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TOBACCO AFFECTS ALL OREGONIANS

(BIG TOBACCO IS PREDATORY)
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Single Sentence

Tobacco affects your children, your
health, your pocketbook, your
environment and your community.
Tobacco affects you.



How we tell the story

Television
Grassroots/earned media
Social

Print

Radio

Out-of-home



Social Media

44,336 Reach
14,035 Video Views
108 Post Likes
7 Shares
2,586 21,938
Meet Midge Purcell, who is helping
the African American community in
Oregon push back against Big
Tobacco’s unhealthy influence
Oct ‘13 June 15 — 23,192 Reach
N 1,021 Post Likes
46 Shares
2013 Average Post Reach
234
2015 Average Post Reach s.z::zﬁ::;:zzzzzg,as o
19’665 CONSUMPTION BY 7 PERCENT,
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ARE AFFECTED BY TOBACCO 4‘*

. WHAT OREGONIANS 1
THE CHALLENGE: , ARE DOING: WHAT YOU CAN DO:

T * T
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oregon TAKING ACTION
TO MAKE THINGS BETTER

CONTACT US >

CHALLENGES TO ADDRESS TOGETHER

_ %E ADULT 27% OF BIRTH MOTHERS
e (0] 41, [c] use tobacco products. @
J: ; ThE IS 2?‘%, )
which is muc 30% | 28%2akercouny,

ALL TOBACCO higher than e s
RETAILERS the state 29% | 16% Oregon
sell at least one and national on| BT
type of flavored average. =
tobacco. - 1997 2001 2005

COMMUNITY
ACTION

The adult smoking rate has risen e ghhe "”Qber 0;
a t
FROM 14% TO 26% SINCE 1997. @ @ SmMo r:}sersw .

HIGHER THAN
I I THE NATIONAL

2014 AVERAGES
for this age group.

TAKING THE FIRST STEPS TOWARD A HEALTHIER COUNTY

THE BAKER _ 8
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TAKING THE FIRST STEPS TOWARD A HEALTHIER COUNTY

T%EYBL?;(ERARRY . . &.\’

mEmElg%RC% MMITTEE
ALL PARKS IN i ssL T - -
BAKER CITY is working to assure a worksite focused on

: =L supporting clients and employees to be
‘are tobacco-free. t@'ggcco_f?ee_ RCY

BRIGHT SPOTS TO BUILD ON

The percent of 11th graders who smoke is
5 PERCENTAGE POINTS LOWER THAN
THE NATIONAL AVERAGE.

82 PERCENT BAKER COUNTY [LL!
of adult smokers
report no-smoking

: / NATIONAL AVERAGE
rules in their home.

HERE’'S HOW YOU CAN HELP

SEND A MESSAGE
TORIE ANDREWS
Tobacco Program Coordinator Your Name

Phone Your Email
(541) 523-8211

Email: Message
tdandrews@bakercounty.org
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SMOKEFREE

oregon TAKING ACTION
TO MAKE THINGS BETTER

CONTACT US >

TAKING LOCAL ACTION TOGETHER

COMMUNITY
ACTION

ALL 70 PARKS
in the Bend Parks and Recreation
i division are tobacco-free.

N 1._‘ <

TOPICAL ACTIVITIES

TAMMY BANEY

THE NUMBERS ARE IMPROVING

Ik

THINK AGAIN PARENTS

ALL COUNTY PROPERTIES
including the fairground are
tobacco-free.
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NEARLY 7 IN 10 RETAILERS have
tobacco products or advertising displayed
near candy or within 3.5 feet of the floor at

a child’'s eye level.
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BUT WE STILL HAVE WORK TO DO

NEARLY 7 IN 10 RETAILERS have
tobacco products or advertising displayed
near candy or within 3.5 feet of the floor at
a child's eye level.

Syeoarold 8 year old Adult Woman Adult Man

- 4,510 PEOPLE suffer
from a serious illness caused

by tobacco.

HERE’S HOW YOU CAN HELP

@ PENNY PRITCHARD

Tobacco Prevention Coordinator

71 PERCENT of tobacco
retailers have price promotions
for tobacco products.

TAYLOR JOHNSON

SEND A MESSAGE

Your Name

Phone

(541) 322-7481

Email:
penny.pritchard@deschutes.org

Your Emall

Message
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WHAT’S INSIDE THE STORE

FOR A YOUNG
PERSON, stepping
inside a convenience
store or gas station
mini-mart where most
cigarettes are sold can
be an overwhelming
experience.f The aisles
are lined with brightly-
colored products—soda,
snacks, small tays—in
shiny, eye-grabbing

packages.

FIND OUT WHAT YOU CAN DO: SMOKEFREEOREGON.COM

Tucked in with the candy and toys are a wide variety of tobacco and
nicotine products. These include conventional cigarettes; smokeless
products such as chew, snus, tiny orbs and dissolvable sticks and strips;
electronic cgarettes; and inexpensive little cigars and cigarillos, which

often are sweetened and packaged in kid-friendly flavors and colors.

All of these products contain nicotine, the addictive drug found in
conventional cigarettes. But many of them look like candy—in small, bright
and colorful foil wrappers—and sometimes are displayed within arm's reach

of the real candy, gum and other products kids like.

NEARLY S IN 10 NEARLY 8 IN 10
stores that sell tobacco stores that sell tobacco
sold little cigars or cigarillos. sold electronic cigarettes.

The tobacco industry pays store owners to strategically place these
products in places where young people can't help but see them,® and
studies have shown that this exposure increases the likelihood that a child

will experiment with tobacco orstart using it.®
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Try Cool
Winter!
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JUST THE FACTS

AN OVERVIEW OF OREGON DATA PRESENTED IN THIS REPORT

FLAVORED TOBACCO

= Excluding menthol cigarettes,

about 9 in 10 (93%) stores that sell

tobacco sold at least one type of
flavored tobacco product.

Including menthol clgarettes, nearly

all (98%) stores sold at least one

type of flavored tobacco product.

Nearly all (95%) stores sold menthol

cigarettes.

= Among stores that sold cigarillos or
little cigars, about 9 In 10 (93%) sold
flavored little clgars or cigarillos.

= Among stores that sold electronic
cigarettes, about 8 in 10 (84%) sold
flavored electronic cigarettes.

* Among stores that sold smokeless
tobacco products, about 9 1n 10
(93%) sold flavored, smokeless
tobacco products, such as chew,
snus, orbs and dissolvable sticks
and strips.

« Among stores that sold large
cigars, nearly 4 In 10 (36%) sold
flavored large cigars.

STORE

CHARACTERISTICS

= Nearly 32 In 4 (73%) stores that sell
tobacco In Oregon accepted SNAP
(food stamps, EBT) and about
1in & (20%) accepted WIC.

1 Estrmate dernved from Federal Trade Commission reports. March 2015, hitps: fwasw oo gosinews-everts!
pre: F01ER03ic-ral ports-A0T2-cigsl inbacco-salms

2. Or=gon Heakh Buthonly. 2013, Ripsfpublic health oregon gowPrevent icniieline ssiTobaccoPreventlon!
Decumenistobaccn fects’tosis_of tobecco.pdf

3 Oregon Hesbkh Authonty, 2013, hitpsibublic heaith.cregon gowDisszsesCondrionsChronicDisesse/
DetaRepors/Documerts/datatabl=sf0RAnruelOHT_Tobacco.pafl

4 Ceniers fior Diseese Comrol and Prevention. 2012, fitpcfsas cdc.gosfiobaccofdata_stailsiics S g 20127
consumer_bocklet/pdfsfconsumerpdf

5 Federsl Trade Commission reports. March 2015, FitpsSeww fic. gowinews-svertsipress-releaze s2 M0
fic-releases-repots- 2012-cigarette-smokeiess1obacco-salkes

PRODUCT AVAILABILITY

Stores that sell tobacco offer a

wide variety of tobacco products, In

addition to conventional clgarettes.

= Nearly all (97%) stores sold
non-menthol clgarettes.

= Nearly all (95%) stores sold
menthol cigarettes.

= 9 1n 10 (90%) stores sold
smokeless tobacco products.

= Nearly 9 in 10 (89%) stores sold
little cigars or cigarillos.

= Nearly 8 in 10 (78%) stores sold
electronic cigarettes.

= About 4 In 10 (41%) stores saold
large cigars.

PRODUCT AND

ADVERTISING

PLACEMENT

= 1in 4 (25%) stores that sell tobacco
displayed tobacco products within
12 Inches of products sold to youth
like toys, candy, gum, slushy or
soda machines, or ice cream.

= Nearly 1In 4 (24%) stores displayed
tobacco advertising within 3 feet of
the floor at the eye level of a child.

= Taken together, about 11n 3 (38%)
stores displayed tobacco products
or advertising in a manner that
appeals to children (near youth
products or at a child’s eye level).

& Oregon Hesith Authorty. Aprl 2014. hpfipublic.health.ormgon.gowDismasecConditions/!
Communicablelis mase DS um mary News| ette i Dooumems 204ioho5308. paf

7 Cour oorg. Hite: fcourt qéwhy-retal-iobs con -contral-mpartant

8 Campaign for Tosecoo-Free Kids, March 2012, weewiobaccofreskids orgomentfwhat_we dofindustry.

watchfstore_repon/deadiyaliznce_full_meportpdf
9 Center for Public Heakh Systems Science. 2004, mttp:ffcphss wustleduProductsDocumenks/CPHSS_
TOLC_20M4_PontofSalkeStrategies] pdf
10 Centars for Disease Control and Pravention. 2012, Fpy fsww.code gowkobecooddate_statistics!sgr/2012 /1
Chther estimates calcuaied from Oregorr courty lewel data coliecisd March 204 firough January 2015,

OUTSIDE

ADVERTISING

= 3In b (60%) stores that
sell tobacco had cutside
advertisements promoting
tobacco products.

SINGLE LITTLE
CIGARS OR
CIGARILLOS

= Among stores that sell little
cigars or cigarillos, nearly
9 in 10 (86%) sold them as
singles.

PRICE PROMOTIONS

= Mearly 8 In 10 (76%) stores
that sell tobacco had a price
discount for at least one
type of tobacco product.

PRICE

= The average cheapest
price of tobacco products
In stores that sell tobacco
ranged from $1.04 for a
single, flavored little clgar
or cigarilio to $10.11 for
one brand of disposable
electronic clgarette.
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Community engagement
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Treats for (iou.f kids...
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