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Public Consultation on the Review of the Television Without Frontiers Directive

One of the key objectives of the consolidated 'Television without Frontiers' Directives is
expressed in the preamble as follows, "Where as it is necessary to prohibit all television
advertising promoting cigarettes and other tobacco products including indirect forms of
advertising which, whilst not directly mentioning the tobacco product, seek to circumvent
the ban on advertising by using brand names, symbols or other distinctive features of
tobacco products or of undertakings whose known or main activities include the
production and sale of such products;" Furthermore, that the Article 13 of the
consolidated Directive states "All forms of television advertising and teleshopping for
cigarettes and other tobacco products shall be prohibited."

It is clear from the foregoing that the objective was to prohibit all forms of tobacco
advertising promoting cigarettes or other tobacco products, including indirect advertising.
However, it is equally clear that this objective has not been realised in practice. Indirect
tobacco advertising on television continues to be a major element in the tobacco
industries marketing strategies. Two key elements of these indirect advertising strategies
are product placement and sponsorship.

While the ban on surreptitious advertising in Article 10(4) together with the definition for
same may have been intended to prevent product placement the definition requires
intent on behalf of the broadcaster. This reference to intent seriously weakens the
provision. Similarly the ban on sponsorship provisions only relate to the sponsorship of
television programmes thus permitting the sponsorship of teams, individuals or events
by tobacco companies that secure wide coverage on television.

We believe that the current review provides an ideal opportunity to address these
shortcomings and to effectively regulate indirect advertising and product placement in
accordance with the stated objectives of the Directive.

David Molloy,
Office of Tobacco Control.


