yes 9 7.9
e No 91 79.8
e |don't know 14 12.3
Clothes or other items with a name or logo cigarette

brands

e Yes 9 7.9
e No 93 81.6
e |don't know 12 10.5
Promotion of cigarettes in postal items

e Yes 8 7.0
e No 93 81.6
e |don't know 13 11.4

Do you think that‘advertising and displaying tobacco
products at points of sale make it difficult for you to quit

smoking?

e Definitely not 25 21.9
e  Probably not 48 421
e | have noopinion 23 20.2
e  Probablyyes 12 10.5
o Definitely yes 6 5.3
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Do you think that advertising and displaying tobacco
products at points of sale affect the choice of the brand
of the product you buy?

Definitely not 24 21.0
Probably not 46 40.4
| have no opinion 18 15.8
Probably yes 20 17.5
Definitely yes 6 5.3
Do you think that advertising and displaying tobacco pro-

ducts at points of sale affect the type of product you buy?

Definitely not 20 17.5
Probably not 41 36.0
| have no opinion 22 19.3
Probably yes 25 21.9
Definitely yes 6 5.3
Do you consider it right to raise the tax on tobacco

products?

Definitely not 33 29.0
Probably not 43 37.7
| have no opinion 28 24.6
Probably yes 8 7.0
Definitely yes 2 1.7
Do you consider it right to prohibit the display of tobacco

products in points of sale?

Definitely not 12 10.5
Probably not 41 36.0
| have no opinion 36 31.6
Probably yes 17 14.9
Definitely yes 8 7.0
Do you consider it'right to'introduce a complete ban on

the production and'sale’of cigarettes and other tobacco

products intended for smoking?

Definitely not 45 39.5
Probably not 44 38.6
| have no opinion 19 16.7
Probably yes 3 2.6
Definitely yes 3 2.6
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Do you consider it right to introduce pictures of the
harmful effects of smoking on tobacco products?

Definitely not 15 13.2
Probably not 17 14.9
| have no opinion 28 24.6
Probably yes 29 25.4
Definitely yes 25 21.9

According to the surveyed smokers, 36% believed that advertising
and displaying tobacco products at points of sale did not-affect the type
of product they buy, while 18% believed that it definitely did not. Every
fifth person did not have an opinion on this subject.:

For 22% of point-of-sale smokers, it would be appropriate to ban the
display of tobacco products. Every third person did not have an opinion
on this subject, and 46% did not share this opinion.

For the majority of respondents (about-64%), displaying tobacco pro-
ducts and advertising at points of sale.did not make it difficult for smo-
kers to quit smoking.

5% of respondents were in favor of introducing a complete ban on the
production and sale of cigarettes and other tobacco products, 79% of re-
spondents did not support this ban. 67% of respondents were in favor of
raising the tax on tobacco products.

Discussion

Our research complements the literature on the perception of tobacco
advertising by smokers-and warnings about the dangers of smoking.

Points of sale/(POS) have become important tobacco display venues
for tobacco companies in countries where tobacco advertising and pro-
motion bans have been introduced [14].

Our study found that smokers notice various forms of cigarette pro-
motion. Free cigarette samples (16%) and discounted cigarettes (13%)
were most often perceived. Offers of free gifts and discounts on other
productswere also noted at points of sale when buying cigarettes (8%).
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This may indicate poor enforcement of the ban on tobacco advertising
at points of sale. Moreover, they show that enforcement of existing legi-
slation needs to be improved.

Other studies also show a strong correlation between smoking initia-
tion, susceptibility and progression and exposure to advertising (inclu-
ding at POS) [14-20].

Every second person in our study did not support the validity of the
ban on displaying tobacco products at POS (points of sale). It was obse-
rved that when shopping at POS, noticing tobacco at an exhibition each
time more than threefold increased the likelihood of susceptibility com-
pared to never noticing tobacco [16].

Every fourth smoker, as a result of viewing a cigarette exhibition, bo-
ught cigarettes at least sometimes on an impulse. One in eight smokers
who have recently quit smoking and one in five smokers who have tried to
quit, avoided outlets where they usually bought-cigarettes. These were ac-
tions in case they were tempted to buy them [18].

34% of people who have recently quit smoking and 38% of smokers who
have tried to quit in the last 12 months have experienced an urge to buy ci-
garettes after viewing a retail display [18]. Another research by Kaleta et al.
carried out in Poland showed a violation of the ban on tobacco and e-ciga-
rette advertising in POS. There was a decrease in the promotion of tobacco
products at POS in theform-of boards, mats and posters, but an increase in
video screens (8% in-2014, 30%in 2019). Accessories and products imitating
tobacco products wereless popular TAPS (10%in 2014, 2% in 2019) [21].

In another study,which'was realized in 25 European countries, exposu-
re to indirect advertising such as free cigarette samples or tobacco compa-
ny logos on promotional items was common in all countries.

10.9% said that a tobacco company representative had ever offered
them “free” cigarettes. The item with the cigarette brand logo was owned
by 18.2% of respondents. 20% of respondents in Poland, the Republic of
Serbia and Montenegro were offered free cigarettes [22].

In contrast, a study by Rudatsikira et al found that at least 95.5%
of men-and women reported seeing a tobacco brand on TV in the last
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30 days. About half of the study participants reported tobacco-related
advertisements in magazines in the past 30 days, and 7.8% reported po-
ssession of an item with a tobacco brand logo. Women saw tobacco-rela-
ted advertisements in the media more often than men [23]:

Free tobacco products and tobacco advertising on televisjon, on vi-
deo, in shops and at street vendors are more likely to use tobacco [24].
A study in 19 developing countries showed that there is a positive corre-
lation between smoking and exposure to advertising [25].

Smokers in the display ban conditions were less likely to attempt to pur-
chase cigarettes. People who recently quit smoking under the advertising
ban were less likely to smoke [26]. Many smokers (31.4%) believe that remo-
ving cigarette displays from shops will make it easier for them to quit [18].

The main goal of tobacco control policy is to communicate the dangero-
us effects of smoking. In our study, 45% of respondents came across infor-
mation on the harmfulness of tobacco smoking in educational and health
materials, and 38% on the Internet. More than half of the smokers in our
study most often encountered information on the harmful effects of smo-
king on television, as well as in newspapers or magazines.

It has been shown that, in addition‘to reducing the advertising of to-
bacco products, warningsigns and less attractive cigarette packages have
been shown to reduce tobacco smoking [27]. Our study showed that as
many as 97% of smokers-saw information on cigarette packets warning
against the harmful-effects of smoking. Similar results were obtained in
other studies (over 90% of respondents) [28-30].

Research showsthat smoking cessation or smoking reduction can be
influenced by warning labels placed on tobacco products [28, 31].

This proves the effectiveness of displaying graphic health warnings on
the packages of tobacco products [1, 32].

In another study, 95% of respondents were informed about the harm-
ful effects-of smoking. Under the influence of this information, 14% of pe-
ople reduced the number of cigarettes smoked per day, and 5% intended
to quit smoking. The majority (47%) believed that health warnings with
images-and text could have a greater impact than text-only warnings [33].
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Another study confirms that the warnings perceived by respondents
(70%) increase the awareness of the health risks associated with smo-
king. They also help to reduce or quit smoking [28].

Respondents notice warnings on tobacco products, and most believe
that they can understand warning labels [30]. Smokers exposed to plain
packets try to buy cigarettes much less frequently than people exposed
to colored packets [26].

In our study, every second smoker believed it was right to introduce
pictures of the harmful effects of smoking on tobacco products. In other
studies, all picture warnings on cigarette packets were found to be more
effective than text warnings [30, 34]. Pictorial health-warnings are seen to
be more effective in stopping smoking among non-smokers as well as in
stimulating smoking cessation among smokers [30, 35]. They are eye-cat-
ching and provide additional motivation to quit smoking [30].

Every second smoker in our study, under theiinfluence of health warnings
on cigarette packets, considered giving up.smoking in the last 30 days.

Also in the study by Sharm et al., a significant relationship was found be-
tween awareness of the negative effects'of smoking and an attempt to quit
smoking [36].

Our study is a study that was first conducted among the socially disa-
dvantaged rural adult population. The analysis has strengths and weak-
nesses that have been-described elsewhere [12]. The study used a cross-
-sectional design that tends to be observable at one point in time, making
it impossible to,observe changes over longer periods of time. The study is
also limited by a small group of the population.

Conclusions

There is a need for interventions to alert against the dangers of smoking.
Rules to ban.tobacco display and smoke warning can help reduce smo-
king. A policy that introduces warning labels on the packaging of tobacco
products can effectively inform people about the adverse health effects
of smoking and play a key role in reducing the number of people smoking.
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