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Why Convenience Store 
Report 

• Convenience stores killing us on policy change 
efforts (e.g. tax) 

• Show their role in  marketing and selling to kids 

• Demonstrate need for policy change 

• Associate them with tobacco companies as 
face of opposition to taxes and other tobacco 
control strategies 

• Make it uncomfortable to do their bidding 
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“Today’s teen-ager is 

tomorrow’s potential regular 

customer and the overwhelming 

majority of smokers first begin to 

smoke while in their teens.” 

“We chose to focus on teens 

because of their strategic 

position as the next generation 

of shoppers. If the convenience 

industry can connect with them now, 

we will be laying a foundation for 

building lifelong loyalty.” 

What the Tobacco 
Industry Says: 

What the Convenience 
Store Industry Says: 

The Unholy Alliance 
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Report Outline 

I. Importance of the Retail Environment 

II. Ubiquity of POS marketing and stores 

III. Stores work with tobacco companies to market 
and sell tobacco products 

IV. Impact of POS marketing on kids 

V. How tobacco companies and stores work 
together to oppose policies 

VI. Tobacco control policies don’t hurt stores 

VII. Policy Solutions 
– Tobacco tax increases are a Win-Win-Win 

– POS policies 4 
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Importance of the  
Retail  Environment 

• More than half of all cigarettes sold in the U.S. 
are sold at convenience stores 

• 66.2% of teens visit convenience stores at 
least once per week 

• Allows control of placement, promotion, and 
price 

• Natural political constituency 
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Ubiquity of Tobacco Promotions 
in Convenience Stores 

• 85% of tobacco industry’s total marketing and 
promotional expenditures spent at point of sale 

• Average store features 15-25 tobacco product ads 

• “Powerwalls” to make tobacco products more 
visible, more attractive, more alluring 

• Disproportionate amount of advertising in low-
income, minority communities 

• Higher tobacco-selling retailer density near 
schools in minority or lower-income communities 
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Photos courtesy of Association for Nonsmokers-MN, CounterTobacco.org, TFK 
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Impact of Point of Sale 
Marketing 

• Promotion and Placement 

– Normalize tobacco 

– Make it appealing 

 

• Pricing – Make it cheap 

 

• Evidence that it works 

8 



Campaign for Tobacco-Free Kids                            www.tobaccofreekids.org 

How Tobacco Companies 
Control Stores 

• Contracts for  

– Promotion 

– Placement 

– Price 

 

• Take over the retail environment 
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Opposing Policy Change 

• Directed by Tobacco Companies 

• Help activate smokers 

• Lobby themselves 

• Work with other stooges – ATR 
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RJR’s NoCigTax.com 

Altria’s TobaccoIssues.com 

Citizens for Tobacco Rights, from PM USA, 
John Middleton, U.S. Smokeless Tobacco 
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Cigarette-purchase receipt at a Kroger grocery store 
Georgia, 2010 

Galloway, J, “An anti-tax ad with every pack of cigarettes,” The Atlanta Journal-Constitution Political Insider blog, March 16, 
2010, http://blogs.ajc.com/political-insider-jim-galloway/2010/03/16/an-anti-tax-ad-with-every-pack-of-cigarettes/.  
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RJR flyer in Maryland 
convenience stores 
March 2011 
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Policy Solutions:  Tobacco Tax 
Increases are a Win-Win-Win 

• Win #1:  Health Win 

– Price increases reduce use, save lives 

• Win #2:  Budget Win 

– New revenue is generated 

– Health care costs saved 

• Win #3:  Political Win 

– Polls show voters support large tax increases 

– Voters support legislators who vote for tobacco 
tax increases 
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For more information, visit www.tobaccofreekids.org/what_we_do/state_local/taxes/ 

http://www.tobaccofreekids.org/what_we_do/state_local/taxes/
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Policy Solutions:  POS 

• Licensing and Zoning 

• Restricting POS Marketing, Advertising, and 
Promotions 

• POS Health Warnings 

• Raising Tobacco Prices through Non-Tax 
Approaches (e.g., min price, limiting discounts) 

• Restricting Product Placement 
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For more information, visit www.CounterTobacco.org or the Tobacco Control Legal 

Consortium, http://publichealthlawcenter.org/programs/tobacco-control-legal-

consortium 
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Report Release Logistics 

• Planned release:  Late February 

• Copies will be available on website; no printed 
copies being made 

 

• Will give heads up when date is certain and 
send embargoed materials prior to release 
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TFK Resources for Report 
Release 

• Template press release for states 

• Sample letters to the editor  

• Sample op-ed 

• Sample print ads/flyers 
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Available in Online Toolkit – link will be provided 
closer to release date 
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How to Use the Report 

• Any policy campaign where the industry is 
involved 

• Any policy campaign where retailers are 
involved 

• Tie into your own events/data like Operation 
Storefront, Kick Butts Day events, etc. to show 
how this happens in your community 
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Questions? 

Danny McGoldrick 

Campaign for Tobacco-Free Kids 

dmcgoldrick@tobaccofreekids.org 

20 

mailto:dmcgoldrick@tobaccofreekids.org

