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Tobacco industry tactics
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Introduction
· Carolin Frias

Senior at Lynn Classical High School

· Anna Martinez

Sophomore at Lynn English High School

Members of the Girls Inc. of Lynn chapter

of the statewide 84 Movement
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The 84 Youth Movement
· The 84 represents the 84% of Massachusetts high school students who don’t use tobacco.

· There are over 80 chapters of The 84 Movement throughout the state.

· The 84 is a program of the Massachusetts Department of Public Health.
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What we’ll tell you about today…
· Why we care about tobacco in our community

· How the tobacco industry uses three main  tactics to hook kids on their products:

· Packaging

· Availability

· Price

· What we’re doing to fight these tactics
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Adolescents are especially harmed by tobacco.
Tobacco changes the adolescent brain.

· Tobacco use changes the pathways of the brain and interferes with normal development.

· Adolescents who start to smoke are more likely to become addicted to nicotine and to smoke more than adults who start to smoke.
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Adolescents are especially harmed by tobacco
Nicotine produces structural and chemical changes that may lead to:

· Future alcohol and other drug addiction

· Panic attacks

· Depression
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Tobacco industry tactics
The industry depends on youths’ impulse buys.
· Adolescents’ brains are structured to encourage experimentation and to gather experience.

· The industry encourages impulse buys through three tactics…
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Tobacco industry tactics
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· Packaging

· Availability

· Price
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Packaging is confusing.
Gimmicky packaging makes tobacco seem harmless and fun...

…and encourages impulse buys.

[Photos]: Comparing harmless products such as gum to packaged tobacco products with captions such as ‘so pretty1’, ‘lip balm or tobacco?’ and ‘mints or tobacco?’
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Packaging is confusing.

Would you guess these are tobacco products?
[Photos]: Showing various packaged tobacco products
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Packaging promotes flavors.

Flavored tobacco products:

·  Use flavors familiar or appealing to kids

·  Disguise the bad taste of tobacco
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Tobacco industry tactics
· Packaging

· Availability

· Price
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Tobacco is available everywhere.
· Tobacco is sold in convenience stores, gas stations, supermarkets… even in pharmacies!

· This availability sends the message that tobacco is normal and fine.

….and availability leads to impulse buys
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Tobacco is available everywhere.
· So many venues makes it difficult to control products and enforce laws—whack-a-mole!

· Responsibility lies with tobacco companies: As long as tobacco companies continue to target young people with cheap, attractive products, young people will get them.
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Schools and tobacco retailers in Lynn
[Map]
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What’s available to kids
in your community?
· Look in stores.
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· Ask young people!
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Tobacco industry tactics
· Packaging

· Availability

· Price
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Price is the most important tactic.

A package of Marlboro Reds cost $8.91 in Boston in 2009.
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Vs

3 cigars purchased for a total of 75¢ (25¢ each) in Boston before a citywide packaging ordinance in 2012 banned the sale of single cigars under the price of $2.50. 
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Local pricing survey
by Girls Inc.’s 84 Chapter
· Collected views on local pricing and packaging of blunt cigars, tip cigars, and cigarillos

· Youth from Girls Inc. conducted brief “person on the street” surveys of 117 adults and youth in Lynn

· Interesting findings:

· 98% of the youth surveyed thought that the average high school student could easily afford these tobacco products

· Smokers and youth were more likely than nonsmokers and adults to have noticed these cheap products in stores.
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Price increases are effective
· High price is the most effective way to reduce youth tobacco use.

· Each 10% increase in price leads to a 7% reduction in youth smoking.*
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Price increases are effective.
[Graph]: Number of Cigarette Packs Sold in Massachusetts
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Price increases are effective.

[Graph]: Other Tobacco Products Use by High School Students in MA
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Price is the most important tactic.
· Singles or mini-packs are cheapest products.

· Dissolvables and chew are still much less expensive than cigarettes

· Cheap products encourage impulse buys.
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What are young people doing to fight Big Tobacco?
· Educating our friends!

· Becoming active in our communities:

· 2009: Social Norms Media Campaign

· 2010: Other Tobacco Products Survey

· 2011: Community Norms Surveys on tobacco pricing

· 2012: Community Mapping…

…and presented this information to our Board of Health to promote policy change!
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What can you do?
· Talk about this—tell your friends!

· Support statewide policies that fight the tobacco industry’s tactics

· Support local policy actions, such as:

· Ban on sale of single cheap cigars (packaging/price)

· Ban on sale of tobacco in pharmacies (availability)

· Strengthening youth access regulations (availability

Slide 26:

Make Smoking History

