
POINT-OF-SALE 
SCAVENGER  
HUNT  

Do you know what the tobacco industry has lurking in your community? Have 
you seen where it’s lurking? Every day we see tobacco ads and products in the 
same stores where we buy milk, snacks, and medicine. Have you seen enough  
of Big Tobacco in your community?



Smoking remains the leading cause of preventable death 
in the United States. Each year smoking causes more than 
443,000 early deaths, amounting to 5.5 million years of 
potential life lost.1,2  
 
The retail store, also known as the point of sale (POS), is 
the primary channel for tobacco industry marketing efforts, 
accounting for 89% of their total advertising, marketing 
and promotional budget.3 
 
Exposure to POS advertising and promotions prompts 
smoking initiation, encourages tobacco use, and 
undermines quit attempts.4,5 Youth are three times more 
sensitive than adults to tobacco adverstising.6 Tobacco 
marketing is also designed to target youth by using 
imagery that appeals to young children and adolescents.7 
Specifically, tobacco products are packaged to look similar 
to products that appeal to youth, such as candy; and 
products and advertisements are placed where they are 
highly visible to youth.5,7-8  
 
These tactics work: each day, almost 4,000 youth in the 
United States try their first cigarette and an additional 
1,000 youth under age 18 become new, daily smokers.9  
 
The purpose of this activity is 1) to raise awareness and 
inform youth about the marketing strategies tobacco 
companies use and how these strategies target kids to 
start smoking and 2) equip youth with strategies they can 
use to create change in their community to limit the deadly 
influence of the tobacco industry.

Why is this activity important?



INTRODUCTION

Taking Photos: 
• When taking photos, focus on telling a compelling story with your images.  
 
• Do not take photos of other people at the store
 
• �Only take photos if you feel comfortable. Sometimes the clerk might object; ask before you take any photos.  

A clerk might be okay with you doing the assessment, but not taking photos.  
 

If you are able to take photos at the stores you visit during The Campaign for Tobacco-Free Kids 10th Youth 
Advocacy Symposium Scavenger Hunt, pick your favorites and send them to info@CounterTobacco.org.

Remember it is important not only to collect the data, but also to have a plan about how you will use it. Later in the 
guide you will find some ideas—but be creative! Discuss with your group the most useful way to use the data and keep 
good records so you can use it again for multiple initiatives.
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When you get to a store:
• ��The Interior team should go inside the store and introduce themselves to the clerk. When you enter the store 

remember that this is a place of business. You do not want to disrupt the store or get in the way of any customers.   
It is important to introduce yourself to the clerk and let them know what you are doing. You can use the script below: 

 
“Hi. My name is ____________. The rest of my team and I are students and we are working on a project collecting 
information on the type of advertising that is found in stores and taking a few photos. We are visiting a few stores in 
the area collecting this type of information. Is it okay with you if we walk around your store? We will only be inside for a 
few minutes and won’t disrupt any of your customers.”
 
• �The Exterior team can wait outside until the clerk is spoken to—you shouldn’t all go into the store, since it can be 

overwhelming. If you are discrete you can begin the assessment, but don’t start walking around the property until you 
get the go ahead from the Interior Team.

 
Remember, if an employee asks you to leave, you should leave immediately. Be polite and courteous as you leave.

Find out what to look for at the stores 
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Does This Count as a 
“Special Price” Ad?

YES

Does This Count as a 
“Special Price” Ad?

YES



Are there ads on store doors or windows?.................................................................................................................................  

Are there ads on building walls?.....................................................................................................................................................  

Placement of Advertisements Here you are recording the location of advertisements outside the store. 
Check yes for all the locations where you see ads.

Park......................................................................................................  ½  block away     1 block away     More than 1 block away

½  block away     1 block away     More than 1 block away

Place of Worship.............................................................................  ½  block away     1 block away     More than 1 block away

Starbucks or other popular café / restaurant....................... ½  block away     1 block away     More than 1 block away

Other __________________________________________ ½  block away     1 block away     More than 1 block away

No

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

Are there any “special” price ads?.................................................................................................................................................  

Price Discounts Do you see any ads with price discounts? Check yes for the type of discounts advertised.

Are there any ads with a multi-pack discount?........................................................................................................................ 

NoYes

NoYes

Yes



NoYes

Are there any ads within 12” of candy?........................................................................................................................................  NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

NoYes

Are there any “special” price ads?.................................................................................................................................................  

Price Discounts Do you see any ads with price discounts? Check yes for the type of discounts advertised.

Are there any ads with a multi-pack discount?........................................................................................................................ 

NoYes

NoYes

NoYes

6 or less 4 or less 2 or less










