
Tobacco Advertising, Promotion,

and Sponsorship (TAPS) in Africa

The World Health Organization (WHO) defines, tobacco advertising and promotion as “any form of
commercial communication, recommendation, or action on behalf of a tobacco product”, and defines
tobacco sponsorship as “as any form of contribution by the tobacco industry to an event, activity, or
individual”. 

The tobacco industry uses tobacco advertising, promotion and sponsorship (TAPS) to boost its sale
and expand its markets. Africa remains vulnerable to TAPS due to many factors including legislations
which are mostly weakly implemented, industry interference and a growing population of young
people.

It glamorizes tobacco use, falsely

associating it with being successful

and civilized
It usually targets vulnerable

populations like women, children,

and young adults as well as

minority groups, misleading them

to start consuming tobacco
It helps the tobacco industry to

boost sale and expand markets

How tobacco advertising promotion
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use
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Article 13 of the World Health Organization Framework
Convention on Tobacco Control (WHO FCTC) 

Aimed at increasing consumption of tobacco use,
especially among youth, the tobacco industry spends
billions of dollars every year on TAPS. To counter these
activities, Article 13 of the WHO Framework Convention
on Tobacco Control (FCTC) was put in place to give
direction on imposing bans on advertisement and
related activities of the industry.

All Parties are obliged to “prohibit all forms of tobacco
advertising, promotion and sponsorship that promote a
tobacco product by any means that are false,
misleading or deceptive or likely to create an erroneous
impression about its characteristics, health effects,
hazards or emissions”. 



Status of the legislation on tobacco advertising, promotion and sponsorship in the 18

countries covered by the index

Status of implementation of tobacco advertising, promotion and sponsorship in the

18 countries covered by the index
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Direct and Indirect Advertising in the mass media (print, television, and radio)

Promotion of tobacco products



Product display and promotion at point of sale (POS)

Tobacco packaging and product design

Sale and promotion of tobacco on internet



Sponsorship

Corporate Social Responsibility

Cross boarder advertising, promotion and sponsorship



TAPS bans should cover all forms of advertising, not just print media and should include all sorts of
media advertising.
Countries should specifically state the various advertisement platforms covered by the ban in the law.
There must be total bans on the promotion of tobacco products instead of partial bans to ensure
effective implementation.
Promoting tobacco products through competitions, loyalty schemes and direct targeting of individuals
must be banned.
African governments need to put in place stricter bans on tobacco product display and promotion at
POS and on sales via vending machines.
Countries should introduce license requirements to sell tobacco products to ensure conformity with
sales requirements.
Plain packaging or standardized packaging should be introduced into the legal framework with which
countries control tobacco. If plain packaging is not getting the needed political support, pictorial health
warnings covering at least 75% of tobacco packages should be adopted to prevent people being enticed
to smoke and to encourage smokers to quit. 
Countries should put in place mechanisms to implement bans on internet sale of tobacco products by
monitoring the internet for violations as this is known to be rampant due to the largely unregulated use of
the internet globally.
Countries that do not have a total ban on sponsorship should put this in place because the industry uses
this tactic to win sympathy and endorsement from the population. The industry also uses media
coverage of their sponsorship activities to sidestep and undermine laws banning advertisement.
All forms of CSR activities by the tobacco industry should be prohibited. 
The tobacco industry should also be banned from contributing to any entity. The advertising and
promotion of tobacco products should be prohibited. 
Countries should try to put in place more comprehensive bans on cross-border advertising in the African
region.
Proper systems should be put in place to prevent any form of cross-border advertising. These systems
should include the use of technologies that can track and trace the origin and destination of products.
Countries should ensure that implementation strategies and milestones are documented in regulations
drafted to implement tobacco control laws. Such strategies must take into cognizance the ever-present
effort of the tobacco industry to thwart the implementation of the law.
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