PENNSYLVANIA’S
POINT OF SALE
IMPLEMENTATION
GUIDE 2018

TABLE OF CONTENTS
Background.................................................................................................................................................................................................1-2
Summary............................................................................................................................................................................................................................... 1
Goal......................................................................................................................................................................................................................................... 1
Introduction................................................................................................................................................................................................................... 1-2
Recommended Point of Sale Strategies................................................................................................................................................................. 2
How to Guide........................................................................................................................................................................................... 3-11
Area Selection............................................................................................................................................................................................................... 3-4
Recruiting Tobacco Prevention Groups................................................................................................................................................................ 4
Training............................................................................................................................................................................................................................. 5-6
Conducting Assessments............................................................................................................................................................................................. 7
Evaluation............................................................................................................................................................................................................................. 8
Community Education and Outreach..................................................................................................................................................................... 9
Advocacy.................................................................................................................................................................................................................... 10-11
How PACT Can Help.................................................................................................................................................................................. 11
References.................................................................................................................................................................................................... 11

BACKGROUND
SUMMARY
Incorporating point of sale strategies into tobacco control programming is a recommended evidence-based
strategy. The retail environment is the primary avenue for tobacco marketing, accounting for the clear majority
of advertising and promotional expenditures. While tobacco advertising on television, radio and billboards is
restricted, advertising in the retail environment, including inside, outside and on the retail outlet property, is
largely unregulated. A large body of research, however, shows that tobacco marketing increases youth tobacco
use and impedes current users’ attempts to quit.

GOAL
This guide aims to provide insight, guidance, and resources on how to successfully engage youth to perform point
of sale assessments in the local tobacco retail environment and how to utilize the assessment data to educate and
advocate for policy change.

INTRODUCTION
The tobacco industry uses the retail environment for tobacco marketing, accounting for over 75 percent of
cigarette and smokeless tobacco advertising and promotional expenditures in 2016. In that year, the tobacco
industry spent almost $7.1 billion on cigarette and smokeless tobacco marketing at the point of sale.1 While
tobacco advertising on television, radio and billboards is restricted, advertising in the retail environment, including
inside, outside and on the retail outlet property, is largely unregulated. A large body of research, however, shows
that tobacco marketing increases youth tobacco use and thwarts current users’ attempts to quit.2 Below are
several powerful research findings, which highlight the relationship between retail marketing and tobacco use:
•

The U.S. Surgeon General concluded that tobacco advertising and promotions directly cause both the
initiation and progression of tobacco use among youth.3

•

A study published in the Archives of Pediatrics and Adolescent Medicine found that retail cigarette
advertising increased the likelihood that youth would initiate smoking; tobacco industry pricing strategies
led to increases in smoking initiation, experimentation, and regular smoking; and that reducing retail
marketing practices would significantly decrease youth smoking.4

•

A 2014 study in Archives of Pediatrics and Adolescent Medicine demonstrated that pricing
strategies aimed at decreasing the price of tobacco products result in higher rates of youth initiation,
experimentation, and long-term use.5

•

A 2016 meta-analysis in Tobacco Control described how youth who are frequently exposed to tobacco
point of sale promotions have a 1.6 times higher odds of experimenting with smoking.6

•

Point of sale advertising undermines quit attempts by encouraging impulse purchases. A four country
study found lower levels of impulse buying in countries where tobacco displays are banned as compared
to countries where tobacco displays are not banned.7

•

Additionally, there is strong evidence of disproportionate tobacco marketing in low-income, minority
communities.8
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The Family Smoking Prevention and Tobacco Control Act (Tobacco Control Act) became law in 2009. It provides the
Food and Drug Administration (FDA) with new authority to regulate the manufacture, distribution, and marketing of
tobacco products. The Family Smoking Prevention & Tobacco Control Act mandates multiple restrictions, such as:
•

Restricts cigarettes and smokeless tobacco retail sales to youth

•

Restricts tobacco product advertising and marketing to youth via limiting color and design or packaging
and advertisements, banning tobacco product sponsorship, and banning free samples.

•

Prohibits “reduced harm” claims

•

Requires bigger warning labels on tobacco products

•

Bans cigarettes with characterizing flavors, except menthol and tobacco

•

Requires manufactures to obtain FDA approval before marketing new products

•

Requires disclosure of ingredients in tobacco products.

The Tobacco Control Act gives states and communities the power to regulate the place, time, and manner of
cigarette marketing. This Act has opened the door to implementing additional point of sale strategies to control
tobacco. States and locales that have proven successful in traditional tobacco control efforts, such as in carrying out
smoke free policies, are particularly primed to implement point of sale interventions.

RECOMMENDED POINT OF SALE STRATEGIES
In-depth exploration of the following promising point of sale strategies is recommended; both of the following
recommendations have been successfully implemented in other states/and or cities. These strategies have been
selected from a larger list of strategies considered legally sound by the Center for Public Health Systems Science
at Washington University and the Tobacco Control Legal Consortium. These selected strategies in particular have
both the potential to make a significant impact on tobacco sales in Pennsylvania and are realistic to pursue given
Pennsylvania’s political climate.

Restricting the Location of Tobacco Retail Outlets
New Orleans and several municipalities in California, including Santa Barbara and Santa Clara, have enacted
legislation to restrict the location of tobacco retail outlets. Typically, laws restricting the location of tobacco retail
outlets apply only to new retailers, not to existing ones. In New Orleans, there can be no new tobacco retailers
within 300 feet of churches, schools, playgrounds, public libraries, or any sites offering “structured, organized care
for youth.” Santa Barbara’s law prohibits new retailers from selling tobacco within 1,000 feet of a school, and Santa
Clara prohibits new retailers from selling tobacco if they operate a pharmacy, are within 1,000 feet of a school, or are
within 500 feet of another tobacco retailer. An alternate strategy is to restrict tobacco sales within certain zoning
districts, such as residential zones.9

Requiring the Posting of Quitline Information in Retail Stores
Requiring tobacco retailers to post Quitline information in their stores is a cost-effective way to promote cessation
services. Quitlines have the potential to reach a diverse range of clients, including smokers with limited mobility,
those in rural areas, and minorities who are typically underserved by traditional cessation services (e.g., individuals
who speak a language other than English). Promoting Quitline services at all tobacco retailers can improve awareness
of cessation services, and accordingly increase quit attempts and reduce disparities in smoking prevalence.
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HOW TO GUIDE
Main Components
It is important to include all components in your efforts in order to create a more comprehensive and
sustainable program.
•

Area Selection

•

Recruiting and Engaging Tobacco Prevention Groups

•

Training

•

Conducting Assessments

•

Evaluation

•

Community Education and Outreach

•

Advocacy

AREA SELECTION
The first step is to select a local area that will be best suited to conduct assessments and be receptive to policy
change. Listed below are factors to consider when selecting the city or area in your region.
•

Population

•

Tobacco Prevention Youth Groups (such as the Tobacco Resistance Unit) (www.truinpa.org)

•

Area decisionmakers such as City Council or Mayor, and their stance on tobacco prevention
and control policies

•

Past 5-year Tobacco Control Local Ordinances

•

Count of tobacco retailers inspected within the last 3 years

•

Number of violations for selling to minors within last 3 years

•

Number of schools within 1,000 feet of tobacco retailers

Pennsylvania requires all tobacco retailers to pay a licensing fee; because of this all retailers are available by list
on the Department of Revenue’s website. To access visit:
https://data.pa.gov/Licenses-Certificates/Tobacco-Products-Tax-Licenses-Current-Revenue/ut72-sft8/data
•

A statistician should be consulted to determine if you should assess the entire population of retailers
or just assess a sample.
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Utilizing These Criteria to Select an Area
Population measures can be used to analyze demographics, socio-economic status, age distribution and others. In
addition, it’s important to analyze how many tobacco prevention youth groups there are in an area because the youth
will be recruited to conduct retailer assessments. Having a firm grasp of the political climate of the area regarding
tobacco control can be helpful in knowing potentially at what time of year advocacy efforts should be initiated or how
to approach reluctant or supportive decisionmakers. Analyzing violations, inspections and number of tobacco retailers
with proximity to schools are all important factors in determining the infrastructure and also the need for change.
For example, in 2017 Scranton was chosen as a pilot city for implementing the program. Among the cities under
consideration, Scranton 42 registered TRU members in Scranton during the year from two schools in the city.
Regarding Scranton’s tobacco-related political climate, the city council had recently passed a policy/ordinance
requiring public parks to be smoke-free zones as part of the Young Lungs at Play initiative. It may be relevant
to note all Scranton area state representatives, senators, and the mayor are democrats, which may influence or
indicate their regard for tobacco control policies in general.
Scranton had the highest count of tobacco retailers that were inspected within the last three years, as well as the
most violations for selling to a minor within the last three years. Taking into consideration the large number of
tobacco retailers, having the highest proportion of violations for selling to a minor during a check is worth noting.

RECRUITING TOBACCO PREVENTION YOUTH GROUPS
TRU groups can conduct assessments and advocate for policy change through Point of Sale Initiatives. By engaging
youth in this project, this allows them to increase their community engagement in tobacco prevention and control
policy efforts. Contact the Pennsylvania Alliance to Control Tobacco (PACT) (www.pactonline.org) to request a list
of TRU groups in your area.
•

Once the list is received, analyze TRU groups
•

Location of groups

•

Number of members

•

Participation and history with past events and initiatives

•

Utilizing the outreach template located in this toolkit, contact the TRU advisors of groups that you identify
as champions for the Point of Sale Initiative

•

Once the TRU group/s have committed to working on the initiative provide the following documents and
ask for written commitment:

•

•

Youth Protocol Document

•

Youth Permission Form

•

Adult Facilitator Protocol Document

•

Memorandum of Understanding (MOU)

For TRU groups that participate offering an incentive is a great approach to show appreciation for their
time and efforts
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TRAINING
After TRU groups are recruited a training should take place. This training is
vital to prepare youth to be able to conduct reliable and valid assessments.
•
•

What to Print
•

Pocket guide

Establish a training date (allocate at least 2.5 hours for the training, this
will give ample time for the presentation, small breaks, and questions)

•

Assessment tool

•

Script for youth

Prior to the training access the following documents needed
for the training

•

Letter for store owners

Popular brands of menthol cigarettes
Popular brands include Newport, Salem, Kool, and Marlboro menthol

Training PowerPoint
This PowerPoint includes a step by step guide on how
to correctly utilize the STARS Assessment Tool.

Availability of alcoholic beverages

Definition: Include any beverage designed for consumption that contains at least 0.5% alcohol by volume
(e.g., wine, beer, distilled spirits, alcopops). This category does not include products that contain alcohol
but are not meant for consumption as a beverage (e.g., cooking wine, vanilla).

Presence of graphic health warning signs

Pocket Guide Assembly Instructions
Information on how to properly print the pocket guide:
•
•

Please print the Pocket Guide in color and use
the following settings.
Keep all papers together, as they are in the
printer output tray. Fold the stack of papers in
half (so the front cover and back cover are on
the outside) and staple. The Pocket Guide will
be in numerical order.

De ni on: A realis c photo or illustra on depic ng the nega ve health consequences of tobacco use.
This does not include signs reques ng ID if under 18 or graphic health warnings on tobacco packages.

Availability and visibility of tobacco products

Note: Always ask about availability of tobacco products if they are not visibly displayed in a store.
t shows that a store usually sells the
When a sign on a shelf or presence of an adv
product, then indicate that the product is “sold here.” Indicate a product is available even if it looks
to be temporarily “out of stock.”

Acceptance of WIC & SNAP (i.e., food stamps, EBT)

Please print the Pocket Guide in color and use the following settings:

6

Pocket Guide
This is an instructional guide that includes photos and
examples for use in the field – assembly is required
and it is important to print and have available as a
reference during training.
Keep all papers together, as they are in the printer output tray. Fold the stack of papers in half (so the
front cover and back cover are on the outside) and staple. The Pocket Guide pages will be in
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Standardized
Tobacco
Assessment for
Retail
Settings (STARS)
FIELD NOTES
This retail environment provides a
great photo opportunity.

1. Date of visit:

Start Time:

STARS Assessment Tool,
Customized for Pennsylvania

End Time:

2. Coder Name/ID:
3. Store Name/ID:
Store name matches assigned name
1

An actual tool used to conduct assessments, it
is modified to better suit Pennsylvania’s needs.
Please make sure to use the tool that PACT
customized for Pennsylvania. This will help ensure
consistency in Pennsylvania statewide reporting

4. Store Address:
Actual address matches assigned address
1
5. Can you survey this store? [If not, then select an option below and STOP.]
Yes, I can
1
No, store does not exist
2
No, store is closed
3
No, under 18 not allowed to enter
4
No, membership or fee required to enter
5
No, environment unsafe for me
6
No, asked to leave before completing the survey
7
Other (specify):
8

EXTERIOR
6. Which products are advertised outside the store (on windows/doors, building,
sidewalk or elsewhere)?
a. Cigarettes – non-menthol

1

b. Cigarettes – menthol

Yes

0

No

1

Yes

0

No

c. Cigarillos/little cigars

1

Yes

0

No

d. Large cigars

1

Yes

0

No

e. Chew, moist or dry snuff, dip or snus

1

Yes

0

No

f. E-cigarettes

1

Yes

0

No

Script for Youth
This script is for youth to read when they enter
the retailer. The goal is for youth to be honest
about their intentions. Have students practice
and utilize script on their assessments.

INTERIOR
7. Store Type: (Choose one)
Convenience store with or without gas (e.g., 7-Eleven, Exxon, Wawa)
1
Drug store/pharmacy (e.g., Walgreens, Rite Aid, Duane Reade)
2
Beer, wine, or liquor store (e.g., ABC)
3
Grocery store (e.g., small market/deli/produce market) or supermarket (e.g., Stop & Shop, Harris Teeter, Albertson’s)
4
Mass merchandiser (e.g., WalMart, Costco, BJ’s, Sam’s Club) or discount store (e.g., Dollar General, Family Dollar)
5
Tobacco shop (e.g., Cigarettes Cheaper, cigar shops, hookah bars, e-cigarette shops, or other tobacco shops)
6
Other (specify):
(e.g., donut shop, bait & tackle)
7

Letter for Store Owners

8. Any tobacco products sold here (i.e., cigarettes, cigars, cigarillos/little cigars, chew, moist or dry snuff, dip, snus, or e-cigarettes)?
(Choose one)
8a. Which tobacco advertisements are used inside the store?
Yes and visible to customers
1
Yes but not visible to customers
a. Power wall
Yes
No
2
1
0
No [STOP if focusing on tobacco retailers]
0
b. Floor cling
Yes
No
1

9.

Does the store have a pharmacy counter?
No
Yes
0
1

10. Alcoholic beverages sold here?
Yes
No
1
0

c. Ceiling cling

1

Yes

0

No

d. Counter top

1

Yes

0

No

10b. Fresh dairy?
Yes
1

10a. Fresh fruit and/or vegetables?
Yes
No
1
0

11. Does store display a graphic health warning sign?
Yes
No
1
0

11a. Quitline sign?
Yes
1

0

No

This letter has information about the initiative
and is intended for store owners if they request
more information about the initiative. Please
personalize with your region-specific information.

0

0

No

11b. We Card signage?
Yes
No
1
0
Version 1.0 (05/02/14); additions by PHMC (12/30/16)

1

It’s important for the TRU youth to feel comfortable with the assessments and the training process; please review
all documents with them during the training. If you wish to assess the usefulness of the training an assessment can
be developed (a sample assessment can be found in the toolkit). Once training is completed, please place a TRU gear
request for the youth so that they receive gear for their efforts.
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CONDUCTING ASSESSMENTS
Please make sure to have regular check-ins with the advisor to make sure the project is on track and assessments are
being completed.
•

Based upon school policy, preference of the TRU advisor and the TRU youth, standards or rules regarding
how students will get to the stores (i.e. advisor drives them, parent drive them, they drive themselves, etc.) is
subjective to your region

•

Split up retail locations among students or groups of students

•

A 2-3 student maximum is recommended for each assessment

•

It should take youth approximately 15-20 minutes to conduct each assessment

•

When youth enter the store, they should read the script to an available employee to make their intent known
•

If the employee asks the student to leave they should leave immediately

•

If the employee asks for more information youth should supply the letter

•

Report accordingly on STARS Assessment Tool

•

The advisor may accompany students to conduct assessments

•

During the visit the youth should be recording direct observations on STARS Assessment Tool

•

There are multiple options for recording STARS Assessment Tool data
•

Youth/advisor can fill out printed, paper versions of the STARS Assessment Tool.

•

Youth/advisor can enter their STARS Assessment Tool data into the Excel sheet provided in the toolkit

•

An online survey form can be used to have youth/advisor enter STARS Assessment Tool data in real
time, while at the store or in the parking lot
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EVALUATION
Following completion of all assessments an evaluation should be performed on the data to analyze trends and frequency
of point of sale strategies, and a report should be produced with findings. If data was collected on paper versions of the
STARS Assessment Tool, you will need to compile data into an analysis friendly format (e.g. Excel document).
•

If you utilize an evaluator or statistician in your organization, request they analyze the data
•

Data should be analyzed for frequency and trends for exterior advertising, interior advertising, tobacco
products available for purchase, price promotion, proximity to toys, self-service displays, prices, etc.

•

GIS mapping can be used to see if trends are focused in specific areas (typically works better in larger areas)

•

Following data analysis, a report should be created highlighting important findings
•

•

Please see sample report in the toolkit

If you have questions about analyzing data or best practices for analyzing STARS Assessment data please
contact PACT

An Introduction to Point of Sale (POS)
What is Tobacco Product Point of Sale?
Retail environments are the primary location for advertising and promotion of tobacco products. Point of Sale (POS) strategies target tobacco sales in the retail environment through
licensing, regulatory, and legislative approaches, such as restricting where and by whom
tobacco products may be sold.

Marketing

Targeting

$9.1 BILLION

Tobacco industry spending on marketing in 2016.

95 PERCENT

RACE AND INCOME
Black and low-income neighborhoods have lower
tobacco prices and higher retailer densities.

The portion of tobacco marketing expenditures
spent at the point of sale.

YOUTH

FOURFOLD GROWTH

more likely to be susceptible to future smoking
if they have been more frequently exposed to
tobacco promotion.

In expenditures on POS advertising materials from
2013 to 2014 (the most recent year available).

60% more likely to have tried smoking and 30%

POS strategies enhance state and local tobacco control efforts by reducing exposure to tobacco products and advertising in stores. The Four Ps of intervention outline opportunities
to limit access to and advertising of tobacco products.

Example POS Restrictions
LEGISLATION

Increase tobacco product cost
Limit external advertising

LICENSING

Restrict license renewals if prior sales to youth
Require license for emergent
tobacco products

ZONING

Limit vendors based on retailer
or population density
Restrict sales near schools

Points of Intervention
PLACE

PRICE
PRODUCT

Customize tobacco retailer licensing to limit the number of tobacco retailers, control who may sell tobacco
products, and determine where they are allowed to
be sold.
Increasing the price of tobacco products is one of the
most effective strategies; either as poart of a tobacco
retailer licensing program or as a stand-alone policy.
Use a comprehensive definition of "tobacco product" in licensing laws to ensure POS policies apply to
emerging products.
Enact policies that restrict where, when, and how tobacco can be advertised; content neutral signage lim-

PROMOTION its the total amount of storefront signage regardless
of content.

Sources: countertobacco.org; tobaccofreekids.org
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COMMUNITY EDUCATION AND OUTREACH
In order to gain support for the initiative, the next step is to provide outreach
and education to members of the community and community partners.

Outreach and Education Examples:
•

Contact community organizations - local
health organizations, school districts, etc.

•

Letters of support – Collect letters of support
to be used in advocacy efforts

•

Social media – Use social media to promote
the initiative

The toolkit includes resources
like a Letter of Support
template and social media
postings to help you with
outreach and education.

The Honorable William Courtright
Mayor of Scranton
340 North Washington Avenue
Scranton PA, 18503
Dear Mayor Courtright:
I am pleased to lend my support to the American Lung Association in Pennsylvania, the Tobacco Resistance
Unit (TRU), and the Pennsylvania Alliance to Control Tobacco (PACT) to continue their work with the Tobacco
Retail Point of Sale Project in Scranton.
Each year 480,000 Americans die from causes attributable to smoking. In Pennsylvania, 20.8 percent of adults
and 10.3 percent of high school students use tobacco. Research suggests that retail environments are the
primary avenue for tobacco marketing; and tobacco marketing increases tobacco usage. Below are some
research findings that highlight the relationship between tobacco retail marketing and tobacco use:
• The U.S. Surgeon General concluded that tobacco advertising and promotions directly cause both the
initiation and progression of tobacco use among youth.
• A 2009 study in Tobacco Control found that among teens who visited a store with Point of Sale tobacco
ads at least twice per week, the odds of initiating smoking more than doubled.
• A 2008 study in Preventive Medicine showed that current smoking was three percent higher at schools
in neighborhoods with more than five tobacco-selling retailers than at schools in neighborhoods void of
such retailers.
• Point of Sale advertising undermines quit attempts by encouraging impulse purchases. A four-country
study found lower levels of impulse buying in countries where tobacco displays are banned as
compared to countries where tobacco displays are not banned.
TRU youth from Dunmore High School assessed 81 tobacco retail establishments within the city. The data
they collected was evaluated and compiled into an assessment report. Some of the notable findings include
that less than one sixth of retailers display a graphic health warning sign or Quitline sign; retailers directly
target youth by locating tobacco near toys, candy, gum and by advertising at the child’s eye level; and cigarillos
are marketed towards youth through lower price points and candy-like flavors.
Moving forward with this study, the goal is to advocate for appropriate tobacco control policies that will limit the
number of tobacco retailers within proximity to schools and require all tobacco retailers to post PA Free
Quitline signage.
I support the American Lung Association in Pennsylvania, the Tobacco Resistance Unit (TRU), and the
Pennsylvania Alliance to Control Tobacco (PACT) to continue their work on this project in Scranton to protect
our youth and community from Point of Sale tobacco advertising in the retail environment.
Sincerely,
[Your name]
[Your title]
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ADVOCACY
This phase focuses on advocating for policy change specifically for limiting the number of retailers within
1,000 feet of schools (through zoning policy) and requiring retailers to post PA Free Quitline signage.

Meeting with City Council/Mayor
•

Schedule meeting accordingly to include a few youth who conducted visits

•

Have youth and adult advocates stress the importance of this policy change

•

Provide a leave behind folder with your local report, information on point of sale, etc. (sample
materials can be viewed in the toolkit)

•

If city council/mayor requests sample policy please provide them sample policy from the toolkit

•

Thank you
•

Regardless of outcome send thank you letters to city council, mayor and all other partners
involved in initiative

TRU Storm
A TRU storm is an advocacy event where youth gather and advocate or bring awareness to a specific issue.
These storms can be completed in the following ways:
•

Social media
•

•

Have youth share and retweet postings on social media
•

Utilize social media sample postings in toolkit

•

Have all local TRU groups retweet and share on their personal pages and ask their friends,
family, community members to do the same

In person
•

Work with youth to develop an in-person event with local TRU groups to provide information
about point of sale. A rally, picking up cigarette butts, table at tobacco holiday event, etc.

Letter to the Editor (LTE)
Using the LTE template in the toolkit, this can be submitted to local newspapers with information about
point of sale and advocating for policy change.
•

A great option is to use local physicians, enforcement officers or community gatekeepers to submit

•

This template can also be used and adapted for youth to submit to newspapers as well
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Events
Events can be used to gather youth or adult advocates to bring awareness to point of sale.
•

Adult advocates
•

•

Work with community partners to develop the event (rally, press conference, etc.)

Youth Advocates
•

Work with youth to develop an in-person event with local TRU groups to provide information
about point of sale. A rally, picking up cigarette butts, table at tobacco holiday event, etc.

Social Media
Sample social media postings in toolkit can be posted and adult and youth advocates can share and
retweet on their personal platforms

HOW PACT CAN HELP
The Pennsylvania Alliance to Control Tobacco (PACT) is available to provide technical assistance at
any point during your work with this initiative. Please contact PACT with any requests or questions.
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