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Abstract

Background.—IQOS, manufactured by Philip Morris International (PMI), is the highest selling 

heated tobacco product globally. IQOS went through several regulatory changes in Israel: from 

no oversight, to minimal tobacco legislation, to progressive legislation that included a partial 

advertisement ban (exempting print media) and plain packaging. We examined how PMI’s 

advertising messages changed during these regulatory periods for both IQOS and cigarettes.

Methods.—Content analysis of PMI’s IQOS and cigarette ads was performed using a predefined 

framework. Ad characteristics included regulatory period, target population, setting, product 

presentation, age and use restrictions, retail accessibility, additional detail cues (e.g., QR code), 

and promotions. Ad themes included product features, legislation-related elements, social norms, 

and comparative claims. Comparisons between IQOS and cigarette ads, and across regulatory 

periods, were examined using Chi-square test or Fischer’s exact test.
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Results.—The dataset included 125 IQOS ads and 71 cigarette ads. IQOS ads featured more 

age restrictions, retail accessibility, and additional detail cues, compared to cigarette ads (93.6% 

vs. 16.9%; 56% vs. 0%; and 95.2% vs. 33.8%, p<.001 for all). Cigarette ads featured mostly 

price promotions (52.1% vs. 10.1% of IQOS ads, p<.001). The main ad themes were technology 

for IQOS (85.6%) and quality for cigarettes (50.7%). In later (vs. earlier) restrictive regulatory 

periods, IQOS ads featured more direct comparison to cigarettes, QR codes, indoor settings, and 

did not feature product packaging.

Conclusions.—IQOS advertisement content shifted as more restrictions went into effect, with 

several elements used to circumvent legislation. Findings from this study point to the necessity of 

a complete advertisement ban and ongoing marketing surveillance.

Introduction

Heated tobacco products (HTPs) are relatively new products that heat tobacco sticks which 

are inserted into an electronic device to produce an aerosol,1, 2 and purportedly intended to 

reduce exposure to harmful substances relative to cigarettes.1, 2 Globally, there is increasing 

awareness and ever use of HTPs.3–6 Philip Morris International (PMI)’s IQOS device, with 

accompanying HEETS tobacco sticks, is the HTP with the largest market share worldwide 

and is sold in more than 60 countries so far.2, 7 PMI claims that this product targets adult 

smokers only.8

Israel was among the first countries where IQOS emerged.1 IQOS went through several 

regulatory changes after entering the Israeli market in December 2016 (Table 1).1, 9, 10 First, 

IQOS was treated as a consumer product and thus not subject to tobacco regulations, under 

which cigarette advertisement on TV, radio, and billboards was banned. Then, in 04/2017, 

IQOS was defined as a tobacco product, subject to the same regulations as cigarettes 

including a ban on using it in smoke-free areas (e.g., indoor public places). In 03/2019, a 

partial advertisement ban that excluded print media went into effect for all tobacco products, 

and in 01/2020 plain packaging and a point-of-sale (POS) display ban were implemented.9, 

10

Industry marketing aims to identify potential target consumer groups and develop 

advertising strategies to convince consumers to buy, or at least try, new products.11, 12 

Potential consumers are grouped into segments, based on shared characteristics such as 

demographics, psychographics (e.g., lifestyle, interests, values), or behaviors (e.g., use 

frequency), to target advertising messages to appeal to these segments.13–16 The tobacco 

industry has a long-standing history of targeting racial/ethnic minority populations.17–19 

However, there are no published data regarding targeting of Israel’s minority populations 

(e.g. the Arab population).

Advertising messages may try to persuade these targeted consumers to buy by comparing 

new products to known ones.11, 12 For example, tobacco companies have historically 

marketed filtered and low-tar cigarettes as healthier alternatives to regular cigarettes, using 

themes such as health benefits, fame, and freedom – elements that are especially attractive 

for non-smokers, women, and youth.20 When IQOS first entered the Israeli market, its 
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campaign embodied PMI’s stated vision for a ‘Smoke-free Israel’ and included elements 

that differentiated IQOS from combustible cigarettes by positioning it as a healthier option.1

Regulatory changes, like those implemented in Israel, likely impact how tobacco companies 

market their products, particularly newer ones like IQOS. Whether regulatory changes 

have implications for targeted consumer groups is unknown. In Israel, smoking rates are 

much higher in the Arab population (Israel’s largest minority group), more specifically 

among Arab men (38.2% compared to 22.6% of Jewish men).21 Use of IQOS or electronic 

cigarettes (e-cigarettes) remains low but is higher among Israel’s Arab population (2.8% 

vs. 1.2% of the Jewish population).21 If PMI is indeed focusing on harm-reduction for 

adult smokers as they claim8, this might be reflected through targeting of subpopulations 

with the highest smoking rates, such as the Arab male population in Israel. In addition, 

the industry might change or adapt their advertisements in response to regulatory changes 

using strategies that may circumvent restrictions. For example, in the US, after the Food 

and Drug Administration (FDA) prohibited using words such as ‘mild’ or ‘light’ in cigarette 

advertisements, PMI replaced these descriptions in Marlboro ads with colors and filters.22

The uniqueness of the Israeli context offers an unprecedented opportunity to study how 

PMI positioned IQOS compared to its cigarette brands, particularly in terms of how 

PMI responded to changes in tobacco legislation across the distinct regulatory periods. In 

addition, this context provides an opportunity to examine IQOS marketing content across 

population groups (potential targeted marketing). Thus, this paper aimed to analyze the 

content of PMI’s IQOS and combustible cigarette brands ads, and identify changes over 

time (regulatory periods), as well as characterize these ads in relation to targeted population 

groups in Israel.

Methods

Data collection

Data was provided by Ifat media, a leading media company in Israel. It has contracts with 

all media outlets in Israel (magazines, newspapers, websites, TV, radio, billboards) and 

obtains all ads published in them on a regular basis.23 Data included links to paid ads of 

IQOS, HEETS, and PMI combustible cigarettes, published in all Israeli media outlets, from 

December 25, 2016 (the date IQOS entered the Israeli market) until August 4, 2020 (the 

date data were provided). For each ad, data provided by Ifat media included the date it was 

published, target population group, and name of the media outlet. Ads in all languages were 

included. Ads linked to invalid or broken websites were excluded.

All ads were reviewed to identify unique ads only; if an ad was of the same product, 

language, colors, visuals, and message, it was deemed as a duplicate, and therefore removed. 

One researcher (AK) reviewed all the ads to determine whether they were unique; the list 

was then examined by another researcher (MR), and discrepancies were discussed with a 

senior member of the research team (YBZ) until reaching 100% agreement.
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Coding

A preliminary coding framework was developed based on other studies,20, 24–26 utilizing 

both deductive and inductive coding, and covering both the text and visual elements 

within each ad. Two coders (AK and MR) used the coding framework to independently 

code a sub-sample of the unique ads (20%, n=23: 15 IQOS ads and 8 cigarette ads). 

Several changes and additions were made to the preliminary coding framework (e.g., 

retail accessibility). Discrepancies and any changes were discussed with a senior member 

of the research team (YBZ). After reaching a 96.3% agreement rate, the final coding 

framework was then used by one researcher (AK) to code the remaining ads. Coding and 

calculation of the agreement rate, were conducted using Microsoft Excel v16.16.27. The 

codes were then divided into ‘ad characteristics’ and specific ‘ad themes’. Ad characteristics 

included regulatory period, target population, setting, product presentation, and information 

included in the ad (restrictions, retail accessibility, and promotions). Ad themes included 

product features, legislation/policy-related elements, social norms, and comparative claims. 

A detailed explanation of each code is provided in Table 2.

Data analysis

The data was descriptively analyzed using counts and percentages for IQOS and cigarette 

ads, and was stratified across regulatory periods and population groups (general public, 

Arab, Russian, and Ultra-orthodox). Comparison of the study variables between IQOS and 

cigarette ads, and across regulatory periods, was examined using Chi-square tests or Fisher’s 

exact tests with Bonferroni correction as appropriate, with p<.05 considered statistically 

significant. Analysis was performed using SPSS v27.

Results

The original dataset included 8,107 IQOS advertisements with 125 unique ads, and 4,788 

PMI cigarette advertisements with 71 unique ads. IQOS ad frequency ranged from 1 

to 1,277, and cigarette ad frequency ranged from 1 to 677. Examples of unique ads 

are presented in Figures 1 (IQOS) and 2 (cigarettes). Tables 3 and 4 summarize ad 

characteristics and ad themes for IQOS and cigarette unique ads. Supplementary file 1 

presents a comparison of the ad characteristics and ad themes of IQOS (Table S1) and 

cigarette ads (Table S2) across the 4 regulatory periods.

Ad characteristics

Regulatory period: Of the 125 IQOS unique ads, 5 were published in more than one 

regulatory period and 8 were directed at more than one population group. Of the 71 cigarette 

unique ads, 2 were published in more than one regulatory period and none were directed at 

more than one population group. For each regulatory period, there were more IQOS unique 

ads than cigarette ads, with no significant difference in the distribution of ads between 

regulatory periods (Table 3).

Target population: Most IQOS (n=111/125) and cigarette ads (n=52/71) were directed at 

the general public. Four IQOS and 8 cigarette ads were directed at the Arab population, 9 
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IQOS and 10 cigarette ads at the Russian population, and 9 IQOS and 2 cigarette ads at the 

Ultra-orthodox population.

Setting: Less than half of IQOS ads (41.6%, n=52/125) featured IQOS in either an indoor 

or outdoor setting, of these; 63.5% (n=33/52) were situated indoors. For cigarettes, 11 ads 

(15.5%, 11/71) featured the product either in an indoor or outdoor setting, of which only 

one ad featured the product indoors (9.1%, n=1/11) (Table 3). More than a quarter of IQOS 

ads in regulatory period 2 (when IQOS use was prohibited in indoor smoke-free settings) 

featured the product in an indoor setting (28.6%, n=22/77, Table S1). A significant increase 

in such ads was observed in period 4 compared to previous periods (52.9% vs. 28.6% in 

periods 1 and 2, and 6.9% in period 3, p<.001, Table S1).

Product presentation: Out of all of IQOS ads, 111 presented HEETS; of these, almost 

half featured HEETS in their packaging (52.3%, n=58/111). For cigarettes, only one ad 

did not present the cigarettes themselves; in the remaining ads (n=70), almost all (97.1%; 

n=68/70) presented the cigarettes in their packaging (p<.001, Table 3). IQOS ads did not 

feature HEETS in plain packaging, and only 7 cigarette ads showed cigarettes in plain 

packaging; 6 of which had both the plain and original packaging. Featuring both original and 

plain packaging in cigarette ads began in regulatory period 3 (November 2019, before plain 

packaging went into effect – 21.1% of ads, n=4/19), and continued into regulatory period 4 

(until March 2020 – 75.0% of ads, n=3/4, Table S1 and S2).

Information included within the ad:

a. Restrictions: More IQOS ads included any type of restrictions compared to 

cigarette ads (93.6%, n=117/125 vs. 16.9%, n=12/71, p<.001, Table 3). All 

IQOS ad restrictions included both age and user restrictions, while cigarette ad 

restrictions were mainly age restrictions (58.3%, n=7/12).

b. Retail accessibility: Indicators of retail accessibility were present in 56.0% of 

IQOS ads (n=70/125), but in zero cigarette ads (p<.001, Table 3). The proportion 

of IQOS ads that included retail accessibility information increased in regulatory 

periods 3 and 4 compared to periods 1 and 2 (79.3% and 94.1% of ads, vs. 

14.3% and 42.9%, respectively, p<.001, Table S1). Store location was included 

in a higher proportion of ads targeting the Arab (100.0%, n=4/4) versus Russian 

(33.3%, n=3/9) and Ultra-orthodox populations (44.4%, n=4/9).

c. Additional detail cues: More IQOS ads contained additional detail cues 

compared to cigarettes (95.2% vs. 33.8%, p<.001, Table 3). While such cues 

increased in proportion in IQOS ads across regulatory periods (from 42.9% of 

ads in regulatory period 1 to 100.0% of ads in period 4; p<.001, Table S1), 

their use decreased in cigarette ads (from 42.9% of ads in regulatory period 2 to 

25.0% of ads in period 4, p=.02, Table S2). QR codes began appearing in period 

3 (when digital advertisement was banned). Only one QR code was still working 

by the time the data was analyzed; it appeared in a cigarette ad and directed 

people to a website with an IQOS ad (Figure 2c).
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d. Promotions: More cigarette ads (52.1%) advertised a price promotion compared 

to IQOS ads (10.4%, p<.001, Table 3).

Ad themes

a. Product features: The most advertised product feature for IQOS was 

‘technology’ (85.6%, n=107/125, overall and for each regulatory period), 

followed by ‘popularity’ and ‘quality’ (10.4%, n=13/125 for both, Table 4, Table 

S1). ‘Quality’ was the most advertised product feature for cigarettes (50.7%, 

n=36/71), followed by ‘technology’ (28.2%, n=20/71, Table 4). Similarly, all ads 

directed at subpopulations focused on ‘technology’ in IQOS ads and on ‘quality’ 

in cigarette ads. Cigarette ads directed at the Arab population also focused on 

‘taste’.

b. Reference to legislation/policy: There was no difference between IQOS and 

cigarette ads in the inclusion of textual cues pertaining to policy or legislation 

(5.6%, n=7/125 of IQOS ads and 9.9%, n=7/71 of cigarette ads, p=.27, Table 4). 

These 7 IQOS ads were ‘Smoke-free Israel’ ads calling for IQOS to be regulated 

differently than other tobacco products (i.e., taxation), 6 of which were published 

in regulatory period 2 and one in period 3. The 7 cigarette ads appeared in 

regulatory periods 3 and 4 and included a textual reference to the change in 

color, with the products in plain packaging. 2 of these were directed at the Arab 

population, 1 at the Russian and none at the Ultra-orthodox population.

c. Social norms and related factors: ‘Everydayness’, as reflected by the presence 

of everyday items, was present in more IQOS (25.6%, n=32/125) compared 

to cigarette ads (5.6%, n=4/71, p<.001, Table 4). ‘Freedom/choice’ was the 

second most common social norm portrayed in IQOS ads (20.8%, n=26/125), 

and the most advertised norm in cigarette ads (26.8%, n=19/71). IQOS ads 

directed specifically at the Arab population focused on ‘freedom/choice’ (50.0%, 

n=2/4), whereas in the Russian and Ultra-orthodox populations ads focused on 

‘everydayness’ (44.4%, n=4/9 each), and ‘freedom/choice’ was only present in 

one ad each (11.1%, n=1/9).

d. Comparative claims were found in most IQOS ads (86.4%, n=108/125); the most 

frequent claims were ‘no combustion’ (62.0%, n=67/108), ‘no smoke’ (56.5%, 

n=61/108), ‘no smell/no bad smell’ (40.7%, n=44/108) and ‘no ash’ (37.9%, 

n=41/108; Table 4). Cigarette ads that included comparative claims (54.9%, 

n=39/71) only contained two aspects of comparison, focusing on ‘less smell’ 

(66.6%, n=26/39) and ‘same taste’ (51.3%, n=20/39).

Discussion

The comparative claims found in IQOS’ ads suggest that PMI has attempted to position 

IQOS as a superior product to cigarettes in the tobacco market in Israel. In line with the 

diffusion of innovation theory,27 ads that featured the ‘new’ IQOS product focused on 

its technological aspects, provided information about the product (additional detail cues), 

provided information on its simplicity of use and access (retail accessibility), and focused 
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on the relative advantage of the product (comparative claims, differentiating IQOS from 

cigarettes in terms of combustion, smell, ash, etc.). In contrast, ‘old’ cigarette product 

advertising mainly emphasized price promotions.

Our findings indicate that PMI altered its marketing messages in its paid ads over time, 

and across regulatory periods. Themes of IQOS being as satisfying and/or an alternative 

to cigarettes started appearing in regulatory period 2 (after regulating IQOS as a tobacco 

product), and increased in regulatory periods 3 and 4 (after a partial advertisement ban, POS 

display ban and plain packaging went into effect). Similar to the current study, our study 

in the US also found a shift in advertisement messaging after IQOS received the FDA’s 

Modified Risk Tobacco Product (MRTP) authorization.28 Other shifts in messaging have 

also been observed with regard to bans on using ‘light’ as a descriptor for cigarettes,29 

and in regard to the menthol ban.30 A content analysis of selected cigarette ads in the 

‘Times’ magazine between 1929–1984 showed that cigarette companies used ads to deal 

with growing health concerns, emphasizing innovation such as filters, and removing visible 

smoke from advertisements.20

The partial advertisement ban in Israel excludes print media, thus allowing PMI to use 

this advertisement venue as a tool for circumventing legislation. For example, some 

print media advertisements used QR codes to direct people to additional digital ads after 

advertisement in digital media was banned. The digital media ban refers to ads that people 

can access directly (without using a QR code); therefore, this is a gap in the current 

legislation. Furthermore, as only one ad per media circulation is permitted, using a QR 

code provides PMI an opportunity to expand the advertisement beyond the one permitted 

ad. Other instances that highlight the shift in PMI’s advertising content include decreased 

advertisements that displayed product packaging after plain packaging went into effect, 

and more ads showing IQOS in an indoor setting after IQOS use was not allowed in 

enclosed public places. Previous research in Israel focusing on the POS environment has 

also suggested that PMI is exploiting loopholes in legislation to continue advertisement and 

promotion of its products.10, 31, 32

Our findings further highlight how quickly marketing strategies evolve when faced with 

increasing constraints. A complete advertisement ban, banning also advertisement in print 

media, was recently passed in the Israeli parliament with the caveat that it will go into effect 

in 2029 (allowing for a seven-year ‘adjusting’ period), thus opening the door for further 

circumvention and delays.33, 34 An amendment to this legislation, informed by the current 

study findings, was proposed and approved in May 2022. This amendment includes a ban 

on using comparative claims (with explicit reference to another product), QR codes and/or 

coupons, and only allowing products to be shown in plain packaging, during the seven-year 

adjustment period.33, 34

Although PMI claims to be committed to a smoke-free future with a focus on offering 

alternatives to adult smokers,8 they continued creating unique ads for combustible cigarettes, 

innovating and advertising new cigarette products, and had a ‘price promotion’ featured in 

more than half of cigarette ads. Only one cigarette ad had a cross-promotion to IQOS (via 

a QR code). Similarly, a study assessing smokeless tobacco POS advertisement found that 
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only 0.3% offered cross promotions with cigarettes.35 On the other hand, cross-promotion 

has been observed in other tobacco companies’ advertisements for nicotine pouches,36 and 

in direct mailings.37

PMI has been accused of advertising IQOS to youth and young adults, especially through 

social media.38 In Israel, recent repeated cross-sectional studies have shown a rise in 

IQOS experimentation among Jewish youth.39 Our study did not find evidence pointing 

specifically to youth targeting (through use of young models) or to messages of reduced 

risk/harm, emphasizing restrictions on age and use and potentially reflecting PMI efforts to 

reduce accusations and influence marketing regulations.40 However, two elements that have 

been previously suggested to appeal to youth were indicated: the emphasis on technology 

and HEETS flavors in the IQOS ads.28,41

Strengths and limitations

This is the first comprehensive analysis of PMI’s IQOS and cigarette ads in Israel, spanning 

more than three and a half years, and several regulatory changes. Despite the large sample 

size, very few unique ads were directed at specific population groups, which precluded us 

from analyzing targeting of specific groups. Our data was retrieved in early August 2020, a 

few weeks after IQOS received FDA MRTP authorization.42 Evidence from other countries 

point to potential exploitation of the MRTP language,43–46 which we could not assess due to 

this short time frame. In addition, our study did not include social media advertisement or 

hidden informal advertisement (e.g., through influencers).

Conclusion

PMI adapted and modified its advertisement content as more restrictions went into effect, 

using the print media exemption to circumvent certain elements of the legislation such as 

plain packaging, ban on digital advertisement, restrictions on number of advertisements, and 

ban on using IQOS in public indoor settings. Findings from this study point to the necessity 

of a complete advertisement ban, and ongoing surveillance of tobacco marketing

and advertisement.
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What this paper adds

What is already known on this topic?

• Phillip Morris International (PMI)’s IQOS is the only heated tobacco product 

(HTP) in Israel and the HTP with the largest market share globally.

• IQOS experienced various regulatory changes in Israel, including a shift from 

no regulation (i.e., not deemed a tobacco product), to regulation as a tobacco 

product under minimal oversight (with ban on use in smoke-free areas), 

to more restrictive and stronger regulation, including an advertisement ban 

(excluding print media, allowing one ad per media outlet circulation) and 

subsequently plain packaging.

What this study adds?

• After IQOS was regulated as a tobacco product, IQOS ads shifted to include 

more specific comparisons to combustible cigarettes and additional elements 

to increase market penetration, such as a focus on technological aspects, retail 

accessibility, and further information cues.

• In response to progressive legislation in Israel, PMI used print media to 

circumvent legislation by advertising IQOS not in plain packaging, using QR 

codes (to bypass restrictions on number of advertisements per media outlet) 

and showing IQOS in indoor settings (to circumvent the ban on using IQOS 

in indoor smoke-free areas).

How this study might affect research, practice or policy?

• Findings underscore the need to specify restrictions related to exempt media 

channels (e.g., banning the use of QR codes, explicit comparative claims) or 

to ban such exemptions.

• Results also support the need for ongoing surveillance of tobacco companies’ 

advertisement and marketing strategies as legislation is implemented in order 

to respond to unanticipated consequences.
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Figure 1: Examples of IQOS ads
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Figure 2: Examples of PMI cigarette ads
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Table 1.

Description of the regulatory periods included in the study

Regulatory 
period

Dates Highlights

1 Dec 25, 2016 - Apr 
1, 2017

IQOS was released in Israel and was categorized as a consumer product, with no restrictions on 
advertisements.
Restrictions on cigarette advertisement included a ban on TV, radio and billboard advertisements; 
and a requirement to include specific ministry of health-approved health warning labels in all ads.

2 Apr 2, 2017 - Mar 
7, 2019

IQOS was declared a tobacco product, resulting in it being regulated the same as cigarettes 
(including a ban on use in smoke-free areas), with the same restrictions on advertising as cigarettes 
(not allowed on TV, radio and billboards; and required to include health warning labels within the 
ads).

3 Mar 8, 2019 - Jan 7, 
2020

A partial advertisement ban went into effect for all tobacco products (including IQOS and 
cigarettes), including cigarettes and IQOS (restricting advertising to print media only, limiting each 
media outlet to one tobacco ad per circulation, and advertisement not permitted in youth-oriented 
print media).

4 Jan 8, 2020 - Aug 4, 
2020

Plain packaging and a POS display ban for all tobacco products (including IQOS and cigarettes) 
went into, with enlarged textual health warning labels (to cover 65% of the packaging).
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Table 2.

Ad characteristics and specific ad themes

Ad characteristics Definition

Regulatory period Assigned based on the first and last dates the ad was published according to the data in Table 1.
Note: Ads could be published in more than one regulatory period.

Target population Determined and provided by Ifat media based on aspects such as the media outlet and ad language. These included 
the general public [media outlets in Hebrew or English not directed at a specific population group], Arab, Russian or 
Ultra-orthodox subpopulation.
Note: Subpopulations might also use media outlets not specifically directed at them. The same ad could be published in 
media outlets directed at more than one target population.

Setting Assigned based on whether the product was presented in an indoor or outdoor setting, or neither – on a colored or 
ambiguous (blurred) background.

Product 
presentation

This was coded in terms of:
a) Product packaging - original, plain, both or no packaging;
b) HEETS flavor or cigarette sub-brand advertised;
c) Whether the product was lit or used within the ad.
Note: Model-related variables that indicate specific target groups (e.g., youth, women, etc.) were considered but found to 
be irrelevant as no models were present in the analyzed ads.

Information within 
the ad

This includes:
a) Restrictions - age and/or use restrictions - i.e., 18 and above, for smokers only;
b) Retail accessibility - the mention of the number of POS at which the product is sold, or including POS specific 
locations;
c) Additional details cues - these included an IQOS-specific website, a toll-free phone number for the IQOS store, a 
click button, or QR codes;
d) Promotions - either price promotions (e.g., a special price, discount, etc.), and other promotions such as the ability to 
sample or try IQOS for free, competitions or special events.

Ad theme Description

Product features Including:
a) Quality - i.e., high quality, fine cut tobacco, for those who value quality, etc.;
b) Popularity - for IQOS: references to the number of product users or countries in which the product is available; for 
cigarettes: being a well-known brand;
c) Style - i.e., stylish, elegant, etc.;
d) Easy to use - i.e., explicitly stating that it’s easy to use;
e) Innovation - using words such as innovative, novel, revolutionary or stating that the cigarette has a filter or two flavors 
in the same cigarette;
F) Technology - either explicitly by using words such as technology, advanced, upgraded, etc., or implicitly by showing 
the IQOS device or situating the product close to a smartphone.

Legislation or 
policy

Elements that include specific textual reference to legislation (e.g., IQOS taxation, plain packaging).

Social norms Includes codes such as:
a) Everydayness - e.g., showing items normally used on a regular basis such as glasses, laptops, food or beverages;
b) Socializing with non-smokers - e.g., a smoker being around non-smokers in any setting, smoking in social events/
gatherings;
c) Freedom/choice - e.g., references to freedom, choice, ownership, power, defying norms, creating a new world order;
d) High social status - as reflected through ad elements such as an expensive setting.

Comparative 
claims

Elements that compare the advertised product to cigarettes (for IQOS: any comparison to cigarettes; for cigarettes, 
comparison to a different brand or previous version of the same brand).
These include:
a) Being of the same, similar or better taste - e.g., same known taste, true tobacco taste;
b) Claims of reduced smell, no smell or no bad smell - e.g., ‘less smell’, ‘no smell’, ‘smell-free’.
IQOS-specific claims include:
a) No ash;
b) No combustion - e.g., words such as ‘no fire’, ‘no combustion’, or ‘heat-not-burn’;
c) No smoke - e.g., ‘no smoke’, ‘less smoke’ or shows IQOS use without producing smoke);
d) IQOS being an alternative to smoking;
e) IQOS being as satisfying as cigarettes;
f) Claims of reduced harm - e.g., IQOS/HEETS containing less harmful or potentially harmful chemicals.
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Table 3.

PMI IQOS and cigarette unique ad characteristics, Israel, 12/2016–08/2020

Variables IQOS ads
N=125
N (%)

Cigarette ads
N=71
N (%)

p-value

Regulatory period* .05

 1 7 (5.4) 0 (0.00)

 2 77 (59.2) 49 (67.1)

 3 29 (22.3) 20 (27.4)

 4 17 (l3.l) 4 (5.5)

Target population* .02

 General population 111 (83.5) 52 (72.2)

 Arab 4 (3.0) 8 (11.1)

 Russian 9 (6.8) 10 (13.9)

 Ultra-orthodox 9 (6.8) 2 (2.8)

Setting <.001

 Indoors 33 (26.4) 1 (14)

 Outdoor 19 (15.2) 10 (14.1)

 Colored/ambiguous background 73 (58.4) 60 (84.5)

Product presentation:

Packaging # 58 (52.3) 68 (97.1) <.001

Flavor/sub-brand indicated # 108 (97.3) 69 (98.6) 1.00†

Product is lit ¥ 104 (93.7) 0 (0.0) <.001

Information included within the ad:

Age and user restrictions 117 (93.6) 12 (16.9) <.001

Retail accessibility 70 (56.0) 0 (0.0) <.001

Additional details cue 119 (95.2) 24 (33.8) <.001

Price promotions 13 (10.4) 37 (52.1) <.001

Other promotions $ 11 (8.8) 6 (8.5) .93

PMI – Phillip Morris International

*
Ads could appear in more than one regulatory period and/or target more than one population group. See text for more data.

†
Pischer’s exact test.

#
Proportion is calculated from ads that presented HEETS (N=111) or cigarettes (N=70).

¥
Proportion is calculated from ads that presented the IQOS device (N=110) or cigarettes (N=70).

$
Other promotions in cigarette ads included a competition, invitation to an event or a call to join a membership club, and in IQOS ads also included 

an event or the ability to try the product for free.
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Table 4.

PMI IQOS and Cigarette unique ad themes, Israel, 12/2016–08/2020

Variables IQOS ads
N=125
N (%)

Cigarette ads
N=71
N (%)

p-value

Product features:

 Quality 13 (10.4) 36 (50.7) <.001

 Popular product 13 (10.4) 6 (8.5) .66

 Stylish 9 (7.2) 5 (7.0) .97

 Easy to use 9 (7.2) 0 (0.0) .028†

 Technology 107 (85.6) 20 (28.2) <.001

 Innovation 9 (7.2) 2 (2.8) .333†

Reference to legislation/policy 7 (5.6) 7 (9.9) .27

Social norms and related factors:

 Presence of everyday items 32 (25.6) 4 (5.6) <.001

 Socializing with non-smokers 11 (8.8) 0 (0.00) .008†

 Freedom/choice 26 (20.8) 19 (26.8) .34

 High social status 13 (10.4) 11 (15.5) .30

 Special occasion/event 13 (10.4) 8 (11.3) .85

Comparative claims: 108 (86.4) 39 (54.9) <.001

 Same/similar/better taste 12 (11.1) 20 (51.3) <.001

 No or less smell/no bad smell 44 (40.7) 26 (66.6) .84

IQOS-specific comparative claims

 No ash 41 (37.9)

 No combustion 67 (62.0)

 No smoke 61 (56.5) N/A

 Alternative to smoking 29 (26.8)

 As satisfying 32 (29.6)

 No or reduced harm/risk 5 (4.6)

PMI – Phillip Morris International

†
Fischer’s exact test.

N/A – Non-applicable.
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