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BACKGROUND
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Source: WHO report on the global tobacco epidemic 2019

Smoking rates among girls
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Creating the ‘feminine’ smoker



Image from Eaton L. Tobacco companies exploit women, 
says WHO. BMJ. 2001;322(7299):1384.

Advertising featuring:

• Western fashion
• Glamour
• Sophistication
• Social independence

Slim packs and light 
cigarettes also sold

Similar trends seen in low- and 
middle-income countries



Pack shape, color, design communicate “personality” 
and taste/strength expectations1-4

Role of pack in drawing in recruiting new smokers, 
including women and girls5-7

Cigarette pack as advertising 

Images from Marketing Appeals on Brazilian Cigarette Packs Fact Sheet 
https://globaltobaccocontrol.org/tpackss/sites/default/files/Brazil_f_and_a_FS_6_2020.pdf



Examine the presence                        
of feminine appeals on 
a large sample of cigarette 
packs purchased from                
14 countries over time.

Study objective 



METHODS



Tobacco Pack Surveillance 
System (TPackSS) project

Mexico

Brazil

Russian Federation

China

Ukraine
Turkey
Egypt

Pakistan
India
Bangladesh

Thailand
Vietnam
Philippines
Indonesia



Wave 1 
(2013)

Wave 2 
(2015-2017)

14 countries 9 countries

44 cities 30 cities

528 neighborhoods 360 neighborhoods

3,240 packs 2,336 packs



Flavor capsule (yes/no)
Flavor:
• Fruit/citrus
• Alcoholic/energy drink
• Menthol/mint
• Clove/kretek
• Other 

Pack shape
• Slim pack (width ≤ 1.3 cm)
• Lipstick shape pack (tall, rectangle)

Claims
• ‘Reduced odor’
• ‘Light/lights’ descriptor
• ‘Mild/low’ descriptor

Pack coding: General features



Flowers

Fashion

Color ‘pink’

Women/girls

Other text/imagery

Feminine imagery and text



Fischer’s exact tests of association to assess 
trends over time (Wave 1 vs. Wave 2)

• Feminine packs overall

• Feminine pack by appeal category

• Differences in % of feminine packs by:
- Country
- Flavor 
- Pack shape
- Claims 

Analysis



RESULTS



Feminine appeals over time
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Appeal type over time
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https://www.globaltobaccocontrol.org/sites/default/files/plain_packaging_report_0.pdf

Appeal type over time
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Appeal type over time
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Appeal type over time

17.6%
12.4%

0.0%

20.0%

40.0%

60.0%

80.0%

Wave 1
2013

(n=278 packs)

Wave 2
2015-2017

(n=137 packs)

Among feminine packs by wave (%) 

Flowers Fashion Pink Women/girls Other

China – Wave 2



County-level trends
Wave 1 
(2013)

Wave 2 
(2015-2017) p value

Total # packs % feminine Total # packs % feminine

Ukraine 325 21.6% - - -

Russia 502 20.7% 502 13.5 0.003

Brazil 122 8.2% 147 2.0% 0.023

Mexico 134 8.2% - - -

China 453 7.3% 738 7.9% 0.738

Vietnam 147 5.4% 150 0.0% 0.003

Egypt 58 5.2% - - -

Pakistan 382 4.2% - - -

Turkey 308 2.9% - - -

Thailand 126 2.4% 111 0.0% 0.250

Bangladesh 191 2.1% 233 3.0% 0.761

Philippines 143 2.1% 18 0.0% 0.262

India 135 1.5% 95 1.0% 1.000

Indonesia 215 0.9% 252 0.0% 0.211



Wave 1 
(2013)

Wave 2 
(2015-2017) p value

Total # packs % feminine Total # packs % feminine

Flavor capsule 85 1.2% 137 0.0% 0.383

Trends – other pack features
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Flavor capsule 85 1.2% 137 0.0% 0.383

Flavor type

Any flavor 685 11.5% 542 5.2% <0.001

Fruit/citrus 106 31.1% 84 10.7% 0.001

Alc./energy 34 32.3% 17 11.8% 0.175

Menthol/mint 270 11.8% 204 5.9% 0.037

Clove/kretek 227 1.3% 191 0.0% 0.254

Other 136 5.1% 141 4.2% 0.743
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Wave 1 
(2013)

Wave 2 
(2015-2017) p value

Total # packs % feminine Total # packs % feminine

Flavor capsule 85 1.2% 137 0.0% 0.383

Flavor type

Any flavor 685 11.5% 542 5.2% <0.001

Fruit/citrus 106 31.1% 84 10.7% 0.001

Alc./energy 34 32.3% 17 11.8% 0.175

Menthol/mint 270 11.8% 204 5.9% 0.037

Clove/kretek 227 1.3% 191 0.0% 0.254

Other 136 5.1% 141 4.2% 0.743

Pack shape

Slim 512 35.9% 273 25.3% 0.002

Lipstick 36 100.0% 7 28.6% <0.001

Claims

‘Reduced odor’ 66 51.5% 101 26.7% 0.002

‘Light/lights’ 143 2.8% 43 2.3% 1.000

‘Mild/low’ 120 0.8% 67 0.0% 1.000

Trends – other pack features



CONCLUSIONS



• Stereotypical appeals carried over to study countries

• Pack remains important marketing vector to signal 
suitability of smoking among women

Notable number of feminine 
packs purchased



• Fewer variants on market?

…but an overall decline in 
feminine packs over time
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• Fewer variants on market?

• Shift toward more gender-neutral, 
less overt marketing?

- More aligned with norms?
- Response to reactance?
- Role of flavor capsule packs…

• Continued surveillance needed, 
particularly in China

…but an overall decline in 
feminine packs over time



1.Limited number of countries in study sample

2.Data collected from most populous cities

3.Analysis does not weight for brand market share 

4.Coding may not capture all feminine appeals

Study limitations



Policy implications

Images from Advancing tobacco plain and standardized packaging in LMIC: Advice from Experts
https://www.globaltobaccocontrol.org/sites/default/files/plain_packaging_report_0.pdf
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