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Setting the stage 

• What does the retail environment look like in the United States and why? 

• Why does the retail environment matters?

• What are the key policy levers for reducing the it’s influence on commercial tobacco use? 



What is the retail environment or “point of sale”?

Replace with graphic Replace with graphic



Reasons why the point of sale matters

Industry marketing 
spending

Youth tobacco 
use initiation

Quit attempts 
more difficult

Disparities at 
the point of sale



$8.3 Billion
Spent in 2022 on cigarettes 

and smokeless tobacco 

marketing at the point of sale

97.8%
Spent in 2022 on cigarette 

marketing at the point of sale

88.3%
Spent in 2022 on smokeless 

tobacco marketing at the 

point of sale

Tobacco industry marketing 2022 expenditures in the 
USA 

Federal Trade Commission Smokeless Tobacco Report and Cigarette Report for 2022. Washington, D.C. 2023



What are they spending on?

$8.2 Billion /yr
Price discounts and 

promotional allowances paid 
to retailers

$51.4 Million /yr
Point-of-sale advertisements: 
signs, displays, shelving units, 

functional items

$119.4 Million 
/yr

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 

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 

Campaign for Tobacco Free Kids “Raising Cigarette Taxes Reduces Smoking, Especially Among Kids 
(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



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

https://aspirecenter.org/tobaccoretailers/



Tobacco retailer proximity to schools 

https://aspirecenter.org/tobaccoretailers/



Tobacco retailer density is not evenly spread across the US

• 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 

Mills et al. (2002), Nicotine & Tobacco Research;  Kong et al (2024), Tobacco Control



Tobacco retailer density as a driver of disparity

FrameWorks Institute. Justice in the Air: Framing Tobacco-Related Health Disparities, 2020

More tobacco retailers in a community

More tobacco marketing in that community

People who live in that community see more tobacco ads and product displays 
behind counters 

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



Reducing access and exposure 

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 

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 

every year to check for compliance

• Meaningful penalties: license suspension and 

revocation 

• A versatile regulatory platform. Other tobacco control 

policies can be enforced through licensing



Point-of-sale policy options: the 4 Ps

ChangeLab Solutions. Point of Sale Policy Playbook. 2016

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


Point of sale retailer compliance challenges 

• 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 

• Evolving product landscape: Tobacco control laws and regulation struggle to keep pace with tobacco industry innovation with 

products, flavors, etc. 

• 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

• 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 

• 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

• Equitable enforcement: Ensuring all communities are well protected and businesses and industry actors are held accountable 

rather than youth other individuals. 



Thank you

  CounterTools.Org

  

  CounterTobacco.Org

  mollie@countertools.Org



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

Enforcing

MonitoringPromoting



Promoting: Education Materials



Promoting: Training



Promoting: Public Database



Promoting: Public Communications



Compliance 
Building

Enforcing

MonitoringPromoting



Monitoring

● FDA issues contracts to assist with 
compliance check inspections of retail 
establishments. 

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

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



Compliance 
Building

Enforcing

MonitoringPromoting



Enforcing

Manufacturer Importer Distributor Retailer



Thank You!

@Campaign for Tobacco Free Kids

@tobaccofreekids.bsky.social@TobaccoFreeKids @TobaccoFreeKids

@Campaign for Tobacco Free Kids @TobaccoFreeKids

partnerships@tobaccofreekids.org



Les Hagen, MSM
Executive Director, ASH Canada
Vital Strategies Webinar, October 30, 2025

Developing an Evidence-Based          
Tobacco Retailer eLearning 
Program



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







Impact of restrictions on youth access
Levy et al.



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.



TRACTM 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



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.



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.



FDA Retailer Training Guidance

» Review applicable laws and penalties

» Describe the health effects of youth tobacco use

» Provide written company policies

» Review age verification techniques

» Describe all regulated tobacco  

   products

» Refusing illegal sales

» Test staff regularly



TRACTM 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)







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.



Moving forward

▪ ASH Canada is making TRACTM 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.

▪ TRACTM is designed to help maximize compliance 
rates and to complement enforcement efforts.



Questions? 
hagen@ash.ca



Using data to inform retail interventions and 
strategies: a case study from NYC
John Jasek, MPA

Director of Research and Evaluation

New York City Department of Health and Mental Hygiene



NYC’s Five-Point Plan for 
Tobacco Control

Decrease factors that 
promote tobacco use

Increase factors that 
prevent or protect from 
tobacco use

Is it working?

• Policy

• Mass Media Campaigns 
& Communications

• Community Engagement 
& Outreach

• Treatment

• Evaluation

Eq
ui

ty



NYC Cigarette Smoking and Vaping
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• Flavored (excluding menthol) 
tobacco ban (2009)

• Flavored e-cigarette ban (2019)
• Package sizing (2014, 2018)

Pricing Age 

• Tobacco 21 (2014)

Licensing Products & packaging 

• E-cigarette license, tobacco license 
fee (2018)

• License cap (2018)
• Pharmacy ban (2018)

• Tax increase (2002, 2018)
• Minimum price (2014, 2018)
• Coupon / discount ban (2014)

Key NYC Tobacco Retail Policies



Retail Data Sources

In-store methods:
Retailer Advertising of Tobacco 

Surveys 
Administrative Inspections

Out of store methods:
Littered Pack Surveys

Media scans
Listening sessions



Retail Advertising of 
Tobacco Survey (RATS)

• Conducted by RTI 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 

Marlboro Red (regular 

hard pack) 

a. Sold here?

b. Enter 

single 

Pack/Item 

Price

YES NO $__.__

C16. Price for 

Newport Menthol 

(regular hard pack) 

a. Sold here?

b. Enter 

single 

Pack/Item 

Price

YES NO $__.__



Retailers are more compliant with some policies than 
others
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Administrative Inspections 

• Conducted by NYC Department of 
Consumer and Worker Protection

• Each licensed retailer inspected at least 
once annually 

• Two main types
• Underage purchase attempts
• Routine inspections 

• Focused on compliance with existing 
policies

• Helpful in understanding most common 
violations and detecting new products



Violations for selling 
flavored e-cigarette 
products were more 

common in 
neighborhoods with 

more young residents

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



Littered Pack Survey



Packs without required stamps are common
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Other Data Collection

• Listening sessions

• Meetings with stakeholders and partners

• Media monitoring (NEW!)



Data Informs… 

Education Policy Enforcement and Development 
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