What’s in Store for Our Kids
The excerpts below demonstrate the negative impact tobacco company in-store
marketing has on our youth, and our communities.

Tobacco companies spend a massive amount of money marketing their products
in stores. This includes payments to licensed tobacco retailers to put their
products in the most visible locations in the store1. As a result, New York state
residents, including young people 18 and under, are exposed to a substantial
amount of tobacco advertising.

•

In 2006, tobacco companies spent $12.5 billion nationally on advertising,
promotions, and price discounts for wholesalers and retailers.2

•

In New York State, the tobacco industry spends approximately $1.1 million per
day to market its products.3

•

Almost every licensed tobacco retailer displays tobacco product advertising, with
an average of 18 ads per store.4

•

Tobacco companies place most of their advertising where young people shop-- in
convenience stores, where 75% of teenagers shop at least once a week.5
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Tobacco industry marketing targets young people 18 and under, who are
especially vulnerable to tobacco advertising.

•

The U.S. Federal Court of Appeals concluded – beyond any reasonable doubt that the tobacco industry created highly sophisticated marketing campaigns to
get young people to become smokers.6

•

Young people are almost twice as likely as adults to recall tobacco advertising.7

•

Tobacco advertising targets the psychological needs of adolescents, such as
popularity, peer acceptance and positive self-image.8

•

Studies show that exposure to cigarette advertising causes nonsmoking
adolescents to initiate smoking and to move toward regular smoking.2

•

Studies show that even brief exposure to tobacco advertising influences
adolescents’ intentions to smoke. 2

•

Young people are more likely to be influenced by cigarette advertising than by
peer pressure.9

•

Tobacco product advertising and display in stores gives youth the impression
that tobacco products are easily accessible.10
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Tobacco products are readily available to young people 18 and under in
communities across New York State, and the number of licensed tobacco
retailers in a community or neighborhood affects youth smoking behaviors and
access to tobacco products.

•

Phrased another way: The more licensed tobacco retailers there are, the greater
the access for young people, and the more likely they are to obtain and use
tobacco products.

•

There is one licensed tobacco retailer for every 194 children in NYS.11

•

In 2008, one-in-twelve New York tobacco retailers was caught selling tobacco
products to minors during annual compliance checks.12

•

Despite record levels of compliance with laws restricting tobacco sales to minors,
1-in-5 high school smokers usually obtain their cigarettes by purchasing them in
retail stores.13

•

Greater concentration of tobacco retailers is associated with illegal cigarette
purchases by young people14 and higher rates of youth smoking prevalence.15

•

Reducing retail tobacco outlet density is a viable policy for preventing youth
smoking.16
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