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Introduction 

• In a 1984 report, RJ Reynolds said that the “renewal of the market stems almost entirely from 18-year-old 
smokers,” and the tobacco industry still heavily markets their products to youth and minorities. 

• From 1999 to 2008, tobacco manufacturers spent 92% of their marketing expenditures ($110 billion) on 
advertising in retail stores, also known as point of sale (POS) advertising.  In Louisiana, $223.7 million is 
spent on promoting tobacco products each year. 

• For the 2012-13 fiscal year, TFL funded 12 grantee organizations throughout the state to educate youth 
aged 11 to 17 about tobacco company marketing tactics and the dangers of tobacco, and engage them in 
tobacco control advocacy. 

• TFL Evaluation staff provided a Samsung tablet and survey software for each grantee to use for the data 
collection period. 

 

Methodology 
Activity 1: Data Collection 

• To measure the amount of tobacco advertising that a typical youth is exposed to on a daily basis, youth 
from each organization surveyed tobacco marketing in stores in their community. 

• From a list of all active tobacco licenses in the state provided by the Louisiana Office of Alcohol and 
Tobacco Control, TFL randomly selected 84 stores for each grantee to visit between October and March.  

• The store surveys documented the number of tobacco advertisements located inside and outside of the 
store, the content of these ads, the types of tobacco products advertised and sold, and if the ads or products 
were located in places visible or accessible to youth, such as near candy or toys or at child’s eye level 
(under 36”). 

Activity 2: Advocacy 

• Youth also conducted advocacy activities to raise awareness about tobacco 
advertising targeting youths, including writing letters to the editors of local 
newspapers and meeting with local elected officials. 

• In the spring, each grantee held a town hall meeting with elected officials and media 
outlets to share the results of the surveys, educate attendees about tobacco marketing 
towards vulnerable populations, and advocate for stronger restrictions on 

 
Challenges & Recommendations 

• Scheduling.  In addition to school-day schedules and after school activities, the only days available for data 
collection are the weekends.  Future iterations of the project will require schedule planning in advance. 

• Number of stores visited and distance traveled.  Some grantees traveled up to an hour drive to survey all 
assigned stores.  Going forward, a maximum radius of 30 miles from the organization will be established 
and the number of required stores reduced. 

• Backup data collection plan.  Some grantees experienced technical issues with the tablets and survey 
software or felt uncomfortable carrying the new tablets in some areas.  TFL staff developed a paper version 
of the survey for use in these situations. 

• Youth participants. Youth that were not invested in the project had difficulty producing quality work. 
Guidelines for recruiting youth and organizations will be developed to place priority among those with a 
passion and interest in this project. 

• Keeping youth engaged in advocacy activities.  For the most part, youth participated in either data 
collection or advocacy – not both.  While the data collectors enjoyed surveying stores, the other youth felt 
that they did not have enough to do.  Future iterations of this project should have a more robust set of 
required activities that spans the duration of the project. 

• Public speaking.  For many of the youth, the town hall meeting was their first experience with public 
speaking.  Preparing for this event is a great opportunity to build and practice presentation skills. 
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