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Setting the stage

J What does the retail environment look like in the United States and why?
J Why does the retail environment matters?
J What are the key policy levers for reducing the it’s influence on commercial tobacco use?
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What is the retail environment or “point of sale”
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Reasons why the point of sale matters
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Industry marketing
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Tobacco industry marketing 2022 expenditures in the
USA

S8.3 Billion 97.8% 88.3%

Spent in 2022 on cigarettes Spent in 2022 on cigarette Spent in 2022 on smokeless
and smokeless tobacco marketing at the point of sale tobacco marketing at the
marketing at the point of sale point of sale

@ 9

4{:}- Counter Tools Federal Trade Commission Smokeless Tobacco Report and Cigarette Report for 2022. Washington, D.C. 2023




What are they spending on?

4 N

$8.2 Billion /yr

Price discounts and
promotional allowances paid
to retailers

| Al i l'\H ‘H'

SPECIAL PRICE ==
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$51.4 Million /yr

Point-of-sale advertisements:
signs, displays, shelving units,
functional items

o $450 =
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Coupons

Federal Trade Commission Cigarette and Smokeless Tobacco for 2022



Tobacco retailer contracts

Tobacco companies dictate through contracts with retailers:

- Placement: "Plan-O-Grams” dictate how and where
tobacco products must be displayed

. Pricing: Dictate pricing and discounts offered

- Product: Requirements for product inventory (eg. 50%
share of menthol.

- Promotion: Require retailers to display tobacco
advertisements

A
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Tobacco industry contract excerpts demonstrating the 4Ps of tobacco retail marketing:

Placement, [l Promotion,

Price, and [ Product

PHILIP MORRIS USA INC.

2015 RETAIL LEADERS PROGRAM AGREEMENT
(Fixture Plan)

2015 Retail Leaders Program Form of Plan-0-Gram

Retater e

Retailer
understands and agrees that certain requirements are illustrated in this
Plan-O-Gram. Retailer is solely responsible for full compliance with the
terms and conditions of this Agreement, including this Plan-0-Gram.

et 5 e

romo(lon
PHILIP MORRIS USA INC.

2015 RETAIL LEADERS PROGRAM AGREEMENT
(Fixture Plan)

Choice Level and Premium Level Requirements

8y choosing he Pre Level with respect to
o o s Shores et Aqven that such Stores will comply with the merchandising,
signage, and 25 sot forth below.

Retailer may not participate in a Display Plan with respect to a Store that i eligible to
participate in a Fixture Plan.

1. Merchandising Requirements.
torms s condions ofthe Aggeement il contcl, A Geners!Recquirements
J of: 1) All cigarette and d sales i
s 5 : ¥
A e o s akid AR o » 2) All PM USA cigarettes in a Store must be merchandised
pertadin ply ppeas such that they are clearly visible and proximate to adult tobacco
Store’s AGOX management account umber=__%or consumers.
+ PMUSAS share for a period by FMUSA, of os pace designated packs i a PM USA Display
rogrted in STARS) by sl AGOX GOC sales tevrcey must packs. )
crithe aChin by AGOC ‘ which (4) Each PM USA Display must visibly merchandise at least six
any Store Sores AGC slocitad %,

PCMA Fixture Layout

contiguous front facings of PM USA cigarette packs.
may there be more igaratte

Signs in any Store.

B. Choice Level Requirements. Each Store must (a) display at
least one PM USA Interior Cigarette Sign or (b) merchandise PM USA
Cigarettes on at least one PM USA Display.

C. Premium Level Requirements. Each Store must (a) display at
least one PM USA Interior Cigarette Sign and (b) merchandise PM USA
Cigarettes on at least one PM USA Display or one Industry Display.

RAI TRADE MARKETING SERVICES COMPANY (“RAITMS")
RETAIL PARTNERS MARKETING PLAN CONTRACT
2017 MENTHOL OUTLET PLAN — AMENDED 04/02/2018
Consumer Pricing Fairness Program (Applicable to all Contracts)
« Retailer must comply with all provisions of the Consumer Pricing Faimess Program ("CPF
Program’)
+ Retailer will maintain prominent and accurate pricing communication

+ Retailer will ensure that the pe ge notgr

prices.
+ Retailer iill and icate prices on all
i (off-invoice and/or retail di and/or i
promoted brand styles.

« The ability to advertise price for the Products will be no less than

RAI TRADE MARKETING SERVICES COMPANY (“RAITMS")

RETAIL PARTNERS MARKETING PLAN CONTRACT
2017 MENTHOL OUTLET PLAN ~ AMENDED 04/02/2018

Base Requirements (Applicable to all Contracts)

« Outlet or account average Cartons Par Woek {CPW) of the Products must be § CPW or greater.
in the states of New Jersey and New York, the CPW of the Products must be 2 CPW or greater.

« Outlet must have amenthol share of market of 50% or greater.

« The Products, and d Products, highly
visible, pamary line of slaht position, and must o<cupy the #1 position as defined by RAITMS.
I Philip Morfis USA (PM USA) has a Retail Leaders Program in the outiet, RAITMS may oceupy
the #2 position as defined by RAITMS.

+ Retailer will carry and maintain ongoing availability of brands and
styles of the Products in all price tiers as requested by RAITMS.

+ Retailer will accept product force outs for new brand introductions
and/or promotions.

roTS " . Ret and off of.
: pantyvynh other tobacco companies. e ¢ M'am’_wk etk
b quantity of brand st Il price i te 10 satisfy I
« RAITMS may offer price reductions or promotions to meet reductions General il Contracts)
or promotions made by competitors. [...] K pr for needs both on and off the
+ Retailer shall price all RAITMS tobacco products iti with [ Y B umms total contracted sp t be sufficient in size to
other tobacco products. than 15 " yles of the Products.

Retailer must pass through to purchasers no less than the full
amount of all RAITMS discounting (whether provided by RAITMS
through monthly or pulse i eerg

« Retailer will provide sufﬁ:nent space to allow a minimum of one
tagged merchandising slot for each brand style of the Products as
d by RAITMS.,

o outiet-by-
e, vl by-viisn Bas.

+ Retailer will maintain an adequate inventory of required brand
styles and will accept new items as requested by RAITMS.

Reimold AE, Lee JGL, Ribisl KM. Tobacco company agreements with tobacco retailers for price discounts and prime
placement of products and advertising: a scoping review. Tobacco Control Published Online First: 24 January 2022.




Cheap and visible

Cigarette Prices and Cigarette Sales, United States, 1970-2018
- §7.00

[ Price |

29000 L $E.5U

27000 4 r $6.00
25000 - + $5.50
- $5.00
- §4.50
- §4.00

- $3.50

23000 1
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Sales (million packs)
Price par Pack (2018 Dollars)
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Source: Calculations by Chaloupka, FJ, and Tobacconomics, using data from Tax Burden on Tobacco.

Ay c ter Tool Campaign for Tobacco Free Kids “Raising Cigarette Taxes Reduces Smoking, Especially Among Kids
Iyt Lounter 1ools (And the Cigarette Companies Know it)” January 2025; Robertson, et. al. Point-of-sale tobacco
promotion and youth smoking: a meta-analysis. Tobacco Control, 2016



Across 30 U.S.
cities there are:

31X

more tobacco
retailers than

There are over 375,000+ retailers across the United States

wA
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of schools in 30 cities are within
1,000 ft of a tobacco retailer

9

-
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percent

Tobacco retailer proximity to schools
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Tobacco retailer density is not evenly spread across the US

J Tobacco retailer density higher in neighborhoods with a higher percentage of:
- Households with low income
- Vacant housing units
- Black residents
- Hispanic residents
- Asian residents
- Same-sex households

‘A . . -
*'.‘."‘ Counter Tools Mills et al. (2002), Nicotine & Tobacco Research; Kong et al (2024), Tobacco Control



Tobacco retailer density as a driver of disparity

More tobacco retailers in a community

More tobacco marketing in that community V
a N
People who live in that community see more tobacco ads and product displays v
behind counters
. I
a4 )

N

Exposure to that marketing makes it more likely that young people in that
community will find harmful tobacco products attractive and makes it harder for
people to quit

. J

D‘ . . . . . . o, .
‘1‘."" Counter Tools FrameWorks Institute. Justice in the Air: Framing Tobacco-Related Health Disparities, 2020



Reducing access and exposure

Tobacco Control Toolbox

Foundational Approaches

00086

Tobacco Smokefree  Hard-hitting Cessation
Price Policies Media Access
Increases Campaigns

Complementary Retail Strategies

21000

Product Pricing & Advertising  Age of Sale Retail
Availability Promotion Licensure

& To be effective, these strategies must each be carried out in a way that improves health equity.

*'::."‘ Counter Tools Retail Strategies to Promote Health Equity, CDC, 2022; adapted from Kong & King, 2021 and King & Graffunder, 2018



Raising the age of sale: Tobacco 21

- 95% of people of smoke started before age 21
- Raising the age of sale will reduce youth initiation
. The federal age of sale was raised to 21 in 2019
but...
- 7 states have not raised the age to match the
federal age, limiting enforcement
- Many existing statewide age of sale laws have
weak enforcement provisions
- Some state and local laws focus on purchase,
use, and/or possession rather than sales

Tobacco 21: The Law of the Land
mmmu 'A“u'"n
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The Preventing Tobacco Addiction Foundation graded all the statewide Tobacco 21 Laws.
Click for details.

‘A . . . .
*'.'." Counter Tools National Academy of Medicine, 2015; National Survey on Drug Use and Health, 2014;



Tobacco retailer licensing (TRL)

TRL requires every store that wants to sell tobacco to obtain
an annual license for an annual fee. Strong policies provide:
« A better list of who is selling tobacco and where

« Youth protection: TRL can reduce sales to minors,

youth initiation, and youth use of cigarettes and e-
cigarettes

« Comprehensive enforcement: visits to every retailer e

1ODINSON
2THOR THUNDER . :
869 BIG HAMMER LN
COLUMBUS, OH 43333 ;
4dLICENSE NO.  3BIRTHDATE ~ 4aISSUE DATE
| TL545796 06-22-1970 08-01-20
(B8N oCLASS 4 EXPIRES  9aENDORS [12RESTR

. D 06-22-2020 A

every year to check for compliance
« Meaningful penalties: license suspension and
revocation

15Sex:M 16H1.6-05 17Wt.245
18Eyes: BLU 19Hair:BLN ’

« A versatile regulatory platform. Other tobacco control
policies can be enforced through licensing

A
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Point-of-sale policy options: the 4 Ps

PRODUCT

PLACE
includes the physical

refers to where
tobacco products
are sold and their

characteristics of
the item being sold,
such as flavors,

CIGARILLOS

ilability t
azzlnasul:zr;: e including menthol?
| 49°
PRICE EAcH PROMOTION
includes refers to advertising,

displays, direct
retail pricing Isplays, dire

I — — keting, and oth
ond discount = [ LOW PRICES related srategies?
strategiess L || EVERYDAY gies:

*'::."‘ Counter Tools Changelab Solutions. Point of Sale Policy Playbook. 2016


https://www.changelabsolutions.org/product/point-sale-playbook

Point of sale retailer compliance challenges

J Age of sale: not all states have raised the legal age of sale to match the federal age of 21, leaving gaps in state enforcement
authority and confusion among retailers

J Evolving product landscape: Tobacco control laws and regulation struggle to keep pace with tobacco industry innovation with
products, flavors, etc.

J Licensing: not all states have retail licensing, or do not have a high enough fee to cover comprehensive enforcement, leading to
a lack of inspection coverage for all retailers each year

J Preemption: Localities in some states do not have the authority to pass their own local retail policies and must rely on state and
federal policies and enforcement

J Industry influence: Retailers get messages from the tobacco industry about the importance of tobacco to their bottom line,
while being beholden to the tobacco companies through contracts

J Equitable enforcement: Ensuring all communities are well protected and businesses and industry actors are held accountable
rather than youth other individuals.

A
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Thank you

CounterTools.Org

Q CounterTobacco.Org

mollie@countertools.Org
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Strategies to

Build Tobacco
Compliance &
Enforcement

Brian King, Ph.D., M.P.H. / Executive Vice President, U.S. Programs / Campaign for Tobacco-Free Kids



Compliance
Building

Promoting




WATCH

-
1 WE |.D. TOBACCO PURCHASES
»

Tobacco 21

Itis illegal for a retailer to sell any tobacco product—including e-cigareties—to
anyone under 21. The federal minimum age of sales of tobacco products applies
10 all retail establishments and persons with no exceptions.

Additional Todacco 21 Requirements

Beginnng September 30, 2024, retailers muss

FDA Resources to Assist Retailers

Thin is Our Watch | FOA
oa . .

For the Latest information, please visit
FDA's Tobacco 21 webpage.

Is this the
1% time
Retailer
vialated?

Undercover Buy Inspections

dependin
tifying th

What should you do if you receive a Warning Letter?

« Review the letter carefully to see what charges are listed.
+ Respond to the Warning Letter within 15 working days, in writing, by mail or email.
Include the following in your response to the Warning Letter:

o An explanation of the steps you will take to correct the violation(s) and prevent
future violations (for example, retrain your employees, remove the problematic
items, etc.); and

= Your current contact information including telephone number and email address.

« Promptly and adequately correct the violations listed and be sure that you comply
with all applicable laws and regulations.

+ If you have any questions about warning letters, contact the Center for Tobacco
Products at 1-877-CTP-1373 or via email to the address listed in your warning letter:

fda.hhs.gov or

I

1stherea

winlation?




TOBACCO

' COMPLIANCE WEBINARS

Euéation and Information for
Retailers and Small Businesses

THE “DEEMING RULE”
NEW REQUIREMENTS FOR
MANUFACTURERS AND
IMPORTERS

Part 1 — Introduction to Civil Money Penalty and No-Tobacco-Sale Order Complaints '

Part 2 — How to Pay Your Civil Money Penalty Using the Online Payment Portal (&'

Part 3 — How to File an Answer and Consequences for Not Filing_an Answer (41

Part 4 — The Settlement Process for a Civil Money Penalty or a No-Tobacco Sale Order Complaint (£

Part 5 — The Hearing Process for a Civil Money Penalty or a No-Tobacco-Sale Order Complaint ('

Introduction to Tobacco Product Recalls

What a Brick and Mortar Tobacco Retailer Should Do After Receiving a Warning Letter ('

Office of Small Business Assistance ('

o TR
Produ

Small Tobacco Product Manufacturers, Domestic Establishment Inspections ('

Importing Tobacco Products: Updates for Importers ('

User Fee Data Needed from Tobacco Product Manufacturers and Importers (4

Tobacco Product Compliance Policy: Updates for Importers ('
Tobacco Product Compliance Policy: Updates for Manufacturers ('

Tobacco Registration and Product Listing Updates (4

Commercial Environment (ACE) &'

What a Manufacturer or Vape Shop Owner Should Do After Receiving a Warning Letter @z

Tips for Applicants: Using the CTP Portal (7'

Updates for Importers ('
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Promoting: Public Database

Tobacco Compliance Check Outcomes

(includes decisions through 05/31/2025)

This database includes inspections of brick-and-mortar retailers and online investigations.

Brick-and-Mortar Inspections Online Investigations

Search Decisions

Retailer Name Outcome

‘ Al

Decision Date

From To Sale to UP

‘ mm/dd/yyyy D‘ |mm/dd/yyyy D‘

Product Type Purchased by UP

m Glear Form




Promoting: Public Communications

Jul 25,2024

FDA Warns 80 Retailers for Selling Unauthorized E-Cigarettes

The Food and Drug Administration issued warning letters to 80 brick-and-mortar
retailers in 15 different states for the sale of unauthorized EIf Bar and Lost...

FDA Takes Action Against Unauthorized E-Cigarettes
Promoted at Industry Trade Show

The FDA also announced the issuance of warning letters to five online retailers for
selling unauthorized e-cigarette products popular with youth...

Sep 13, 2024

FDA Warns Firms Selling E-Cigs Resembling Products With
Smart Tech

FDA issued warning letters to nine online retailers and one manufacturer for selling
and/or distributing unauthorized disposable...

Oct 30, 2024

Retailers Warned to Stop Selling lllegal Youth-Appealing E-
Cigarettes

FDA issued warning letters to seven online retailers for selling unauthorized e-cigarettes
packaged to look like youth-appealing toys and...

Nov 16, 2023

FDA warns retailers to stop selling illegal e-cigarettes that
appeal to youth
The Federal Drug Administration issued 15 warning letters Wednesday, Aug. 23 to

retailers for selling illegal e-cigarettes packaged for youth.

Aug 29,2023




Compliance
Building

Monitoring
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Monitoring

® FDA issues contracts to assist with
compliance check inspections of retalil
establishments.

® Inspections of retailers are conducted to
determine compliance with federal law.

e During undercover buy inspections, the
retailer is unaware an inspection is
taking place.



Compliance
Building
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Enforcing

Manufacturer Importer Distributor Retailer



Thank You!

partnerships@tobaccofreekids.org

® O O

@Campaign for Tobacco Free Kids =~ @TobaccoFreeKids @Campaign for Tobacco Free Kids

X 9

@TobaccoFreeKids @tobaccofreekids.bsky.social @TobaccoFreeKids
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Developing an Evidence-Based
Tobacco Retailer eLearning

RIQghaim
E)e(eclg\g/(;g'D’li‘rector, ASH Canada aSh- ca

Vital Strategies Webinar, October 30, 2025 action on smoking & health



Youth access
to tobacco and
vaping products

»

»

”»

»

Restricting youth access to tobacco is associated with declines in youth
tobacco use.

Retail compliance with tobacco access legislation remains problematic.

Youth report relatively easy access to tobacco and vaping products in retail
locations.

Tobacco retailer education is one of three key elements to reduce youth
access

ash.ca

action on smoking & health



Best -
Practices

for Comprehensive Tobacco Control Programs

Recommendations for Preventing
Tobacco Use Among Youth”**

m Increase the unit price of tobacco products.

m Conduct mass-media education campaigns in
combination with other community interventions.

m  Mobilize the community to restrict minors’
access to tobacco products in combination
with additional interventions (stronger
local laws directed at retailers, active
enforcement of retailer sales laws, and
retailer education with reinforcement).

U.S. Department of

Health and Human Services
Centers for Disease

Control and Prevention




RESEARCH ARTICLE Open Access

The US SimSmoke tobacco control policy i
model of smokeless tobacco and cigarette
use

Levy et al. BMC Public Health (2018) 18:696

Table 1 Policy inputs for Cigarette and Smokeless Tobacco in SmSmoke Simulation Model [Continged)

Policy Qescriprion Cigarete Effect Size” Smokeless Tobacco
Effect Sine"
SubLORanon pharmacotheamy Payments [0 cover pharmacotherapy ~-225% pravakence, = 12% cesation”  Haf
and behaviona cessation treatment
Brief health came proneder Adyce by heath care provider 20 qut 1% prevaience, + 8% cessaton” Had
intenventons and methods provided
Al of the abowe Complete avaiability and reimbursement ~5.2% prevalence, « 43% cesaation®  Haf

of phamaco- and behavioral veannens,
quitines and braef interventons

Youth Access Restrictions [75)

Serongly enfoeced Complarnce chacks a%e conducted 4 ~16% Inination and prevalence for Half
times per year per outiet, penaines ane ages 16-17 and - 24% ages < 16°
potent ardd erforded with hiwvy publicity

Wel enforced Congiance checks se conducted ~ B% nifiation and prevalence for Hat
raquiarly, panaites are potent, and ages 16-17 and = 12% ages < 16°
pubhicey and merchant taining are
inChucied

Low enforcement Comgplarce chweks ae conducted « 2% initlation and prevalence for Halt
sporadically, penalties are weak ages 16-17 and - 3% ages < 167

Vending machune restictions Total ban Erforcement effects increase by 8%"  Half

Self senvice reswictions Total ban Erforcement effects incease by 4%°  Half

Pubicity Meda campaidns directed at youth wie Enfoscament effects increase by 100°  Half

* Undess otherwise ndicated, the efects are in terms of the reduction in prevalence derng the fint yeae, the reduction n inkiation, and iIncreae 0 first year quit
faes during the years That the policy |5 in effect

* Effact sizes are relative 10 Ggareme effect sizes and applied 10 exclusive Cigarette use only Lmiess otherwise Indicated

* Elstiones translate Into offect sizes through percentage change in price

* Effect sz differs for exchusve ST and for dual wse



Impact of restrictions on youth access
Levy et al.

Youth Access Restrictions (73]

Strongly enforced Compliance checks are conducted 4 ~16% Initiation and prevalence for
1Mes per year per outiet, penalties are ages 16-17 and - 24% ages < 16°
potent and enforced with heavy publicity

Wel enforced Compliance checks are conducted ~ 8% initiation and prevalence for
regularly, penalties are potent, and ages 16-17 and - 12% ages < 16°

publicity and merchant training are
included



Attributes of eLearning

»

”»

”»

»

”»

”»

”»

Accessibility: Learners can access content anytime.
Flexibility: Supports self-paced learning.
Scalability: Can reach large audiences.
Interactivity: Strong learner engagement.

Multimedia: Combines text, audio, video, and animations for richer learning

experiences.

Cost-effectiveness: No training staff required.

Mobile Compatibility: Smartphones, tablets, etc.

ash.ca

action on smoking & health



TRAC™ training history

» Alberta government passed legislation in 2013
mandating tobacco retailer training

»Alberta Health provided grant funding to ASH in
2019 to develop a new online training program

» TRAC program finalized and pilot tested in
2019/2020

» Initial evaluation completed in spring 2020

ash.ca

action on smoking & health



Project objectives

1. Develop an online tobacco vendor
training program for pilot testing.

2. Pilot test the program among a
reliable sample of tobacco retailers.

3. Evaluate the program’s usability
and impact on users’ knowledge.

ash.ca

action on smoking & health



Program development

» Exhaustive search of online training programs for age-
sensitive products.

» Reviewed published literature regarding retailer education
programs.

»Identified major compliance factors.
»Adapted FDA retail training best practices.
»Reviewed provincial /national legislative requirements.

ash.ca

action on smoking & health
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TRAC™ training attributes

» Focus on best practices in eLearning, adult education and tobacco retailer
training

» Utilizes FDA guidelines for tobacco retailer training

» Applies deep-learning techniques such as immersive simulations,
interactions and gamification

» Training goes beyond simple adherence to legal requirements (i.e., maximizing
compliance)

ash.ca

action on smoking & health
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TOBACCO RETAILER ADVANCED COMPLIANCE TRAINING -— < TOBACEO RETAILER ADVANCED COMPLIANCE TRAINING = ——

But what if a customer is giving me
ahard time? What do | do then?

lock, Isten e fee 1
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Resisting a mean
customer

ot b ok Th oo he o il e g ber

sur Sy v th bock ot cord Thsa il g 0

ustomat inaw £y

Mo

Msctan s

TOBACCO RETAILER ADVANCED COMPUIANCE TRAINNG -——
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Other consequences of
tobacco use
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Research Paper

Tobacco Prevention & Ceszation

A mixed-methods evaluation of the Tobacco Retailer
Advanced Compliance (TRAC) online training (e-learning)

prograimn
Fodi Hommal**, Les Hogen'*

ABSTRACT

INTRODUCTION Tobaceo vendor training is recognized as an essential element to reduce
youth access to tobaceo. The TRAC training program was developed utilizing best-
practices in tobacco retaler tra i g, adult instruction, and r.-lrnrnh]g. The (ll.ljr.(.'Lilm
of this mixed-methods study is to evaluate the acceptability, usability and knowledge
impact of an online tobacco retailer program.

METHODS An interview guide and evaluation questionnaire were used to collect data
on usability and aceeptability. To test learner knowledge, each module included a
final set of 15 questions randomly chosen and posed to participants before and after
the training. Content analysis, chi-squared tests, Student’s t-tests, and paired tests
were utilized for data analysis. The evaluation was conducted in Alberta, Canada
in 2020,

RESULTS A total of 128 participants enrolled in the study. The main themes revealed
in the qualitative aspect of the evaluation were: the training was easy to navipgate,
engaging, informative, and beneficial to the staff's daily work. Compared with the
pre-training test, a significantly higher post-training test score, mean and (30), was
recorded for elerks who completed the derk training module [59.1 (12.8) vs T5.5
(11.1), t=8.6378, p<0.001], and managers who completed the managers training
module [51.5(11.1) vs 73.1 (12.3), t=7.6446, p<0.001]. Similarly, a higher number
of participants achieved the passing score of 80% in the post-training test in all
three groups.

CoNCLUSIONS The online training was found to be acceptable and effective in
increasing the mean individual score in the knowledge test and in increasing the
percentage of participants achieving the passing score. The TRAC training is the
first known tobacco retailer training course to employ best practices in tobaceo
mt,uiltrtra'ulhlp, adult instruction, and r.-lr.arn.[ng_ Further evaluation of l{mg-tr.rm
outcomes on employee behavior and on overall compliance with tobaceo legidation
is recommended.

Tob, Prev. Cemation 3022:8Nowembericd] httpsfdeiom! 10.12332) tpc/ 1556038

INTRODUCTION

Disrupting tobaceo sales to minors has shown to be effective in reducing smoking
among youth'. However, the existence of legidation preventing sale of tobaceo
to minors alone is not sufficient to achieve consistent compliance among tobaceo
retailers. Evidence SUgEests that (xlmpl'unmr. ratés among tobacco retailers must
be over 90% in order to have any s gnificant effect on youth tobaceo use®. Tobaceo
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Conclusions

eLearning is an effective, easily accessible and
inexpensive way to deliver retail training.

Modules can be readily deployed and scaled up.

The platform should be revised and updated
regularly or when laws are amended.

Further evaluation is needed to measure the
long-term impact on KAB and sales to minors.

ash.ca

action on smoking & health



Moving forward

ASH Canada is making TRAC™ widely available.

Prepared to work with any government or
regulator to create a custom turn-key platform
that reflects state and local laws.

The program is based on major compliance
factors and can be easily adapted.

TRAC™ is designed to help maximize compliance
rates and to complement enforcement efforts.

ash.ca

action on smoking & health



Questions?

hagen@ash.ca

ash.ca
action on smoking & health
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NYC’s Five-Point Plan for
Tobacco Control

e Mass Media Campaigns
& Communications

e Community Engagement

& Outreach
e Treatment

e Evaluation

-
~

Decrease factors that
promote tobacco use

Increase factors that
- prevent or protect from
tobacco use

> |s it Working? m

Health




NYC Cigarette Smoking and Vaping

Adults | Public High School Students
25 : 25
21.5 |
|
20 : 20 17.6
|
|
15 | 15 15.9
: 13.7
Percent 10 7.9 10
~
|
5 ~ | ~ 74 5 3.6
— Y I
2.9 |
0 I 0
2002 2004 2006 2008 2010 2012 2014 2016 2018 202Ib 2022 2001 2003 2005 2007 2009 2011 2013 2015 2017 2019 2021 2023
—Cigarettes —Vapes | —Cigarettes —Vapes

Source: NYC Community Health Survey (age adjusted); methodology changed in 2021, noted by dotted line; Youth Risk Behavior Survey m
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Key NYC Tobacco Retail Policies

R R

* Taxincrease (2002, 2018) * Tobacco 21 (2014)
* Minimum price (2014, 2018)

* Coupon/discount ban (2014)

» E-cigarette license, tobacco license  * Flavored (excluding menthol)
fee (2018) tobacco ban (2009)

* License cap (2018) * Flavored e-cigarette ban (2019)
* Pharmacy ban (2018) * Package sizing (2014, 2018)




Retail Data Sources

In-store methods: Out of store methods:

Retailer Advertising of Tobacco Littered Pack Surveys

Surveys Media scans
Administrative Inspections Listening sessions

m

Health



Retail Advertising of
Tobacco Survey (RATS)

* Conducted by RTl International
 Sample of 10-20% of licensed retailers

* |In-store assessment by trained data
collectors
* Advertising
* Presence of products
* Price
* Signage

Helpful in evaluating existing policies
and identifying new areas of concern

C15. Price for b Enter
Marlboro Red (regular | a. Sold here? single
hard pack) Pack/Item
Price
& <O
20X Yo | wo [
Mﬂl'“] 0r'o
C16. Price for b. Enter
Newport Menthol a. Sold here? single
(regular hard pack) Pack/Item
Price
YES NO $ .




Retailers are more compliant with some policies than
others

Average price, cheapest cigarette pack Retailers offering flavored large
($) cigars/cigarillos (%)
16 100
$13.96 $13.95 $14.05 %

14
80

12 Price

floor: 70 62.5

10 43 o 58.4

8 50

6 40

4 30
20

2
10

0 0

m Overall mBodega/smallgrocery M Other Explicit flavor Concept flavor

Source: NYC RATS, 2019 Source: NYC RATS, 2017



Administrative Inspections
®

NVYE =
Worker Protection

* Conducted by NYC Department of Inspection Checklist:

Consumer and Worker Protection Tobacco Retail Dealers
* Each licensed retailer inspected at least Requirement Do you meet this

once annually Flavored Tobacco

4 It is illegal to sell or offer for sale tobacco products that have or produce a distinguishable O Yes
H aste or aroma, including, but not limited to: fruit, chocolate, honey, vanilla, candy, cocoa,
¢ TWO m a In typeS ::Iestsen, alcoholic beverg;ge, Thert:tn, or ::‘.picte. It istnot illegaltto sell p);oducts that ha::ve or
produce the taste or aroma of menthol, mint, wintergreen, or tobacco.
d Underage purchase attempts NYC Code §17-715(a)

* Routine inspections

policies

* Helpfulin understanding most common n %

violations and detecting new products

* Focused on compliance with existing . i !Illi

Il {



Percentage of retailers found in violation by proportion of residents
ages 24 oryounger in New York City neighborhoods, 2023

Violations for selling
flavored e-cigarette
products were more

Overall: 56%

commonin
neighborhoods with
more young residents

Low Medium High Very high

UHF neighborhoods by proportion of residents ages 24 oryounger

Source: NYC Department of Consumer and Worker Protection, 2023 (DOHMH analysis). m
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Littered Pack Survey

* Conducted by RTlI and Rutgers INTS
* 30 census tracts sampled

e Surveyors walk perimeter of area:
* Collect discarded packs

* Review for presence and origin of tax
stamps

* Helpful in assessing influx and
availability of cigarettes from outside
NYC

NEW
YORK

03452
19508

200 Meters % Subway Stations J
WIPACKOR,
N BN % “NYC”?

Survey Tract




Packs without required stamps are common

Packs without proper NYC stamps (%) Stamps on packs without NYC tax

90 100%
80 90%
70 80%
70%

60
60%

50
50%

40
40%
30 30%
20 20%
10 10%
0 0%

2011 2015 2024 2011 2015 2024

No stamp mVirginia M Georgia B NYSonly B Other

Source: NYC Littered Pack Surveys, 2011, 2015, 2024; Schroth, et al 2025



Other Data Collection

* Listening sessions
* Meetings with stakeholders and partners

* Media monitoring (NEW!

Topline metrics

PGP collected 433,803 pasts in Engsh and Sparish acrass.all
platfoams, or an swerage of 1,105 posts per day, that were shared
Dtwan At 25, 7024, 4nd AU 25, 2025, Thise pusts were

shared by 174,184 urigue authors, schising s potentisl rach of 185
illin impressians. e ta mesdia menliaring and sacisl meda
platfoeen geo-Fiering an privacy ly

vatinrs, the wajarity of posts in
this analysis came from X {73.35). This was followed by Facebook

11.8%), Instagraen (5,440, nows sourcss (3.6%), orums (3.0%), 3
biog (1.0%) An s occnnaecd o oo than 1% o the

Conversation trendline
Spikes in discussion were primarily driven by specific events, such as legal actions, statements by political figures, and viral moments on social media.

Qver time, broader forces like regulation, public controversy, and cultural narratives also garnered attention an tobacco-related issues. Key events
corresponding with conversation peaks are listed at the right.

HIC sl against ol vape disrutor
o slbng s procicts I the iy, Commesaers thark the mayee ant
oo i g i puti

e —
o undosumented 2
uniocumented pecple e “smcke and o
g

500

e p——
Fusgnses cricaing tha woman.

e of  women peting
o0 the sy, with poits and

e vers storeey peneral s b -

2500 ol nagativaly mpaciig sgaraite ulaed

Sevees tremding X posts e My €1 darms fo smoking st 8
o e IAA % ORI A

0
s v Wz wueas a1z
popar i post e v s a8 e o NI, cultue, it e
rending X pot 40 o1 8 s bairg
Toarascad by fsaral agants” o s e un i ot docesizp.

439,893

+  EETEITERE < 205
prprrprp

< RIRER
s mentioning the tapk o0 of gl o sorces but Fcebosk and stogrom)

O i it

PGP




Action Kit for Stores
That Sell Tobacco
and E-cigarettes

Education

Data Informs...

Health

menthol.

In Accordance With New York State
and New York City Laws, This Store Will:

Only sell e-cigarette products if they are
tobacco-flavored or unflavored.

Only sell tobacco or e-cigarette products
for the required price. No coupons
or discounts.

Only sell tobacco or e-cigarette products
in person to individuals in NYC (no delivery).

Only sell tobacco products in the
required package sizes. No “loosies.”

Only sell tobacco or e-cigarette products
to people who are at least 21 years old
and show valid ID.

For more information, call 311 or Go",

visit nyc.gov and search for tobacco laws. [} m

What are the NYC and New York State ( about selling
o Stores need a license to sell tobacco or e-cigarette products.
« Among other restrictions, stores are not allowed to:
o Sell any flavored vaping products or sell tobacco products in flavors other than mint or

What New Yorkers Need To Know about
Tobacco, E-Cigarette and Cannabis Stores in NYC

The NYC Health Department shares residents’ concerns about tobacco, e-cigarette (vape) and cannabis
(marijuana) stores in NYC, including the number of stores that are unlicensed or illegally selling
products, especially to youth. This document describes some laws related to tobacco, e-cigarette and
cannabis product sales and what to do if you see an issue.

d e-cigarette products?

o Sell loose cigarettes ("loosles”).
o Sell to people younger than age 21.
« Tobacco and e-cigarette stores within 500 feet (approximately two short blocks) of a school are

bacco or e-cigarette ads, products or paraphernalia in their windows or

but tobacco and e-cigarette laws, visit pyc.gov/health and search for

lling cannabis?

5 license to sell cannabis products. Lisenced dispensaries sell products
a lab.

>uld have a teal Dispensary Verification Tool in their
an it that directs to a list of all licensed dispensaries,
 cannabis.ny.gov/dispensary-locati ificati
wed to display cannabis products or images of

r windows.

adults age 21 and older to have and use.

+ not allowed to be located within 500 feet of a

ace of worship.

Jut cannabis laws, visit cannabis.ny.gov.

cigarette or cannabis sales issues in my neighborhood?

usands of stores each year. Complaints help agencies respond and plan
de enforcement, education or policy changes.

out tobacco or e-cigarette sales, call 311 or visit nve.gov/311 and
mplaint or e-cigarette sale complaint.

your complaint can help inspectors find the store and the issues.
tontact information, you will receive updates about your complaint.

Policy Enforcement and Development

OPERATION PADLOCK TO PROTECT
KEEPING COMMUNITIES SAFE

1]
,

i

KEEPING
COMMUNITIES SAFE

Mayor Adams Ships 1,246
Pounds of Seized lllegal Vapes to
be Destroyed and Keep New
Yorkers Safe

October 16, 2024

TOBACCO

New York City Files Lawsuit
Against 9 Disposable E-
Cigarette Distributors

Mayor Eric Adams says popular vapes are illegal, include
youth-attracting flavors

By Diane Adam on Apr. 09, 2025

e New York sues major vape companies

“ewe  for targeting kids, teens

NYC files lawsuit against company
allegedly illegally peddling flavored
vapes to kids: ‘Will not sit idly by’

By Aneeta Bhole
Published Nov. 7, 2024, 5:07 pm. ET

IRl
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