
The Tobacco Companies still market nicotine addiction 

directly to your children!  Do you know why? 

• Over 400,000 loyal customers of the 

tobacco industry  die prematurely 

each year from a smoking related 

illness.  On average, those smokers 

die 15 years earlier than if they had 

never smoked. 

• At this rate, you would think that the 

tobacco companies would eventually 

run out of  customers!       Unfortu-

nately, Big Tobacco is able  to re-

place those lost  customers by entic-

ing over one million new children and 

teenagers between the ages of 12 

and 17 to try their addictive products. 

• In all, 85% of all new smokers start 

before the age of 18.  The remaining 

15% generally start  in college.  Older 

adults rarely pick up the habit.  The 

tobacco industry knows this.  They 

realized long ago that there is no 

point in advertising to adults.  De-

spite what they say in public, every 

new marketing tactic that they use is 

designed to encourage children and 

teens to start using tobacco. 

 

In order to stop this trend, it is      

important that we provide our        

children with the information that 

the tobacco companies are unwilling 

to share in their advertising…       

that  tobacco  is the leading cause   

of  preventable, early death. 
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Store Alert! 
How Big Tobacco 

Targets Your Children  

Using Advertisements, 

Reduced Pricing, and  

Free Gifts in Your 

Local Stores. 

You Can Make a Difference! 

There are many ways that you can show the tobacco 

industry that you are tired of them preying on our   

children.  For example: 

• Discuss deceitful marketing tactics with your 

children. 

• Propose and support local ordinances in your 

community that limit the visibility of tobacco 

products in stores, and limit areas where smok-

ers can expose your children to harmful second-

hand smoke. 

• Write your state and national legislators to sup-

port further restrictions on tobacco advertising, 

further expansion of smoking restrictions in pub-

lic, and regulation of flavored tobacco products 

that target children. 

 

For additional information, contact the 

Quit Doc Research and Education Foun-

dation (866-355-QUIT, www.qdref.org) , 

or the Health Access and Tobacco Divi-

sion of the Florida Department of Health 

(850-245-4144) 
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tied to the purchase of cigarettes. Gifts such as lighters, 
calculators, or cameras are often accompanied by ad 
splashy campaigns.  
 
 

WHAT  DOE S  THI S  ME AN  FOR  

YOU R  LOC A L  STORE S ?  

    
Consider this: Consider this: Consider this: Consider this:     
    
FACT: FACT: FACT: FACT: Store owners who cooperate with cigarette com-
panies can receive payments of up to $3,000 per quar-
ter. 
    
FACT: FACT: FACT: FACT: Nearly two-thirds of stores that sell tobacco prod-

ucts participate in industry marketing programs 
with one or more cigarette companies. 

    
FACT: FACT: FACT: FACT: 92% of retail stores have at least 
one tobacco branded marketing item, 
such as an ad or display.  
    
FACT: FACT: FACT: FACT: The typical retail store has 
more than 12 tobacco promotional 
items on display.  

    
FACT: FACT: FACT: FACT: Studies from the Point of Pur-

chase Institute show that point of sale 
advertising (advertising located where the 

consumer buys the product, i.e. in the store) 
can boost tobacco sales anywhere from 12% - 28%. 

 
 

HOW  DOE S  THI S  IMPACT  

YOU R  COMMUN I T Y ?  

    
Consider this: Consider this: Consider this: Consider this:     
    
FACT: FACT: FACT: FACT: Kids consume over 900 million packs 
of cigarettes per year.      
    
FACT: FACT: FACT: FACT: Each day 4,000 kids try their first ciga-
rette, and each day, 2,000 more kids will be-
come hooked.     
    
FACT: FACT: FACT: FACT: Of the approximately 750,000 kids who 
will become new regular, daily smokers this year, 
almost a third will die from tobacco use.    

billion - directly impacts retail outlets.  

    
What does that money buy? What does that money buy? What does that money buy? What does that money buy?     
    
Product displaysProduct displaysProduct displaysProduct displays.  .  .  .  Tobacco  companies  make  pay-
ments to store owners so the company can put its prod-
ucts in the most visible locations in the store. Many 
companies use this marketing strategy, but store own-
ers receive more money from the tobacco industry than 
any other industry. In exchange for these payments, 
tobacco companies dictate the selection of products 
and branded items that are available in the stores and 
their placement within the store.  
 
Reduced pricesReduced pricesReduced pricesReduced prices. . . . Cigarette companies reduce the cost 
of cigarettes to the store owners so they can lower 
prices for the customer. In order to offer the 
sale, the store must use special displays 
and signage provided by the cigarette 
company.  
 
Another way stores can get re-
duced prices from cigarette com-
panies is based on volume dis-
counts. If a store meets a sales 
goal, they are allowed to purchase 
cigarettes from the company at a 
reduced price. This savings may not 
always be passed on to the con-
sumer. Often, stores must also agree to 
accept certain company marketing tools 
(such as ads and displays) in order to receive volume 

discounts.  
 

Signs, ads and other items. Signs, ads and other items. Signs, ads and other items. Signs, ads and other items. Cigarette com-
panies provide stores with branded signs 
and advertisements to place inside and 
outside the store. They supply cigarette 
shelving units, branded display racks 
and other clever advertising tools, called 
functional objects. These are items such 

as clocks, door signs, change mats and 
trash cans with a tobacco company name 

or logo. Functional objects are subtle but ef-
fective- customers receive a branded marketing 

message each time they see or use them.  
    
Free gifts for the customerFree gifts for the customerFree gifts for the customerFree gifts for the customer.  The  tobacco Industry 
spends a lot of money giving away small gifts that are 

THE  B I G  P I C T URE :    

THE  REA L  CO S T  OF  TO BA CCO  

 
Smoking is the number one preventable cause of 
death in the United States. 
Every year, over 400,000 
people die from smok-
ing cigarettes. If 
current trends 
continue, over 
6,000,000 chil-
dren alive today 
will die as a 
result of ciga-
rette smoking. 
 
Smoking does 
not just affect 
the people who 
use cigarettes. 
More than 40,000 
people die each year as 
a result of other people’s 
smoke (secondhand smoke). 
 
Smoking costs American taxpayers over $55 billion 
dollars a year in government health care costs. Pri-
vate health care costs are an additional $20 billion 
dollars per year.  
 
The top six cigarette companies spend over 11 billion 
dollars per year on to hook new smokers and 
keep others from quitting. These com-
panies spend most of their mar-
keting money on ads and pro-
motions in retail stores – the 
convenience stores, gas sta-
tions and pharmacies in your 
neighborhood3. What is the 
tobacco industry doing in 
your corner store and how did 
it get there?  
 
 

TOB A C C O  P R E SE NC E                   

I N  R E TA I L  STORE S  
    
FACT: FACT: FACT: FACT: Cigarette companies spend over $11 billion a 
year to market their products. 85% of that total - $9.5 

    
FACT: FACT: FACT: FACT: Kids 
are three 
times 
more 
sensi-
tive than 
adults to 
tobacco 
advertis-
ing.     
    
FACT: FACT: FACT: FACT: Kids are 
more influenced to smoke by tobacco advertising 
than by peer pressure.     
    
FACT: FACT: FACT: FACT: 75% of all teens visit a convenience store at 
least once a week, and more than 60% of all 7th grad-
ers recall seeing cigarette advertising in stores.    
    
FACT: FACT: FACT: FACT: 16.8% of tobacco retail outlets have tobacco 
products displayed at or below three feet high (a 
young child's eye level) and 18.8% of stores have 
tobacco ads at or below three feet.  
 

 

WHAT  C AN  BE  DONE ?  

 
You can help rid retail stores of tobacco clutter. The 
first step is to use the Store Alert Report Card in your 
local stores. The next step is to use the results from 
your Store Alert Report cards to call for action! Share 

your Store Alert results with your 
neighbors, your schools, your media, 

your city council, and others who 
want to limit our exposure to retail 
tobacco.  
 
Don’t forget your local stores. 
Ask owners and managers to 
keep all cigarettes behind the 
counter, reduce the amount of 
advertising that children can 
see from the street and the 
parking lot and restrict the 

placement of interior ads to the 
area behind the counter. Support 

stores that are doing a good job of 
limited tobacco marketing.  


