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5 PERCEPTIONS OF CIGARETTES 
 
5.1 Factors influencing choice 
 

Of the four factors questioned about, EU smokers believe that taste is the most 

influential factor with almost eight in ten (78%) claiming this influences their choice.  

Price ranks second (50%), followed by the levels of tar, nicotine and carbon 

monoxide (39%). The package is also an influential factor, with one in seven smokers 

(15%) claiming that it impacts their choice. 

 

Almost a quarter of EU smokers (22%) feel that taste is the only factor that 

influences their choice of cigarette and nothing else.  Whilst only 6% of smokers 

feel that price is the only factor that influences them and even fewer (2%) feel that the 

tar, nicotine and carbon monoxide levels are the only factor.  No one claims to be 

influenced by the package alone.  Conversely, the cigarette choice for 7% of smokers 

is influenced by all four of the factors listed. 

 

5.2 Harmful effects 
 
One in six (17%) EU citizens wrongly believe that some cigarettes are less 

harmful than others.  A small proportion (6%) does not know whether there is a 

difference between cigarettes and so feel unable to say whether they are equally 

harmful or not.  Slightly over three quarters (77%) of EU citizens believe that all 

cigarettes are equally harmful.   

 

Of the features listed, the tar or nicotine levels on cigarette packs are 

believed to be the most indicative of harm, by about a third of EU citizens.  Terms 

in the brand name, the taste and the colour of cigarette packs are each seen as equally 

differentiating features of harm, by one in ten respondents.   

 
 

6 TOBACCO PROMOTION AND PURCHASING 
 

6.1 Awareness of tobacco advertising or promotion 
 

On average, almost half of EU citizens (45%) claim to have seen tobacco 

advertising or promotion in the last six months, despite the EU ban on cross-

border advertising.  Two in ten (18%) have seen tobacco advertising or promotion 

from time to time and almost the same percentage of the respondents (19%) have 
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seen it rarely.  Less than one in ten (8%) respondents claims that they have seen 

tobacco advertising or promotion often. 

 
6.2 Tobacco purchasing 
 

Among European smokers, self-service sales and vending machines are the most 

frequently used of the special tobacco purchasing methods listed, with 39% 

and 36% respectively using these methods.  Purchasing tobacco in another country is 

slightly less common, with 27% buying tobacco this way.  5% reported to have 

purchased tobacco via the Internet. 

 
6.3 Attitudes to tobacco-control policies 
 

On the whole, most citizens are in favour of the various tobacco-control 

policies listed and the majority are in favour of each of the proposals outlined. 

 

The policy that received the most positive response is that of putting picture health 

warnings on all packages of tobacco products.  Three quarters (75%) of all EU 

citizens are in favour of this policy. 

 

Two thirds of EU citizens (67%) are in favour of introducing a fee on 

manufacturers to cover the health costs of tobacco use.  EU citizens are also 

supportive of increasing taxes on tobacco products, with 56% in favour of this 

proposal. 

 

Almost two thirds of EU citizens are in favour of banning the advertising of tobacco 

products at point of sale/in shops (63%), and more than half of citizens (55%) are 

also in favour of keeping the actual products out of sight in store/at point of 

sale. 

 

EU citizens are in favour of banning sales through the Internet and through 

vending machines, 60% versus 52% respectively.   

 

Banning flavours that make tobacco products more attractive achieves support 

from six out of ten EU citizens (61%). 

 

Slightly over half of EU citizens (54%) are in favour of banning colours, logos and 

promotional elements from tobacco packages. 



 



 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

ANNEXES 
 
 
 



 



 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

TECHNICAL SPECIFICATIONS 
 
 
 



 



 

  
 
 
 
 

 
 
 

SPECIAL EUROBAROMETER N°332  
“Tobacco”  

TECHNICAL SPECIFICATIONS 
 

Between the 2nd and the 19th of October 2009, TNS Opinion & Social, a consortium created between TNS plc and TNS opinion, carried out wave 72.3 of 
the EUROBAROMETER, on request of the EUROPEAN COMMISSION, Directorate-General for Communication, “Research and Speechwriting”. 
 
The SPECIAL EUROBAROMETER N°332 is part of wave 72.3 and covers the population of the respective nationalities of the European Union Member 
States, resident in each of the Member States and aged 15 years and over. The EUROBAROMETER 72.3 has also been conducted in the three candidate 
countries (Croatia, Turkey and the Former Yugoslav Republic of Macedonia) and in the Turkish Cypriot Community. In these countries, the survey 
covers the national population of citizens and the population of citizens of all the European Union Member States that are residents in these countries 
and have a sufficient command of the national languages to answer the questionnaire. The basic sample design applied in all states is a multi-stage, 
random (probability) one. In each country, a number of sampling points was drawn with probability proportional to population size (for a total coverage 
of the country) and to population density. 
 
In order to do so, the sampling points were drawn systematically from each of the "administrative regional units", after stratification by individual unit 
and type of area. They thus represent the whole territory of the countries surveyed according to the EUROSTAT NUTS II (or equivalent) and according 
to the distribution of the resident population of the respective nationalities in terms of metropolitan, urban and rural areas. In each of the selected 
sampling points, a starting address was drawn, at random. Further addresses (every Nth address) were selected by standard "random route" 
procedures, from the initial address. In each household, the respondent was drawn, at random (following the "closest birthday rule"). All interviews 
were conducted face-to-face in people's homes and in the appropriate national language. As far as the data capture is concerned, CAPI (Computer 
Assisted Personal Interview) was used in those countries where this technique was available. 



 

 
 
 

COUNTRIES INSTITUTES 
N°  

INTERVIEWS 
FIELDWORK 

DATES 
POPULATION 

15+ 
ABBREVIATIONS 

BE Belgium TNS Dimarso 1.001 02/10/2009 18/10/2009 8.866.411 
BG Bulgaria TNS BBSS 1.000 02/10/2009 12/10/2009 6.584.957 
CZ Czech Rep. TNS Aisa 1.066 02/10/2009 15/10/2009 8.987.535 
DK Denmark TNS Gallup DK 1.040 02/10/2009 18/10/2009 4.503.365 
DE Germany TNS Infratest 1.550 02/10/2009 18/10/2009 64.545.601 
EE Estonia Emor 1.011 02/10/2009 18/10/2009 916.000 
IE Ireland TNS MRBI 1.008 02/10/2009 18/10/2009 3.375.399 
EL Greece TNS ICAP 1.000 03/10/2009 19/10/2009 8.693.566 
ES Spain TNS Demoscopia 1.003 02/10/2009 18/10/2009 39.059.211 
FR France TNS Sofres 1.000 02/10/2009 18/10/2009 47.620.942 
IT Italy TNS Infratest 1.032 02/10/2009 17/10/2009 51.252.247 
CY Rep. of Cyprus Synovate 503 02/10/2009 17/10/2009 651.400 

CY(tcc) Turkish Cypriot Comm. KADEM 500 02/10/2009 16/10/2009 143.226 
LV Latvia TNS Latvia 1.018 03/10/2009 18/10/2009 1.448.719 
LT Lithuania TNS Gallup Lithuania 1.026 02/10/2009 16/10/2009 2.849.359 
LU Luxembourg TNS ILReS 513 05/10/2009 16/10/2009 404.907 
HU Hungary TNS Hungary 1.044 02/10/2009 18/10/2009 8.320.614 
MT Malta MISCO 500 02/10/2009 17/10/2009 335.476 
NL Netherlands TNS NIPO 1.007 02/10/2009 18/10/2009 13.288.200 
AT Austria Österreichisches Gallup-Institut 1.005 02/10/2009 16/10/2009 6.973.277 
PL Poland TNS OBOP 1.000 03/10/2009 19/10/2009 32.306.436 
PT Portugal TNS EUROTESTE 1.031 02/10/2009 18/10/2009 8.080.915 
RO Romania TNS CSOP 1.010 02/10/2009 15/10/2009 18.246.731 
SI Slovenia RM PLUS 1.031 02/10/2009 19/10/2009 1.748.308 
SK Slovakia TNS AISA SK 1.006 02/10/2009 18/10/2009 4.549.954 
FI Finland TNS Gallup Oy 1.017 02/10/2009 19/10/2009 4.412.321 
SE Sweden TNS GALLUP 1.012 02/10/2009 19/10/2009 7.723.931 
UK United Kingdom TNS UK 1.354 02/10/2009 18/10/2009 51.081.866 
HR Croatia Puls 1.000 02/10/2009 18/10/2009 3.749.400 
TR Turkey TNS PIAR 1.004 02/10/2009 18/10/2009 52.728.513 
MK Former Yugoslav Rep. of Macedonia TNS Brima 1.000 02/10/2009 12/10/2009 1.678.404 

TOTAL   30.292 02/10/2009 19/10/2009 465.127.191 



 

 
 
 
 
 
 
 
 
For each country a comparison between the sample and the universe was carried out. The Universe description was derived from Eurostat population 
data or from national statistics offices. For all countries surveyed, a national weighting procedure, using marginal and intercellular weighting, was 
carried out based on this Universe description. In all countries, gender, age, region and size of locality were introduced in the iteration procedure. For 
international weighting (i.e. EU averages), TNS Opinion & Social applies the official population figures as provided by EUROSTAT or national statistic 
offices. The total population figures for input in this post-weighting procedure are listed above. 
 
Readers are reminded that survey results are estimations, the accuracy of which, everything being equal, rests upon the sample size and upon the 
observed percentage.  With samples of about 1,000 interviews, the real percentages vary within the following confidence limits: 

 
 

Observed percentages 10% or 90% 20% or 80% 30% or 70% 40% or 60% 50% 

Confidence limits ± 1.9 points ± 2.5 points ± 2.7 points ± 3.0 points ± 3.1 points 
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