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Tobacco plain packaging? 

A package on which the brand name is printed in a standardized font and type size and 

trademarks are prohibited (logos, decorative elements).  

Its color must be unattractive and the package must have no text other than (visual) 

warnings and information required by law. 

Australia implemented plain packaging in 2012 

Some other countries plan to implement it: 

France, UK, New Zealand, Ireland 



Role of packaging in tobacco 

marketing 

 
Examples 



Tobacco reporter, 01-2010 

 «In recent years, 

governments around the 

world have passed ever-

greater restrictions on 

tobacco marketing and 

advertising. This trend is 

likely to intensify as 

signatories to the WHO’s 

FCTC […]. In many 

countries, the cigarette 

pack is now the ONLY 

remaining avenue of 

communication.» 



«Some women admit they buy Virginia 

Slims, Benson & Hedges etc when they 

go out at night,  

to complement a desire  

to look more feminine and stylish» 

 

Philip Morris, 1992, bates 

2060037883-7936 



6 

(about a specific shape of a pack) : « Test 

concluded: pack has tremendous appeal 

among young smokers » 

 

Philip Morris, 1990, bates 2044762173-

2364 



Brown & Williamson (1972) 



«The pack 

is the 

brand» 



The pack conveys information 



Role of PLAIN packaging in 

tobacco DEmarketing 

 
What is the evidence? 
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http://davidhammond.ca/Old Website/Publication new/2012 UK Youth Plain Packaging - JAH (Hammond et al).pdf


• Different countries: 

– Australia, UK, France, Canada, USA, New Zealand, Mexico, 

Norway, Spain, etc. 

• Different methods to explore plain packaging effect: 

– qualitative (focus groups, in-depth interviews) 

– quantitative (surveys, questionnaires) 

– mixed methods designs 

– eye-tracking research 

– naturalistic approach (imitation of the experience of using plain 

packs in a country where it has not been introduced) 

– etc. 

• Different targets:  

– teens, minors, young adults, adults 

– women, men 

– smokers, non smokers 





- increases the salience and effectiveness of warnings (more 

credible, more serious)  

 

 

 

 

Plain packaging combined with warnings: 



- reduces the ability of packaging to mislead consumers on 
dangers of tobacco  

- increases consumers’ awareness about the harmful effects of 
smoking 

 

 

 

 

Plain packaging combined with warnings: 



- reduces the appeal of tobacco products to consumers 

(young people, women) 

- reduces the brand image and the positive image of tobacco 

products 

 

 

Plain packaging combined with warnings: 



- increases negative perceptions of the cigarettes (e.g. poorer 

taste, less satisfying, less quality) 

 

 

 

Plain packaging combined with warnings: 



- increases avoidant behaviors (hiding the pack, smoking 

less in front of others) 

- reduces the visibility of tobacco packs in the environment 

(denormalization) 

 

 

 

Plain packaging combined with warnings: 



- increases cessation-related smoking behaviours (e.g. 

greater feelings of reducing consumption, quitting and 

calling a quitline).  

 

 

 

Plain packaging combined with warnings: 



- motivates young people not to start smoking, not to buy a 

pack 

 

 

 

 

Plain packaging combined with warnings: 



To sum up: plain packaging is effective to 

- increase the salience and effectiveness of warnings (more credible, more 

serious)  

- reduce the ability of packaging to mislead consumers on tobacco dangers 

- increase consumers’ awareness about the harmful effects of smoking 

- reduce the appeal of tobacco products to consumers (young people, 

women) 

- reduce the brand image and the positive image of tobacco products 

- increase negative perceptions of the cigarettes (e.g. poorer taste, less 

satisfying, less quality) 

- increase avoidant behaviors (hiding the pack, smoking less in front of 

others) 

- reduce the visibility of tobacco packs in the environment 

(denormalization) 

- increase cessation-related smoking behaviours (e.g. greater feelings of 

reducing consumption, quitting and calling a quitline).  

- motivate young people not to start smoking, not to buy a pack 
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