Assessing Oregon’s Retail Environment

Shining Light on Tobacco Industry Tactics
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Learning Objectives

e Understand the tobacco retail environment across
Oregon, including the ways Big Tobacco targets youth,
communities of color, and low-income residents.

e Align assessment findings with community readiness
and grantee work plans.

e Prepare to disseminate assessment findings in local
communities.
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Big Tobacco and the Retail Environment

National advertising and promotional
$8,6 billion expenditures for cigarettes and smokeless
tobacco in 2017

11: National advertising and promotional
$7'3 bllllon expenditures for cigarettes in 2017 at point

of sale
RATO o ~ el = il
4R | ~ 1=k Marlboro 8%
Bl
Feny e L e = i ;
‘ - i.-H =% =

'2.89



The tobacco
industry spends
78% of its
marketing
dollars at the
point of sale.
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Assessing Oregon Tobacco Retailers

UNDERSTANDING OUR DATA
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Assessment Snapshot

Health Promotion and Chronic Disease Prevention
PUBLIC HEALTH DIVISION

Tobacco retailers in Oregon
(minor accessible)

Retail assessments completed

Counties participated
(both ADPEP and TPEP)

Tribal partners participated
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Assessment Too

HPCDP Tobacco and Alcohol Retail Assessment |l é i

2018 data will provide a e

Store name:,

Physical Address City:

. StoreType: (Choose one)

[]
Convenience store/Mini Mart {e.g., 7-Eleven, Exxon, Plaid Pantry): O with gas O without gas
O Drug store/pharmacy (2.2, Walgreens, Rite Aid)

O Grocery store [e.g., small or leg. , Thriftway, Safeway, WinCo)

O Mass-merchandiser (e g, Walmart, Fred Meyers, Bi-mart) or discount store (e g, Dollar General)

O Tobacco shop (e.g, Cigaretes Cheaper, cigar shops, e-cigarette shops, or other tobacco shops)

assessments e —— e
° . Are you able to survey the store? = No, store is out of business [STOP]

Tobacco sold hers? = Yes [CONTINUE to 4] o No [STOP] = No, could not locate [STOP]
0 No, was refused entry [STOP] = No, under 21 restricted [STOP]
_ Which products are advertised OUTSIDE the store {on windows/doors, building, sidewalk or elsewhere)?

Cigarettes - non menthol OvYes o No
Cigarettes - menthol OVes ONo
Cigarillos/ litdle cigars Oves ONo
Large cigars Oves ONo
Chew, moist or dry snuf, dip or snus oYes oNe
E-cigarettes or other electronic “vaping” products Sves O No
° ° Alcoholic beverages Oves OMNo
regon is one of the first ==
Sugary drinks (soda, slushy, flavored milk, sports/energy drinks) OYes O No

S¥es O N
5. Does the store have a pharmacy counter? == °
i 3 OYes ONo

& Sugary drinks (soda, slushy, flavored milk, sports/energy drinks) sold here?
oo

°
7. WIC and/or SNAP (ie., food stamps, EBT) accepted here? o Yes
Cigarettes  little cigars/ Chew, moist/dry, E-Cigarettes, Paraphernalia Large Cigars
Tobacco products

cigarillos  Snuff, dip,snus  NC e-liquids  {Oprional] (Optional)

%. Sold here? OYesoNo O VYes=No o Yes = No SYesTNe SYesDNe D VYesTNo

L] L]
S. Flavored products? (menthol  CYescNo CVYesTNo  OYesoNo CYessONe CYesoNe O YesdNo
for cigarettes)

10. Product within 12 inchesof  _y.. - no CYesoNo o Yeso No
toys, candy, gum, slushy/soda
machines, or ice cream?

environment assessment.

12. Any price promations? O Yesz No O YesT No

2. Any MENTHOL price
promotions?

O Yes = No

14. Advertised for less than $17
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Assessment Process

“Coalition members volunteered to help with the assessment, which
increases our capacity, making it easier for us to assess all of the
tobacco retails. There is so much to see that | had taken for granted
and hadn’t noticed before.”

- Staff Member

“I also noticed fewer cigarette advertisements and more e-cigarette
products than in previous years.”

- Volunteer
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Percentage of Retail Store Types

Mini Mart (including Gas)
Market

Grocery Store

Drug Store

Other

Tobacco Shop

Certified Smoke Shops
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63%
10%
10%
5%
4%
1%

0.33%
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Outdoor Ads

Nearly 50 percent of
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Popular Products
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Price Promotions

63 percent of retailers offered
a price discount for at least one
tobacco product

57 percent of retailers
advertised cigarillos for less
than S1
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Price Promotions

“During a retail assessment, we were approached by
the store owner, who made a comment about how
tobacco companies are experts at making money. He
said that he sells tobacco products cheaper than what
he buys them for. In return, tobacco companies send

him checks if he’s keeping their products at the lowest
price.”

- Youth Volunteer
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Flavored Products

93 percent of retailers sold fruit- and candy-flavored products

23 percent of retailers placed products within a foot of candy
or toys

“One of the things | noticed was that stores farther out, like on the
outskirts of town, seemed to have more tobacco paraphernalia around
candy and bright colored objects that kids are drawn to look at.”

- Volunteer




Flavored Products

Of retailers that sold cigarettes, 96 percent sold menthol products.
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[ Tobacco Industry Tactics
‘Il !u‘.
" Big Tobacco spent $7.3 billion in advertising and ! :

L. promotional expenditures for cigarettes at the
point of sale in 2017.

% Big Tobacco spends over $100 million each year
in Oregon.




Questions?




Solutions to Combat Marketing

COUNTERING THE INDUSTRY
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We know what works for tobacco prevention.

1) Sustained funding of

comprehensive programs et i e
dstcuina ol d
. . _— Commu
2) TObaCCO prlce Increases Thfc chllth Consequences PRE\S{E %
. . of Involuntary Exposure : ™
3) 100% SmOke—free p0| ICles to Tobacco Sml()ke m:f“ 5
e g
. A Report of the Surgeon General ‘ . .z';
4) Cessation access ST |
o . ENDING THE
5) Hard-hitting media Best TOBACCO PROBLEM

campaigns

for Comprehensive
Tobacco Control

6) Comprehensive point of L
sale restrictions O[T e



http://www.nap.edu/catalog/11795.html

Factors that affect health

Smallest
Impact

Largest
Impact

Counseling

& Education
_—————

Clinical
Interventions

Long-lasting Protective
Interventions

Changing the Context
to make individuals’ default
decisions healthy

Socioeconomic Factors

Point-of-sale policies




Point-of-Sale Strategies: A Tobacco Control Guide

by Center for Public Health Systems Science

Point-of-Sale Report to the Nation

THE TORS000 RITAL AND POLICY LIARGCAPE




Policy Priorities

e Tobacco Retail Licensure

e Raising the Price of
Tobacco Through Non-
Tax Approaches

e Regulating Flavored
Tobacco Products

e Proximity and Density
e Tobacco-Free Pharmacies

Health Promotion and Chronic Disease Prevention
PUBLIC HEALTH DIVISION

PUBLIC HEALTH DIVISION
Office of the State Public Health Director

Kate Brown, Govemor

2018 Oregon Tobacco and Alcohol Retail Assessment Report

Baker County

This summary provides state and county results from Oregon’s 2018 Tobacco and Alcohal Retail
Assessment (TARA) on key measures relating ta youth exposure to product, placement, promotion
and price of alcohol and tobacco products in the retail environment.

Outside advertising County  State Question wording
(%) (%)

Cigarettes (Menthol/non-menthol) 182 436  Which products are advertised OUTSIDE the store
(on windows/doors, building, sidewalk or
elsewhere)?

Cigarillos/Little cigars 5.1 EE]

Large cigars 9.1 20

smokeless tobacco such as chew, snuff, 136 184

dip or snus

E-cigarettes 135 193

Any tobacco advertising 273 493  Atleast one or more products are advertised
outside the store.

Alcoholic beverages 409 501

Co-branding of aleohol and universities 46 83

Sugary drinks 364 561

Store characteristics County State Question wording

(%) (%)
Pharmacy counter 182 152  Does the store have a pharmacy counter?
WIC/SNAP benefits accepted 581 738 WICand/or SNAP (ie., food stamps, EBT) accepted

here?

Created: March 2019
i

ﬁa Oregon Tobacco and Alcohol Retail Assessment

Oregon
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Community Context

Hood River County Tobacco Fact Sheet, 2019

Tobacco's toll In one year
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Clatsop County

Clatsop County

©

medical care

Among tobacco
retailers assessed
in Clatsop County®

@ . advertised tobacco
1 In 5 or e-cigarettes

outside the store
100°/ sold flavored products
© (menthol, candy, etc)

sold products within
12" of toys, candy, gum,
slushy/soda or ice cream

offered price
promotions/discounts

advertised cigarillos
for less than $1

Tobacco’s toll in one year

Adults who regularly
6’50 smoke cigarettes

Tobacco Fact Sheet, 2019

3 21 People with a serious
L] iliness caused by tobacco

a
Population

Youths 7,575
Adults 31,625
Total residents 39,200

107 $14.6 Million $13.0 Million

Tobacco-related deaths spent on tobacco-related in productivity losses due to

premature tobacco-related deaths

Components of a
comprehensive tobacco
prevention program

Oregon’s Tobacco Prevention and
Education Program (TPEP) supports local
public health authorities to serve all 36
counties and nine federally recognized
tribes. TPEP works to:

Engage communities in reducing the
tobacco industry’s influence in retail
stores

Increase the price of tobacco
Promote smoke-free environments
Provide support and resources to
Oregon smokers who want to quit
Engage diverse populations of
people in Oregon

Health Promotion and Chronic Disease Prevention

PUBLIC HEALTH DIVISION

Adult cigarette smoking'

Cigarette smoking among adults
in Clatsop County is higher than
Oregon overall and the rest of
the United States.

Clatsop County (2014 — 2017)
Oregon (2017)
Us (2017)

24%

0% 5% 10% 15% 20% 25%

Adults exposed to
secondhand smoke indoors'

Secondhand smoke
exposure for adults in
Clatsop County is lower
than Oregon overall.

Clatsop County (2014 — 2017) 10%
Oregon (2017)

Youth tobacco use’

Clgarettes 3% Among 11th graders in the
North Central Oregon region,
e-cigarette use was higher
than cigarette smoking in 2017,

8th

grade E-clgarettes 10%

% Any other tobacco product’ 3%

Note: The Nerth Centrol Cragen regian
Hood

Clgarettes 10%

11th
grade E-clgarettes 14% more d
Any other tobacco product 1% feasmalapeE
0% 5% 10% 15% 20% 25%
- ¢ e, amal o lage ogars, o ookah 12

Want to know more or have questions about the
burden of tobacco In your community?

Visit Smokefree Oregon to find out what you can do:
http://smokefreeoregon.com/what-you-can-do/

l [[h._»m l h
PUBLIC HEALTH DIVISION t
‘Tobacco Prevention and Education Program ea Ahority

¥ For more Information on data sources, please visit:
hitps:lismokefreeoregon. com/scurces!

Tobacco Fact Sheet, 2019 | Clatsop County

Oregon
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Clackamas County

bacco Fact Sheet, 2019

Adult cigarette smoking'

Tobacco’s toll in one year™

46,500 st -

Cigarette smoking among adults
Clacl County (2014 - 2017) RS in Clackamas County is simllar to

Oregon overall and the rest of the
Oregon (2017) 7% United States.

Us (2017)

0% 5% 10% 15% 20% 25%
People with a serious
20,37 ilangE caused Dytobacco P I i
Yuf;‘fu ation 87,315 Adults exposed to
@ Ars ERID secondhand smoke indoors’
Total residents 419,425

Secondhand smoke

679 $153.7 Million $136.7 Million exposure for adults in Ciackamas County (2014 — 2017) 18%

Tobacco-related deaths spent on tobacco-related in productivity losses due to Clackamas County is Oregon (2017) 18%
medical care premature tobacco-related deaths simllar to Oregon overall. 0% I o S
Among tobacco Components of a
retailers assessed comprehensive tobacco Youth tobacco use’
in Clackamas County® prevention program

Among 11th graders in Clackamas
County, e-cigarette use was higher
E-cigarettes 8% than cigarette smoking in 2017.

Any other tobacco product’ 3%

@ . advertised tobacco 8th
1 In 3 or e-cigareties grade

outside the store

o QOregon’s Tobacco Prevention and 1a%
9 7/ sold flavored products Education Program (TPEP) supports local Clgarettes
©  (menthol. candy, etc) public health authorities to serve all 36 11th E-clgarettes 20%
counties and nine federally recognized grade Ay other tob oduct 9%
; ny other tobacco product 9%
° sold products within tribes. TPEP works to: Y pr
12 A 12" of foys, candy, gum, 0% 5% 10% 15% 20% 25%
slushy/soda or ice cream * Engage communities in reducing the "ty o baces, smal e large igars, or heakoh s
tobacco industry’s influence in retail
store Want to k h tions about th
offered price . ant to know more or have questions about the
pmmmigng,'mgcgumg Increase the price of 10befcco burden of tobacco In your community?
* Promote smoke-free environments Visit Smokefree Oregon to find out what you can do:
* Provide support and resources to http://smokefreeoregon.com/what-you-can-do/
o advertised clgalllos QOregon smokers who want to quit
2 7 /o for less than 31 * Engage diverse populations of + For more information an data sources, plesse visit Oregor
people in Oregon hitps:Hsmokefresoregon.com/scurcas! PUBLIC HEALTH DIVISION | | e‘alth
Tobacco Fact Sheet, 2019 | Clackamas County Tobacco Prevention and Education Program e
. - . Oregon
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HPCDP Connection: Tobacco Retail Environment

Tobacco Retailer Licensing Playbook

http://www.changelabsolutions.org/sites/default/files/TRL Playbook FINAL 2015051
1.pdf

Regulating Flavored Tobacco Products

https://www.publichealthlawcenter.org/sites/default/files/resources/Regulating-
Flavored-Tobacco-Products-2017.pdf

How to Reduce Tobacco Retailer Density and Why

http://countertobacco.org/wp-
content/uploads/2017/03/Tobacco Retailer Licensing Density-
Infographic FINAL 20170202.pdf

https://www.oregon.gov/oha/PH/DISEASESCONDITIONS/CHRONICDISEASE/HPCDPCONNECTION/TOBACCO/Pages/RetailLicensing.aspx

el
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http://www.changelabsolutions.org/sites/default/files/TRL_Playbook_FINAL_20150511.pdf
https://www.publichealthlawcenter.org/sites/default/files/resources/Regulating-Flavored-Tobacco-Products-2017.pdf
http://countertobacco.org/wp-content/uploads/2017/03/Tobacco_Retailer_Licensing_Density-Infographic_FINAL_20170202.pdf
https://www.oregon.gov/oha/PH/DISEASESCONDITIONS/CHRONICDISEASE/HPCDPCONNECTION/TOBACCO/Pages/RetailLicensing.aspx

Questions?




Disseminating Results in Your Community

TAKING ACTION



Products

Reports Earned Media
e Fact Sheets e Toolkit
e Data Summaries — Email announcement

— Press release

Coming soon! — Social media posts

— Newsletter article

e Statewide — Talking points

e County Retail Assessment — PPT presentation
Summaries

e Technical Assistance
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Upcoming Webinars

Wednesday, May 8, 2019 10:30 am — 12:00 pm
Retail Environment Assessment: Media Toolkit

Wednesday, May 15, 2019 10:30 am —12:00 pm
Retail Environment Assessment: Alcohol Results
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https://urldefense.proofpoint.com/v2/url?u=https-3A__attendee.gotowebinar.com_register_3614389787543360269&d=DwMFAg&c=7gilq_oJKU2hnacFUWFTuYqjMQ111TRstgx6WoATdXo&r=UKD7b5TQGbZlJT84MViObnOMNFy00Jbr87BxfAGNd3ui86OS7DDT946ojJE74dAG&m=WY2IP_u6uWwV2QmQnnuHE85AWf0RPFJ7VcHo_1eyVPE&s=WxvR03yGpC0gZM49G4LccH8HgiulfMnb0opSnLt9AWI&e=
https://urldefense.proofpoint.com/v2/url?u=https-3A__attendee.gotowebinar.com_register_260162441225411853&d=DwMFAg&c=7gilq_oJKU2hnacFUWFTuYqjMQ111TRstgx6WoATdXo&r=UKD7b5TQGbZlJT84MViObnOMNFy00Jbr87BxfAGNd3ui86OS7DDT946ojJE74dAG&m=WY2IP_u6uWwV2QmQnnuHE85AWf0RPFJ7VcHo_1eyVPE&s=ng3frLhFe-KiBPL_gWWhsl4Pfw4TTAswbiudFUrpAjw&e=

Questions?




THANK YOU!

QUESTIONS OR CONCERNS?

SARAH WYLIE, OHA HEALTH PROMOTION STRATEGIST
SARAH.A.WYLIE@DHSOHA.STATE.OR.US
(971) 673-1051
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