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Who are we?

Founded in 1868, 1st association in France
committed to preventing and protecting people
from the harmful effects caused by tobacco and
the practices of its industry.
NGO – recognized as “acting for the public
interest” since 1977
Works with public health authorities and we have a
mission of vigilance and judicial prevention
entrusted by the Ministry of Health.
The French Addiction Fund is financing a
monitoring project on the marketing of emerging
tobacco and nicotine products in France.



Introduction

Cf. the principle of a general ban on tobacco advertising
with very few exceptions (professionnal press). Evin law
(1991)

Digital media are not covered by this exception, therefore
tobacco advertising is prohibited on the internet and on social
networks.

Numerous court rulings - initiated by the CNCT -  have helped
to define the scope of this ban, which has evolved in line with
tobacco manufacturers’ "innovations".

According to the Cour de cassation, all forms of tobacco
advertising are prohibited "regardless of the channel" (Cour
de cassation, May 3, 2006, Cnct c/ British American Tobacco).

Tobacco advertising in France : an overall
clear and strict legislation
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In 2021, the CNCT had Philip Morris France condemned for illegal
advertising of its IQOS heated tobacco device. 

One of Philip Morris France's main arguments is that IQOS is not
a tobacco product, and, therefore should not be subjected to
tobacco regulations. The manufacturer claims that it only
advertises its device and not its tobacco sticks (HEETS brand).

However, the device is of no use if it is not used with those
tobacco sticks.
With this decision, the court has clarified the status of IQOS as
a tobacco product. Consequently, it does fall within the scope
of these regulations, and must under no circumstances be
promoted in any way.



Illustrations
of the
observed
violations.

Circumvention of the advertising ban

The CNCT has been conducting monitoring
studies on tobacco advertising since the
legislation was passed, and these have
evolved over the years in line with the TI's
advertising practices.

This monitoring enables us to illustrate the
enduring nature of advertising in France,
despite strong legislation. 
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Formula 1: Drive to Survive
Netflix



IQOS case
study

Circumvention of the advertising ban

Philip Morris corporate website



IQOS case
study

Circumvention of the advertising ban

While the ban on online advertising is generally well respected
for tobacco, there is one major exception for the IQOS heated
tobacco device
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In addition to its websites, the manufacturer uses the X
network to indirectly promote its products
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Philip Morris also sends messages directly to customers with
promotional offers to encourage purchase. 
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Philip Morris has also regularly appeared in the French media to
promote heated tobacco - CSR (prohibited by the FCTC and
the French public health code)



Conclusion The case of France shows that it is possible to counter the
tobacco industry's strategies and that, overall, the ban on
tobacco advertising is respected, with the major exception
of the heated tobacco device.

Digital tools are now an integral part of the tobacco
industry's marketing/influencing strategies.

The institutional narrative of Philip Morris’ representatives
such as Jeanne Pollès is CSR-type advertising and
propaganda: a form of promotion also prohibited by the
French public health code and the FCTC.

This underlines the importance of adopting complementary
implementation guidelines for Article 13 of the Framework
Convention on Tobacco Control, in the interests of
clarification and better protection through the adoption of
best practices.
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