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The Tobacco Products Directive 2014/40/EU1 restricts advertising and promotion of 
electronic cigarettes and refill containers2, including ban of commercial communications in 
Information Society services, in the press and other printed publications, with the aim of 
direct or indirect effect of promoting these products. Nonetheless, advertising of these 
products raises concerns3, with young people being specially affected by online promotion4. 
Last year, in its report on the application of the Tobacco Products Directive5, the Commission 
underlined that the application of “Article 20(5) … continues to be challenging, especially in 
information society services and on social media where young people are particularly 
exposed/targeted”. The same report also emphasized that “it should be explored whether some 
provisions could be further developed or clarified, such as … use of nicotine-free liquids…”

In order to assess the effectiveness of the EU legislation in addressing today’s challenges 
regarding electronic cigarettes, among many other aspects, the Commission is currently 
running an overarching evaluation of the legislative framework for tobacco control, which 
includes the Tobacco Products Directive, the Tobacco Advertising Directive 2003/33/EC6 and 
other related tobacco control policies across the EU. This evaluation process, and any 
consequent next steps decided upon its findings, will be carried out in line with the Better 
Regulation principles.

1 https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex:32014L0040
2 Art.20(5).
3 Around four in ten (39%) 2020 Eurobarometer respondents have seen advertisements or promotions for e-
cigarettes, liquids or refill cartridges. Eurobarometer 506, Feb 2021, “Attitudes of Europeans towards tobacco 
and electronic cigarettes” https://europa.eu/eurobarometer/surveys/detail/2240
4 Among the youngest 2020 Eurobarometer respondents, those aged 15 to 17 were more likely to mention online
social networks or blogs (60% compared with 33% of those aged 18-24) and less likely to mention sales points 
(19% compared with 40%) or mobile phone applications (6% compared with 16%).
5 https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1621500846386&uri=COM%3A2021%3A249%3AFIN
6 https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32003L0033
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