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Analysis on online marketing of tobacco product in Korea:
current issues and future directions for tobacco control

Yu Seon Yang, Jung Lim Cha, Jae Hyung Kong, Ji Eun Hwang, Jung Mi Choi, Joung Eun Lee, Yu Mi oh'

National Tobacco Control Center, Health Promotion Foundation

Objectives: Tobacco marketing encourages smoking initiation of non-smokers, especially adolescents, and it hinders quit intention of those
who smoke or who attempt to quit smoking. Article 13 of the WHO Framework Convention on Tobacco Control( WHO FCTC) requests
a comprehensive ban on tobacco advertising, promotion and sponsorship(TAPS). Ratified the Convention in 2005, Korea has partially
implemented the provisions. However, online marketing regulations are still insufficient. Methods: Based on relevant national and
international regulations, this research designed monitoring mechanism for online tobacco marketing and studied 1,404 websites to identify
current situation of online sales and advertisement of tobacco in Korea. Results: This study found that online trade of tobacco products
are overtly conducted, while tobacco advertising with flavoring and misleading descriptors are also prevalent. Also, online tobacco
marketing facilitate adolescents’ access to tobacco product and that advertising and promotion activities lead to tobacco purchase without
difficulties. Conclusions: Fundamental solution to prevent online tobacco advertisement and promotion is banning online sales of tobacco
and conducting a regular monitoring for compliance. Korean government should consider establishing an official surveillance system for
online tobacco advertisement, followed by a comprehensive ban on TAPS to fulfill its obligation as a Party to the FCTC.
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<Table 1> Criteria and legal basis for monitoring

Classification Criteria Relevant provisions
Product Ban on sale of tobacco without licence
- Tobacco Business Act Article 12
Method Ban on sale of tobacco via postal- and (Sales of tobacco)
telecommunication -based modes
Juvenile Protection Act Article 28
Tobacco sale (Prohibition of Sale, Rental, etc. of Drugs,
Ban on sale of tobacco to youth etc. Harmful to Juveniles)
Target Ban on sale of electronic nicotine delivery system
and its devices to youth Ministry of Gender Equality and Family
Notification No.2013-49
(Harmful subjects to Juveniles)
National Health Promotion Act Article 9-4
(Prohibition of, or Restriction on,
Advertisements of Tobacco)
Method Ban on advertisement of tobacco via Internet

Enforcement Decree of the Tobacco
Business Act
Article 9 (Advertisement about Tobacco)

Description of

Ban on description of flavoring on tobacco product

National Health Promotion Act Article 9-3
(Restriction on Indication of Flavorings

flavorin and advertisement .
& Contained)
Tobacco Business Act Article 25-5
Tobacco (Limitation of Use of Misleading Statements
advertisement . . on Tobacco
Use of Ban on use of misleading terms on tobacco product )

misleading terms and advertisement

Contents

Enforcement Decree of Tobacco Business
Act Article 10-2
(Scope of Misleading Statements)

Targeting youth Ban on description of youth and female on tobacco

National Health Promotion Act Article 9-4
(Prohibition of, or Restriction on,
Advertisements of Tobacco)

and female advertisement and promotional materials
Use of .
. Ban on use of non-verified content on tobacco
non-verified . . .
advertisement and promotional materials
contents

Enforcement Decree of the Tobacco
Business Act Article 9
(Advertisement about Tobacco)

T o] A-AE ghotatry] e gfAlFE Had
Tt e RE 2AG A3 S ES Adsks 3070
o]z F Aado] AAIFHEAL glo] FulAFE Tl
g 5 QA Ho)AE 2571(83.3%) 0.2, thEo] HujA)
F Ad solAelA Fad Fulrt 7hsstth AL
E9| 719 - BRI SNSO| A9, T2 AAY Ee AlFo]
A F G2 BT A Feolr] Wl 4RI1F
AA7F ANstAnh B3 AAA 2HS S85ts UREIA

o|E @ 0 E nAl9] AT AFY Al AUJAF Hat
glol 7ksle] 7hsdte] ATzt 7hsst A, Hsldo R
HiZ Fujzh 7hed Aog ZAE S

SHjAE FREE Auan AxgE g Uze 9y
o] 48.0%(1270), BAFH7} 36.0%(97)E thE A 5HH
o UukALO|E, S Enpl X-ACIEY Fh3 9 £E2
71, SNS B0l A Hade gl Fu7t 7bse Ao E 3
o5 A t<Table 2>.



22101 Gl 0PI B S0t GHinAPrgtel g mr: 220l Gl Toj 3 318 FHez 77

<Table 2> Adequacy of sale product and method : Types of tobacco products sold via Internet or telecommunication modes
Unit : cases(%)

Website online market Potal sites
Tha (Blog) SNS Total

Tobacco Products 10(33.4) 5(16.7) 8(26.6) 7(23.3) 30(100)

Cigarettes 5(16.7) - 3(10.0) 1(3.3) 9(30.0)

Cigar - - 1(3.3) - 1(3.3)

Rolling Tobacco - 5(16.7) - - 5(16.7)

E-cigarettes

(Devgice incl. nicotine) 267 i i i 267)
Liquid Nicotine 3(10.0) - 4(13.3) 6(20.0) 13(43.3)
Youth 9(36.0) 1(4.0) 8(32.0) 7(28.0) 25(100)

Cigarettes 5(20.0) - 3(12.0) 1(4.0) 9(36.0)

Cigar - - 1(4.0) - 1(4.0)

Rolling Tobacco - 1(4.0) - - 1(4.0)

E-cigarettes

(De\;gice incl. nicotine) 28.0) i i i 28.0)
Liquid Nicotine 2(8.0) - 4(16.0) 6(24.0) 12(48.0)

w3 el AAH A7 4N T Fad o sE A0E 2AHYT<Table 3>,
b ARE ZANEYTE ARG /AN FE G HD ARERE AWNAIE M0%EDE 1R B
AW AAEARAA a7k o] WEe] Sejelel o] Yeor, ado] 714 Bol B3 SNSAE

Ao s Thssiu, A7EER IA B AAEREY 24%32d) 2 YdsAl deldth 1 o] e Znk
of oAt HAdoA dufj-tho vl E & 4 gloh 20.3%(2971), LEAOIE 13.3%(191) 2.2 ZAME AT

I

AL AT} 1437604 Hado] EEe] JAAZEA gl F2 Adgs AFort Ay #9459 vz FI
of WA 771 4AF Fuvk Asd A0 dEkth o b5 A A HERE ARF sEso|H,
AAR AT A Tk bsw 1450 Tl DY, MHIAY(ERY) 5 REVL BohsHE Al EA
A 43728 W 194] PR sk gk, 2 A J+uﬂ F3o] stk ER, hRE Uk Aol E0) A
Fo Aad FARAYUT, 193 B4 29 S ge BES AUk o) FolAn 9ee ¢ 5 Ah
Aad FAE YSIE BTHD Padl Foprt

<Table 3> Adequacy of sale target : Types of electronic nicotine delivery systems(ENDS) available for youth purchase
Unit : Cases(%)

. Online Portal sites
Category Website T (Blog) SNS Total
Set of ENDS device 55(64.7) 4(4.7) 10(11.8) 16(18.8) 85(100)
Components of ENDS 43(41.4) 26(25.0) 10(9.6) 25(24.0) 104(100)
Set of ENDS device and its components 35(76.1) 1(2.2) 1(2.2) 9(19.5) 46(100)
* Multiple response available
2) 2alel gujgn ARH 02 Fhsit o8 ASshn Lekel 4 M
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FagRol BAMI Ao g F 2547io] 2AEET,  AASY Fadtal e AR ZAHUT. T 9ol SNS
AT AZEEZE T APJETF775%(1977)Z 7 Bol  12%(374), LZ kAl 0.4%(1 d)fgi U EFTH<Table 4>,
Fastal e

], Auk YA} ED0.9%(537) 2 S

<Table 4> Adequacy of advertisement method : Number of advertisements by access path
Unit : cases(%)

Portal si
Category Website Online marketplace ortal sites SNS Total
(Blog)
Number of tobacco advertisement 53(20.9) 1(.4) 197(71.5) 3(1.2) 254(100)

© AAFlE YIZ® Ado] 744%(189 =k BHlFaL 2547 F 23271(91.3%)°] Ao &S et
S AAs e, EFEtE S o Fasta e AR FotE

U 232749 AR &S setsl & A THEEE g &

S 7] B 716.7%(178) 2 M Bkon, o4 ElZl 3

g I 11.2%267), ‘ASHA L B 73%(174), ‘LEE

< T 7] B 47%(117)9] ol ATh<Table 5>.
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<Table 5> Adequacy of advertisement contents : Types of advertising contents by tobacco product
Unit : cases(%)

Category De:lcar‘i][())t:i(;; of Targeting female Use ozolllltt)z;rseﬁfied Use oft e2lilsslezlding Total
Cigarette 1(4) - - - 1(.4)
Cigar 4(1.7) - - 1(4) 5(2.1)
Rolling tobacco 27(11.6) 3(1.3) - 2(.9) 32(13.8)
ENDS 6(2.6) 1(4) 2(.9) - 9(3.9)
Liquid Nicotine 128(55.2) 2109.1) 11(4.7) 6(2.6) 166(71.6)
Pipe tobacco 3(1.3) - - 1(.4) 4(1.7)
Novel tobacco 9(3.9) 1(.4) 4(1.7) 1(4) 15(6.4)
Total 178(76.7) 26(11.2) 17(7.3) 11(4.7) 232(99.9)

* Multiple reponse available
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