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TOBACCO PRODUCT DISPLAYS ARE A TYPE OF  
POS ADVERTISING

Tobacco product displays at the point of sale are an important means for 
the tobacco industry to advertising its products.

• Tobacco companies rely on tobacco pack design as a critical form of 
marketing. The companies exploit all elements of packaging, including 
the construction, outer film, tear tape, inner frame, pack inserts and 
onserts, branding information, and color scheme.3

• The tobacco industry uses contracts and monetary incentives with 
retailers to ensure prime placement of their products at the point of 
sale.4,5

• Elaborately designed product displays attract attention to packs by using 
a variety of materials (such as acrylic) eye-catching illumination (such as 
backlit lightening) and color arrangements. Prominent displays typically 
located behind the cash registers (referred as “power walls”) are used to 
create an outstanding impression.

• Tobacco product displays normalize smoking and allow the tobacco 
industry to communicate with non-smokers, ex-smokers and established 
smokers.6

POS TOBACCO PRODUCT DISPLAYS INCREASE  
YOUTH EXPERIMENTATION AND INITIATION

Tobacco product displays at POS expose youth to pro-tobacco messages 
and create positive attitudes toward tobacco products and brands. 

• Tobacco products are often placed near candy and children’s items and 
at children’s eye level, encouraging children to see them as harmless 
everyday items.7,8,9

• A study conducted in the United States estimated that requiring cigarette 
packs to be kept out of sight could reduce adolescents’ exposure to 
cigarette brand by as much as 83%.10

Many countries have banned tobacco advertising, promotion and sponsorship (TAPS) in the traditional media 
channels. Some of these laws also include the prohibition of marketing at the point of sale (POS). However, laws 
banning POS advertising do not always include language to ban displays of tobacco products at POS. As a result, 
the tobacco industry has increasingly used tobacco product displays at POS to market its products. 

Article 13 of the WHO Framework Convention on Tobacco Control (FCTC) and its Guidelines require a comprehensive 
ban of all TAPS, including POS tobacco product displays.1,2 Tobacco product displays weaken the effectiveness 
of tobacco control laws that ban tobacco advertising, promotion and sponsorship and expose the population to 
tobacco industry marketing tactics intended to increase the sale and consumption of tobacco products.

TOBACCO ADVERTISING, SPONSORSHIP AND PROMOTION 
Point of Sale Tobacco Product Displays

EXPOSURE TO POS 
TOBACCO PRODUCT 
DISPLAYS:

• Influences youth smoking 

• Promotes the social acceptability  
of tobacco products 

• Increases impulse tobacco 
purchases

• Undermines quitting attempts

A backlit POS cigarette display in Ukraine.

POS Display
Exhibition of tobacco product packages 
at any location where tobacco products 
are sold. This includes any exhibition 
that is visible from inside or outside the 
retail venue.
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Studies have consistently found strong associations between 

exposure to POS tobacco product displays with smoking 

initiation, susceptibility to smoking, and intentions to smoke 

among youth.11

• A study in England found that exposure to and awareness of 

POS tobacco displays and brands in displays are associated 

with smoking susceptibility, especially in small shops.12

• A study in Norway found that younger respondents were more 

likely than older people to say that tobacco product displays 

tempted them to buy cigarettes.13

• A study in New Zealand showed that a greater exposure to POS 

tobacco displays increased the likelihood of experimenting 

with smoking and current smoking.14

POS TOBACCO PRODUCT DISPLAYS  
MAKE IT HARDER FOR USERS TO QUIT

POS tobacco product displays encourage impulse buying among 

people who are trying to quit.

• A four-country study found lower levels of impulse buying in 

Canada and Australia, where tobacco displays are banned, than 

in the US and UK, where tobacco displays were not banned at 

the time of the study.15

• Interviews with former smokers in New Zealand found that 

tobacco displays caused them “physical and emotional 

cravings” that made quitting smoking more difficult.16

BANS ON POS TOBACCO PRODUCT DISPLAYS  
ARE POPULAR

The public supports bans on tobacco product displays. 

• A study in Canada found that smokers had high levels of 

support (between 55% and 83%) for the removal of displays, 

and that smokers intending to quit were more likely to support 

bans on tobacco advertising and displays than those who were 

not intending to quit.6

• In New Zealand, a study conducted among Maori smokers 

found a high level of support (68%) for a ban on tobacco 

product displays.17

IN THEIR OWN WORDS
British American Tobacco: “Tobacco 
products must be positioned so that 
they will be easily visible, readily 
accessible to shop assistants and 
displayed in such a way as to generate 
a strong impulse to buy.”22

Phillip Morris: “We should have 
Marlboro (and other PM brands) 
positioned in the store to take 
advantage of the impulse shopper... 
Where are the best spots for 
promotional offers, POS, etc.? We are 
after intrusive visibility.”23

Cigarette pack display at the point of sale in Colombia.

Lit cigarette pack display case in Brazil

POS display in Ukraine features cigarette packs and the 
colors associated with cigarette brands
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�� Tobacco product displays at the point of sale are an 
important means for the tobacco industry to advertising its 
products.

�� Exposure to POS tobacco product displays influences youth 
smoking, promotes the social acceptability of tobacco 
products, increases impulse tobacco purchases and 
undermines quitting attempts.

�� Article 13 of the WHO Framework Convention on Tobacco 
Control  and its Guidelines require a comprehensive ban of 
all TAPS, including POS tobacco product displays.
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POS PRODUCT DISPLAY BANS  
DO NOT HARM BUSINESSES AND ARE FEASIBLE

Studies have shown that POS display bans do not impose a burden 
on stores and even bring benefits. 

• An economic evaluation of tobacco sales before and after a ban on 
tobacco displays in Ireland showed no significant effect on store 
revenue one year after the ban was implemented.18 

• Compliance with POS tobacco product display bans has been 
consistently high in several countries, including Australia19, 
Ireland20, and Norway.13 

• Tobacco retailers in New Zealand stated that keeping tobacco 
products out of sight reduced theft, was not costly or inconvenient, 
and did not significantly affect store revenue.21

Cigar display at the point of sale in the United States.

A refrigerated display for “snus” (smokeless tobacco) in 
South Africa.

Cigarette "power walls" are highly visible.


