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Background



Tobacco packs are a valuable 
medium for the tobacco 

industry to attract customers





Inserts & Onserts
Removable/detachable card or sticker like 
marketing documents that are either found upon 
opening the pack (inserts) or by opening or 
removing them from the pack’s exterior (onserts)

INSERT

ONSERT



Objectives

Describe the marketing features and techniques the 
tobacco industry has used to communicate with customers 
via inserts and onserts



Methods



Tobacco Pack Surveillance System (TPackSS)

Goal: 

To collect information on HWL 
compliance, marketing 
appeals, and design features
of tobacco products from 
different countries at different 
snapshots of time



Tobacco Pack Surveillance System (TPackSS)

N=5,871 
cigarette 
packs



Tobacco Pack Surveillance System (TPackSS)
High SES neighborhoods

Middle SES neighborhoods

Low SES neighborhoods

Per neighborhood
1-4 vendors

12 neighborhoods total



Methods & Analysis

TPackSS sample 
searched for 

cigarette packs 
with inserts or 

onserts

Identified 
inserts/onserts

sample
Developed 
codebook

Independent, 
double-coding Code review Analysis

Packs coded 
separately by 2 
different coders

Based on prior 
TPackSS

codebooks: 
• Marketing 

appeals
• Structural 

features
• General 

characteristics
• Potential utility

Discrepancies 
discussed and final 

code decided

Inter-rater reliability 
(IRR): 70.9-100.0

Code frequencies 
calculated

Comparisons 
made across 

countries, years, 
brands, etc.



Results



Insert/Onsert Sample Summary

Found across all TPackSS collection years2013-2020

11 countries

N=178 packs 3% of the overall TPackSS sample had an insert or onsert

Bangladesh, Brazil, China, Indonesia, Pakistan, Philippines, Russia, Thailand, Turkey, 
Ukraine, and Vietnam (out of 14 total)

96% inserts Only N=7 onserts identified in the sample



Insert/Onsert Sample Summary

Japan Tobacco 
International

26%

British 
American 
Tobacco

20%
Richmond 
Tobacco 

Trading Ltd.
12%

Philip Morris 
International

9%

BY COMPANY 

67%

78% entirely English

51% entirely local 
language

BY LANGUAGE

Other, 33%



Imagery & Lexical 
Appeals Summary



Quality/dependability (64%)



Luxury/aspirational (55%)



Machinery/technology (37%)

Filter imagery/lexical (22%)



Cigarette pack (39%) and stick (23%) imagery



Other Imagery & Lexical Appeals

Feminine appeals People depicted



Purpose/Usage 
Appeals 

Summary



Highlighting or featuring aspects (66%)



Engaging or addressing customers directly (52%)



Informing customers about new/changed aspects (31%)



Collection or series (21%)



Promotional contests to win money, trips, items, etc. (20%)



Other Purpose/Usage Appeals

Cigarette butt disposal pouchSticker with HWL on back



Insert/Onsert Sample Limitations

Other, 33%

Bangladesh, <1%
Brazil, 7%

China, 3%
Indonesia, 2%

Pakistan, 4%

Philippines, 2%

Russia, 66%

Thailand, 1%
Turkey, 2%

Ukraine, 2%

Vietnam, 11%

Due to the majority of 
the packs being from one 
country, we could not 

draw conclusions 
about the differences 
in appeals by country.



Insert/Onsert Sample Limitations

Other, 33%

2013, 52%

2015, 36%

2016, 3%
2017, 3%

2019, 6%

Due to the majority of the 
packs being from 10 years 
ago, we could not draw 
conclusions about the 

temporal differences in 
appeals across the 

sample.



Conclusions



Implications

Cigarette pack 
inserts/onserts are 
virtually unregulated 
across the globe, making 
them an ideal medium for 
tobacco companies to 
extend and innovate 
their advertising. 



Implications

Tobacco control advertising 
and packaging policies 
should extend to include 
inserts/onserts to better 
protect consumers from industry 
promotion of deadly products via 
these elements.
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