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• Studies show that tobacco advertisements and displays in stores boost average tobacco sales by
12 percent1 to 28 percent.2

• Tobacco sales make up 20–60 percent of total sales for independently owned and franchise
stores.3

• Two-thirds of all tobacco retail outlets participate in some type of incentive program with
tobacco companies.4

• In-store cigarette advertising5

• Increases smokers’ daily consumption by cueing smokers to light up,
• Reduces current smokers resolve to quit or consider quitting
• Encourages former smokers to resume smoking by reminding them of their favorite brand.
• Prompts impulse buying.
• Entices children and young people to begin smoking.6

• Conveys the impression that smoking is normative, even desirable.
• 75% of teenagers shop at convenient stores at least once a week7 and are routinely exposed to

retail tobacco advertising.
• Children are more likely than adults to notice and to remember the tobacco advertising.8

• Youth are more likely to attempt to purchase cigarettes from stores that display tobacco
advertising.9

• $12.5 billion: Amount spent by tobacco companies in 2002 on US marketing, 30% more than
in 2000.

• Almost 80% of US tobacco marketing was spent at the retail level in 2002.10
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