Tobacco Advertising/Product
Tracking
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Why do the survey?
Who can do the survey?

Which stores do | visit?

What do | say?
Counting ads/products sold

Products included on the survey

Product Locations to Survey



Family Smoking Prevention and Tobacco Control Act

Learn what ads and products are common throughout the
state, and to track new tobacco products

Focuson the two types of tobacco retailers that are
most frequented by youth
Convenience stores/gas stations

Community Partnerships know what is in their area

Great opportunity for coalitions and youth to learn
about tobacco industry and to engage them

New products



Anyone high school age or older, but should have
some training first.

Minors should always be accompanied by an adult.

Data from the survey should be entered through
Monkey Survey by a CP staff person. Site will be
active starting October 319,



- Convenience stores/gas stationsi All
Metro counties: 60%
Rural counties: 100%

- Optional 7 Only CPs with objective in Action Plan
Grocery stores
Small grocery stores
Liquor stores
Tobacco outlets
pharmacies

- Lists of eligible retallers (sorted by county)



Try to balance stores close to/not close to schools or
playgrounds

Due dates for completion of surveys and data entry:
June 15, 2012



Once Iinside, explain to a store employee what you are

doing and ask permission.
Ex.T A My name i s with

survey to determine frequency/intensity of ads in convenience stores.
Do you mind if | stand off to the side for 5-10 minutes to complete my
assessment? | assure you that | will not interact with and will stay out of
t he way of your customers. 0

Leave if asked, but bepolitely persistent if initially
turned away.

Take pictures when possible, but not required at every
ViSit.



- Outdoor vs. Indoor
- Product placement vs. ad/label/banner

- Each different product brand should be counted as
one separate ad

Ex.T Skoal Wintergreen can & Skoal Cherry cani counts as two ads

Do not count the number of a single product brand sold (e.qg.
Individual cans of Skoal Wintergreen on the shelf)

Il n the end, Just do your



Products included on the survey
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http://tobaccoproducts.org/

Cigarettes
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Spit tobacco (snuff or chewing)
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Dissolvable tobacco products




E-Cigarettes

Other brand examples:
ACrown Seven
AGreen Smoke
Avapor Cig
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Cigars/Cigarillos
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SURGEON GENERAL WARNING:

SURGEON GENERAL W.
Tobacco Use Increases Tobacco Smoke Inceeases The
Of Infertility, Stilibirth, Risk Of Lung Cancer And Heart

Low Birth Weight Disease, Even In Nonsmokers.
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Other potential products

I5ipe tobacco
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Flavored cigarettes (illegal)
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Age of Purchase sighage DO NOT COUNT

Age to Purchase Calendar 2010
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Product Locations to Survey
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Outside i doors and windows
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Gas pump

== A new way to
e enjoy tobacco.:
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Point of Sale/Behind Counter
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Point of sale/on sales counter










Above point of sale/sales counter
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Below point of sale/sales counter
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Walls/windows (seen from inside)




Candy Aisle
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Other - iIndoor

Aisle endcap



Youth Tobacco Prevention Chapters
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