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The tobacco industry currently spends more than $12.8 billion to promote their products throughout the 
United States.1  Studies show that such point-of-purchase advertising and promotion directly influences 
what products and brands kids buy and use.  Point-of-purchase advertising and promotions target and 
attract shoppers right at the places where they can immediately buy the specific products or brands.  
More specifically, point-of-purchase tobacco advertising and promotions may have a direct impact not 
only on what brands of cigarettes kids buy but also on the number of kids who buy cigarettes. 
 
Tobacco Company Point-of-Sale Advertising 
 
Point-of-purchase tobacco advertising consists of cigarette and spit tobacco ads and functional items 
(such as counter mats and change cups) located inside, outside, and on the property of convenience 
stores, drug stores, gas stations, and other retail sales outlets.  The tobacco companies significantly 
increased their point-of-sale advertising after the state tobacco settlements’ ban on tobacco billboards 
went into effect in April 1999.2  In 2006 (the latest year for which data are available), the cigarette 
companies spent over $242 million on point-of-sale advertising, a 33.1 percent increase from 2005.  In 
2006, smokeless tobacco companies spent over $20.8 million on this type of advertising.3  Reflecting the 
increases in spending on point-of-purchase marketing by the tobacco companies, several studies have 
documented the increasing pervasiveness of tobacco promotion in retail outlets.  
 
• Eighty percent of retail outlets have interior tobacco advertising, 60 percent have exterior advertising, 

and over 70 percent have tobacco functional items.  Forty percent of the stores that sell gas have 
parking lot tobacco advertising.4 

 
• A study of retail outlets in California found that, on average, California stores have 25 pieces of in-

store cigarette advertisements.  In addition, eighty percent of retail outlets in California have at least 
one ad for a sales promotion.5  An earlier study of California stores found that nearly 50 percent of the 
tobacco retailers had tobacco ads at young kids’ eye level (three feet or lower), and 23 percent had 
cigarette product displays within six inches of candy.6   

 
• A 2006 study of stores in Hawaii found more than 3,000 cigarette advertisements in just 184 stores, 

with nearly one-third of those stores being within 1,000 feet of a school.7 
 
Tobacco Point-of-Purchase Promotional Efforts 
 
In addition to advertising, tobacco company point-of-purchase promotional expenditures and “retail value 
added” expenditures include coupons, multi-pack discounts (e.g., buy two packs get one free) for which 
retailers are reimbursed, providing free gifts with cigarette or spit tobacco purchases, and other tobacco 
discounts and merchandizing given to customers at the sales outlets.  Point-of-purchase promotional 
expenditures also include company payments to retailers to display the company’s brands, ads, and 
related materials prominently or in specific store locations.  Retailers are often paid to keep special 
tobacco-product self-serve display racks on or in front of the counter, paid to put tobacco products on 
‘good’ shelving space (slotting allowances), and given other promotional items for the store (i.e. 
open/closed signs, counter mats).8  These materials are often coordinated with current advertising 
campaigns to promote the images and appeal of specific tobacco products.9 
 
• In 2006, promotional allowances made up 81 percent of the domestic cigarette advertising and 

promotional expenditures, totaling $10.1 billion.  The “promotional allowance” category was separated 
into four categories:  price discounts, promotional allowances paid to retailers, promotional 
allowances paid to wholesalers, and other promotional allowances.  Price discounting (e.g., off-
invoice discounts, buy downs and voluntary price reductions to reduce the price of cigarettes to 
consumers) was by far the largest category, accounting for 73.7 percent of total cigarette company 
marketing expenditures.  Promotional allowances by smokeless tobacco companies made up 61.1 
percent of all marketing spending in 2006, with price discounts accounting for 57.5 percent of all 
marketing expenditures – a 104.3 percent increase from the year before.10 
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• A study of retail outlets in Santa Clara County, California, found that 62.4 percent of stores had 

received slotting/display allowances from tobacco makers.  This is higher than allowances received 
for candy, snack foods, and soft drinks.  These incentives motivate retailers to display, promote, and 
advertise tobacco products.11 

 
Point-of-Purchase Tobacco Advertising and Promotions Affects Kids 
 
According to the trade association Point of Purchase Advertising International, point-of-purchase 
advertising and promotions target consumers at the place where they will actually buy the product, attract 
the attention of the shopper, and remind them of previously seen selling messages.12  It is also clear that 
such promotions – including the enormous amount done by the cigarette and spit tobacco companies – 
have an especially powerful impact on kids as three out of four teenagers shop at a convenience store at 
least once a week.13 
 
• A study published in the May 2007 issue of Archives of Pediatrics and Adolescent Medicine found 

that retail cigarette advertising increased the likelihood that youth would initiate smoking; pricing 
strategies contributed to increases all along the smoking continuum, from initiation and 
experimentation to regular smoking; and cigarette promotions increased the likelihood that youth will 
move from experimentation to regular smoking.  The researchers also found that reducing or 
eliminating these retail marketing practices would significantly reduce youth smoking.14 

 
• Studies from Australia indicate that point-of-purchase cigarette displays act as a form of advertising 

and provide cues to smoke.  A 2008 study in Addiction found that cigarette pack displays stimulate 
impulse purchases among smokers and that those trying to avoid smoking commonly experience 
urges to purchase cigarettes when confronted with these displays, suggesting that cigarette pack 
displays at the point-of-purchase may undermine intentions to quit among established smokers.15  
Similarly, a 2009 study based on interviews with persons having just bought cigarettes at retail outlets 
with point-of-purchase displays found that more than one out of five of the purchases were 
unplanned.16  

 
• A 2004 study of 6th, 7th, and 8th graders concluded that those students who visited a convenience, 

liquor or small grocery store at least weekly, and therefore were more exposed to retail tobacco 
marketing, had a 50 percent greater odds of ever smoking.  This effect is approximately the 
equivalent to the effect a smoking parent or household member has over youth ever smoking.17 

 
• Point-of-purchase advertising and displays have been found to increase average tobacco sales by 12 

percent.18 
 
• A 2004 study in Tobacco Control found that stores that teens shop at the most contained more point-

of-purchase advertising than stores less frequented by teens.  There were three times more cigarette 
ads on windows of stores popular among adolescents than stores that were not as popular.  In 
addition, more than three times more marketing materials and two times more shelf space in the 
stores popular among adolescents were for Marlboro, Camel, and Newport, the three most heavily 
smoked brands by teenagers.19 

 
• A 2002 study in Tobacco Control comparing photographs of stores with no tobacco advertising and 

stores with advertising found students perceived easier access to tobacco products at the stores with 
tobacco advertising.20 

 
• A study of 7th graders found that more than 99 percent reported seeing tobacco advertising and 

promotions and that 70 percent indicated a level of receptivity to tobacco marketing materials more 
than just being aware of the advertising and promotions.21 

 
• A 1999 study in the U.S. Distribution Journal found that teens are more likely than adults to be 

influenced by promotional pieces in convenience stores (73 percent to 47 percent).22  The same study 
also found that more than half of all teenagers say they are influenced by in-store displays; 47 
percent are influenced by banner/window signs; and 44 percent are influenced by in-store 
promotional signage.23   
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• A study published in the Journal of Health Communications determined that the choice of Marlboro as 

their usual brand among high school smokers was associated with a Marlboro promotional item with 
purchase and more Marlboro interior and exterior advertising in local convenience stores.  There was 
a 54 percent increase in the odds of choosing Marlboro as a usual brand when a “gift-with-purchase” 
promotion was present, a 33 percent greater odds with each percentage increase in brand share of 
interior advertising and a 27 percent greater odds with each percentage increase in brand share of 
exterior advertising.24 

 
• A longitudinal 1999 study published in the American Journal of Public Health showed that 

adolescents who owned a tobacco promotional item and named a cigarette brand whose advertising 
attracted their attention were twice as likely to become established smokers as those who did 
neither.25 

 
• Despite tobacco industry claims that promotional items are meant for smokers over age 21, one study 

found that 30 percent of all kids (12 to 17 years old) owned at least one tobacco promotional item, 
such as T-shirts, backpacks, and CD players.26 

 
• According to a 1994 U.S. Surgeon General's report, the use of value-added or coupon promotions 

makes cigarettes appear more affordable, especially to those with less financial resources, including 
kids.  Coupons also affect new users by encouraging them to smoke more, moving from the trial 
stage to being a regular smoker.27 

 
• Self-service displays make it easier for kids to purchase cigarettes or even steal them; and studies 

indicate that roughly five percent of young smokers steal cigarettes.28 
 
• A 1996 study found that Marlboro “gift with purchase” promotional items were significantly more 

common in states with comprehensive tobacco control programs than in states without programs.  
States with comprehensive tobacco control programs had 22 percent more interior tobacco 
advertisements and 49 percent more exterior tobacco advertisements than states without programs.29 
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Additional Campaign Factsheets on Tobacco Company Marketing to Kids are available at 
http://tobaccofreekids.org/research/factsheets/index.php?CategoryID=23] 

                                                     
1 U.S. Federal Trade Commission (FTC), Cigarette Report for 2006, 2009 [data for top five manufacturers only] 
http://ftc.gov/os/2009/08/090812cigarettereport.pdf.  FTC, Federal Trade Commission Smokeless Tobacco Report for 
the Year 2006, 2009, http://ftc.gov/os/2009/08/090812smokelesstobaccoreport.pdf [top five manufacturers]. 
2 Wakefield, M, et al., “Changes at the point of purchase for tobacco following the 1999 tobacco billboard advertising 
ban,” University of Illinois at Chicago, Research Paper Series, No. 4, July 2000. 
3 FTC Reports, 2009 http://ftc.gov/os/2009/08/090812cigarettereport.pdf, 
http://ftc.gov/os/2009/08/090812smokelesstobaccoreport.pdf. 
4 Wakefield, M, et al., “Changes at the point of purchase for tobacco following the 1999 tobacco billboard advertising 
ban,” University of Illinois at Chicago, Research Paper Series, No. 4, July 2000. 
5 Feighery, EC, et al., “An examination of trends in amount and type of cigarette advertising and sales promotions in 
California stores, 2002-2005,” Tobacco Control (published online), February 26, 2008. 
6 Feighery, E, et al., “Cigarette advertising and promotional strategies in retail outlets: results of a statewide survey in 
California,” Tobacco Control 10L:184-188, 2001. 
7 Glanz, K, Sutton, NM, & Jacob Arriola, KR, “Operation storefront Hawaii: Tobacco advertising and promotion in 
Hawaii stores,” Journal of Health Communication 11(7):699-707, 2006.  See also, Cummings, KM & Sciandra, R, 
“Tobacco Advertising in Retail Stores,” Public Health Reports 106(5):570, September 1991. 
8 Rogers, T & Feighery, E, “Community Mobilization to Reduce Point Of Purchase Advertising of Tobacco Products,” 
Health Education Quarterly 22(4):427-43, November 1995. 
9 Lynch, B & Bonnie, R (Eds.), Growing Up Tobacco Free: Preventing Nicotine Addiction in Children and Youth, 
Institute of Medicine, 1994. 
10 FTC Reports, 2009 http://ftc.gov/os/2009/08/090812cigarettereport.pdf, 
http://ftc.gov/os/2009/08/090812smokelesstobaccoreport.pdf. 
11 Feighery, E, et al., “Retail Trade Incentives: How Tobacco Industry Practices Compare With Those of Other 
Industries,” American Journal of Public Health (AJPH) 89:1461-1604, October 1999. 



 
Tobacco Point-of-Purchase Advertising and Marketing / 4 

 
                                                                                                                                                                         
12 Point of Purchase Advertising Institute, The Point-Of-Purchase Advertising Industry Fact Book, 1992 [Quoted in 
Rogers, T & Feighery, E, “Community Mobilization to Reduce Point Of Purchase Advertising of Tobacco Products,” 
Health Education Quarterly 22(4):427-43, 1995]. 
13 Point of Purchase Advertising Institute, The Point-Of-Purchase Advertising Industry Fact Book, 1992. 
14 Slater, SJ, et al., “The Impact of Retail Cigarette Marketing Practices on Youth Smoking Uptake,” Archives of 
Pediatrics and Adolescent Medicine 161:440-445, May 2007.  See also, Paynter J, et al., “Point of sale tobacco 
displays and smoking among 14-15 year olds in New Zealand: a cross-sectional study,” Tobacco Control, 18 268-
274, 2009. 
15 Wakefield M., et al., “The effect of retail cigarette pack displays on impulse purchase,” Addiction 103: 322-328, 
2008.  See, also, Wakefield M & D Germain, “Adult smokers' use of point-of-sale displays to select cigarette brands,” 
Australia New Zealand Journal of Public Health 30(5):483-4, 2006. 
16 Carter OBJ, et al., “The effect of retail cigarette pack displays on unplanned purchases: results from immediate 
postpurchase interviews,” Tobacco Control 18: 218-221, 2009.  
17 Henriksen, L, et al., “Association of Retail Tobacco Marketing with Adolescent Smoking,” AJPH 94(12): 8-10, 
December 2004.  See, also, Donovan RJ, et al., “Tobacco point of sale advertising increases positive brand user 
imagery, Tobacco Control 11(3):191-4, September 2002 
18 The 1999 annual report of the promotion industry, a PROMO magazine special report, Overland Park, 1999; 
Feighery, E, et al., “Cigarette advertising and promotional strategies in retail outlets: results of a statewide survey in 
California,” Tobacco Control 10L:184-188, 2001. 
19 Henriksen, L, et al., “Reaching youth at the point of sale:  Cigarette marketing is more prevalent in stores where 
adolescents shop frequently,” Tobacco Control 13: 315-318, 2004. 
20 Henriksen, L, “Effects on youth of exposure to retail tobacco advertising,” Journal of Applied Social Psychology 
32:1771-1789, 2002. 
21 Feighery, EC, et al., “Seeing, wanting, owning: The relationship between receptivity to tobacco marketing and 
smoking susceptibility in young people,” Tobacco Control 7:123-28, 1998. 
22 “Study Finds C-Store Promotions Lacking,” U.S. Distribution Journal 226(3):12, May 1999. 
23 “Study Finds C-Store Promotions Lacking,” U.S. Distribution Journal 226(3):12, May 1999. 
24 Wakefield, MA, et al., “Association of Point-of-Purchase Tobacco Advertising and Promotions with Choice of Usual 
Brand among Teenage Smokers,” Journal of Health Communications 7:113-121, 2002. 
25 Biener, L & Siegel, M, “Tobacco Marketing and Adolescent Smoking; More Support for a Causal Inference,” AJPH 
90(3):407-411, 1999.  
26 Gallup International Institute, “Teen-age Attitudes and Behaviors Concerning Tobacco,” September 1992. 
27 U.S. Department of Health and Human Services (HHS), Preventing Tobacco Use Among Young People: A Report 
of the Surgeon General, Atlanta, GA: HHS, Public Health Service, Centers for Disease Control and Prevention, 
National Center for Chronic Disease Prevention and Health Promotion, Office on Smoking and Health, 1994, 
http://www.cdc.gov/tobacco/data_statistics/sgr/sgr_1994/index.htm. 
28 Florida Department of Health, Florida Youth Tobacco Survey, 1999. See also, Campaign for Tobacco-Free Kids 
Factsheet, Where Do Youth Smokers Get Their Cigarettes, 
http://www.tobaccofreekids.org/research/factsheets/pdf/0073.pdf.  
29 Slater, S, et al., “State variation in retail promotions and advertising for Marlboro cigarettes,” Tobacco Control 
10:337-339, 2001. 


