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FIGURE 1. CONCEPTUAL MODEL FOR PACKAGING AND HEALTH
WARNING LABELS
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FIGURE 2. CONCEPTUAL MODEL FOR HEALTH EDUCATION CAMPAIGNS
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FIGURE 3. CONCEPTUAL MODEL FOR PRODUCT REGULATION
(ADDITIVES) AND PERFORMANCE STANDARDS
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FIGURE 4. CONCEPTUAL MODEL FOR MODIFIED RISK TOBACCO
PRODUCTS AND NEW TOBACCO PRODUCTS
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FIGURE 5. CONCEPTUAL MODEL FOR INDUSTRY ADVERTISING AND

PROMOTION
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FIGURE 6. CONCEPTUAL MODEL FOR CONTRABAND

Policy

Performance standard

A 4

-

Proximal variables
2a. Availability of illicit product
2b. Cost of obtaining contraband
2c. Attitudes toward regulation

3. Environmental Moderators
3a. Industry Capability

3b. Production Costs

3c. Potential for illicit
production/smuggling
3d. Enforcement of contraband
laws
3e. Price differential between
illicit and licit products
3f. Social norms/marketing

< 

y

A

4a. Brand switch

Distal Variables
4. Purchase behavior

4b. Purchase quantity
4d. Purchase location
4e. Tax avoidance

ing

-

5. Individual Moderators
5a. Income/SES
5b. Age
5¢. Gender
5d. Consumption of affected
product
5e. Dependence
5f. Retail market structure
5¢. Location
5h. Willingness to evade law
5¢. Consumer perceptions about
the quality of illicit products

A

6a. Cessation
6b. Initiation

Outcomes

6¢. Consumption

6. Behavior changde




