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Ottawa Public Health staff recommendations to Health Canada in response to
their Consultation on Potential Measures to Reduce the Impact of Vaping
Products Advertising on Youth and Non-users of Tobacco Products

On February 5, 2019, Health Canada released a consultation, which sought comments
on proposed measures to limit the advertising of vaping products, entitled: Potential
measures to reduce the impact of vaping products advertising on youth and non-users
of tobacco products. The consultation, which will close on March 22, 2019, focuses on
Health Canada’s proposed limits on advertising of vaping products, including the places
where advertisements can placed; the content in advertisements; the display of vaping
products in certain retail locations; and the inclusion of health warnings on vape
products.

The proposed restrictions on advertising align with many current tobacco advertising
restrictions. However, there are areas in which the restrictions could be strengthened to
further protect Canadians, particularly youth and young adults, from the harmful effects
of vaping products, as outlined below.

Recommendation 1: Restrict the placement of advertisements at points of sale,
public places, broadcast media, and publications

Over the past 30 years, the Government of Canada has introduced a number of tobacco
advertising, promotion and sponsorships restrictions that have positively impacted the
health of Canadians by reducing tobacco consumption rates and smoking initiation
among young people'.

Health Canada’s proposed regulatory measures recommend that vaping product
advertisements not be permitted in the following instances:

e Point of sale: Prohibit vaping product advertisements at all points of sale where
youth is allowed access, including online (with some exceptions)

e Public places: Prohibit all vaping product advertisements in all public places,
where youth have access such as a shopping mall, public transit, billboards, etc.

e Broadcast Media: Prohibit all vaping product advertising on broadcast media
within 30 minutes before and after children’s and youth oriented programming.



e Publications: Prohibit all vaping product advertising in publications for children
and youth, including online websites and social media platforms.

Currently, the advertising of vapour products can be seen online, in newspapers and
magazines, stores, and on television. In-store advertising is shown to have the
strongest association with youth’s openness and curiosity to use vaping products.”
Internet and point-of-sale based advertising have been shown to be particularly
impactful on youth’s susceptibility and openness to vaping product use . The Ontario
Tobacco Research Unit (OTRU) reports exposure to the marketing and promotion of
vaping products is high for Canadian youth and young adults, with 48% reporting
exposure to such marketing on the internet."

Comprehensive bans of tobacco advertising include direct advertising in all types of
media (including broadcast, print and online), as well as in all forms of indirect
advertising including promotion and sponsorship'. Research shows that prohibiting
advertisements and promotions removes sensory cues to purchase and use these
products, and helps to de-normalize use". As such, federal regulations that restrict
children and youth exposure to marketing and advertising of vaping products can help
reduce the normalization of youth vaping and the associated the health impacts.

OPH supports the proposed measures to restrict vaping product advertisements at
points of sale and public places where youth is allowed access, including on-line.
However, evidence supports broader restrictions on broadcast media and publications,
in alignment with current tobacco adverting and promotion regulations. Further
restrictions to broadcast media and publications, could be applied, to align with current
tobacco advertising restrictions, this would mean that advertising of vaping products
would be completely prohibited on all domestic television, radio, newspaper, magazine,
and outdoor advertising channels and there would be restrictions (with some
exceptions, similar to those restrictions within the tobacco advertising regulations) to
advertising vaping products in print media, the internet and through internet sales.

» Based on current evidence, it is recommended that the Government of
Canada include further restrictions to advertising and promotion of vaping
products on broadcast media and publications, in alignment with tobacco
advertising and promotion regulations on broadcast media and
publications.

Recommendation 2: Enhance health warnings



Health Canada has proposed measures to apply health warnings to all advertisements,
in particular for products that contain nicotine. OPH staff support the proposed
measures, as the Government of Canada is building upon the achievements of
Canada’s current tobacco labelling system by applying this approach to vaping
products. Health information on tobacco products is recognized as a best practice to
inform people about the health risks"!. Further, youth who perceive vaping products to
cause harm have significantly lower odds of being open to trying vaping products“i.

> In addition to adding health warnings, OPH staff recommends that,
consistent with best practices, health warnings be required to be
noticeable and engaging; include information about the addictive nature of
nicotine and the hazards of ingesting liquid nicotine; and that cessation
information (i.e. for a “quit line”) be included on vaping products.

Recommendation 3: Plain and standardized packaging be applied to vaping
products including vaping devices and liquid products

There is evidence to suggest that plain packaging reduces the attractiveness of tobacco
products, restricts the use of the packaging as a form of advertising and promotion,
limits misleading packaging and increases the effectiveness of health warnings'x.

> lItis recommended that plain and standardized packaging be applied to
vaping products including vaping devices and liquid products.

Enhancing the health-related labeling measures and requiring further restrictions on
advertising and promotion of vaping products are evidence-based strategies that would
contribute to the Government of Canada’s attainment of its commitment to reduce
tobacco’s harms to public health and help to achieve the government’s goal of a rate of
5% of the population using tobacco by 2035.
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