
 

 
 
 

The Point of Sale Problem in Numbers 

In New York there are approximately… 
• 21,130 tobacco retailers, at least a third of which are convenience 

stores.1 
 
Nearly all convenience stores sell tobacco products. 

• 91 percent of convenience stores sell tobacco products.2 
• 55 percent of all tobacco sales are made at convenience stores.3

 
Virtually all tobacco retailers display tobacco marketing.  

• 100 percent of tobacco retailers display cigarette advertisements inside 
their store;4 convenience stores are significantly more likely to exhibit 
multiple types of tobacco marketing.5  

• 83 percent of convenience stores display interior price promotions.6 
• 96 percent of the tobacco industry’s total $9.45 billion marketing budget 

is spent on retail marketing (in stores).7 
 
Youth are highly exposed to tobacco marketing in convenience stores. 

• 48-70 percent of youth visit convenience stores at least once a week.8 
• 84.8 percent of high schoolers in New York reported awareness of 

tobacco advertising in stores in 2014.9

 
Tobacco marketing is a cause of youth tobacco use initiation. 

• In one study, 11-14 year olds who visited convenience, liquor, or small 
grocery stores at least twice a week were more than twice as likely to 
begin smoking as those who rarely visited such stores.10 

• 3,800 youth under 18 years of age smoke their first cigarette each day in 
the United States.11 

• 99 percent of adults who are daily smokers begin by 26 years of age.12 
• 88 percent of adults who are daily smokers begin by 18 years of age.13  
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