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FLAVORED TOBACCO: SWEET, CHEAP, AND WITHIN KIDS’ REACH

Figure 1. Tobacco product use among 11th grade tobacco users, Oregon, 2013.*
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* Oregon Healthy Teens, 2013

† Oregon Behavioral Risk Factor Surveillance System, 2013
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Image 2. Tobacco products and packaging
look like candy.

and product
placement at
the register,
near candy,
and often at
childrens’
eye-level,
make them
very visible to kids (Image 1, verso; Image
2). With 70% of teens shopping at a
convenience store at least once a week,
exposure to in-store advertising is
routine.6 Several studies show that
exposure to in-store tobacco marketing
of various types increases the likelihood that youth will initiate smoking
and progress from experimentation to
regular smoking; kids with the most
exposure are the most likely to start
and continue smoking. In 2013, seven
out of ten Oregon 11th grade students
and six out of ten 8th grade students
reported seeing an advertisement for
tobacco products on a storefront or
inside a store.‡
Price. When tobacco prices go up,
youth tobacco use goes down. Flavored
tobacco products are well within the
budget of a cash-strapped teen. Many
federal and state tax codes that apply
to cigarettes don’t apply to flavored
non-cigarette tobacco. These gaps allow
for packaging and labeling practices
that keep prices lower for consumers.
For example, cigarettes must be sold in
packages of at least twenty; however,
little cigars, like candy bars, can be
purchased one or two at a time, for less
than a dollar or two a piece. Indus‡ CD Summary, April 22, 2014, Vol. 63, No. 8.

try promotions for flavored tobacco
products such as, “buy two packs, get
one free,” product giveaways, and free
samples also lower the price.
Risk perceptions. Youth tobacco users
mistakenly assume that flavored tobacco products are safer and less addictive
than cigarettes.5,8 These risk perceptions
likely contribute to the use of flavored
tobacco products we see among young
people. That creates the potential for initiating a life-long addiction to nicotine
through the use of flavored e-cigarettes,
little cigars and smokeless products.
WHAT CAN WE DO?
If parents or patients ask about
flavored tobacco, they need to know
that flavored tobacco is not safer
than non-flavored tobacco products.
Young people are the most likely to
use flavored tobacco products. Teenagers’ brains are still developing and
vulnerable to nicotine, which is highly
addictive and present in all tobacco
products.6 Nearly 90% of people who
smoke start before they are 18 years
old,6 so this is the time when anything
that tips the balance toward experimenting with tobacco products has the
greatest impact.
Federal law does not prevent state
and local governments from regulating
the sale of flavored tobacco products.
Some state and local governments have
passed laws that prohibit the sale of
various flavored tobacco products. In
New York City and Providence, Rhode
Island flavored tobacco products can
only be sold in adult-only facilities;
the State of Maine prohibits the sale of
flavored cigars; and Chicago banned
sales of menthol cigarettes within 500
feet of schools.

FOR MORE INFORMATION
• Oregon Public Health Division’s
Tobacco Prevention and Education
Program’s web site: http://public.health.
oregon.gov/PreventionWellness/TobaccoPrevention/Pages/index.aspx
• Smokefree Oregon web site: http://
smokefreeoregon.com/
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