[image: image1.jpg]\Pr. ecting children from fobacoo

D

/]




*  Claims are taken from public statements or submissions by retailer organisations to public inquiries in Australia or overseas.

Myth #1 
Putting tobacco out of sight in shops will hurt retailers by costing “thousands” of dollars in new shelving - jobs will be lost and shops will close

FACTS:

· There is no robust evidence that shops have been forced to close because of out-of-sight policy. Ministry of Health in Saskatchewan, Canada confirms no negative trade impact.
 Same result in Ireland.

· General shops unlikely to lose trade as customers spend less on tobacco but more on other consumables.

· Other product manufacturers, such as confectioners, currently pay retailers for premium display locations.
  These could be expected to compete for coveted prime locations monopolised by tobacco companies.

· Market share should remain the same as a total display ban ensures a level playing field among retailers.
· Health savings from reduced smoking and uptake will far outweigh minimal costs.

· Claims of “many thousands of dollars” in new shelving costs not realised in the UK
, Canada or Ireland. 

· Maintaining shop fittings is an ongoing cost, known to be subsidised by tobacco companies.

Myth #2   
Ending display is unnecessary regulation, since there is no evidence to show tobacco displays increase youth smoking or sales

FACTS:

· Research evidence confirms retail displays predispose children towards smoking, and make them more likely to experiment with tobacco products.
 
· Research also shows tobacco displays a key factor in undermining quit attempts by “impulse purchases”.
 Many smokers buy tobacco on impulse
 - sales lost “when stock is not available or cannot easily be seen...” 
 

· Tobacco companies see Point Of Sale (POS) display as a key merchandising tool
 - making brands “more visible on the shelf… more chance of grabbing the attention of the consumer and of being purchased.” 

· POS displays boost tobacco sales by 12 - 28%
 - aiming to “increase total… sales, not just market share.” 

· “Halo effect”: “positioning of tobacco with other commodities conveys subtle associational meanings.” 
  

· Inconsistency between retailers claiming display does not encourage increased purchase or use – but at the same time that removal of display would cause them financial harm. 

Myth #3
  Display is “not the same as advertising” 

FACTS:

· Tobacco companies admit that point of sale display, just like other advertising, aims to promote recognition and interest, and “stimulate trial purchase and re-purchase.” 
 

· Retailers have been given strategies to "maximise sales" of tobacco products centring on importance of POS.
   Tobacco companies and retailers both use incentives if allowed, to push demand through display.

Myth #4 
Tobacco is “legal” and retailers have a right to sell legal merchandise to adults

FACTS:

· Many other legal products, such as pharmaceuticals, are stored out of view and in plain packaging. Other drugs of addiction are kept in locked safes. Prescription drugs offer public benefit but are sold only from behind counters in licensed pharmacies with professional support.

· A major problem is indeed that tobacco is seen as “normal” by children – because of shop displays.
 

· Tobacco cannot legally be sold to children, yet over 140,000 Australian secondary school students are weekly smokers - 23% reporting they were illegally supplied their last cigarette by a retailer.

Myth #5
Restricting display will interfere with brand choice
FACTS:

· 80% of smokers know their brand and are not influenced by displays. 

· Brand switching is uncommon in long term smokers (usually 10% or less); cigarette displays may help to recruit younger starters more likely to try a variety of brands during experimentation.

· Out-of-sight tobacco still allows buyers to see brand names and prices in plain text.

Myth #6
Tobacco is good for the economy – earning $9.3 b a year and delivering over $6b to government in tobacco excise duties 

FACTS:

· This myth was shattered by a comprehensive report showing the tobacco industry costs the Australian economy far more than it’s worth
: over $31 billion a year, several times its excise revenue. 
· The annual cost to our hospital system alone is almost $700 million.
  Over 750,000 hospital bed days, 8% of them children, were occupied by patients tobacco-related illness in 2004/05. 
 

Myth #7   
Putting  tobacco out of sight will endanger staff by making them turn or bend down in positions making them more vulnerable to theft

FACTS:

· No evidence that display bans have caused an increase in theft – e.g. from Iceland or Saskatchewan.

· Various options are available, including pull-out drawers which may actually reduce necessary movement.
· Since tobacco itself is a high theft risk, its removal from public view may improve safety and security. 
Myth #8
 Display bans would hide graphic packet health warnings

FACTS: 
· Some retailers have used redesigned shelves to conceal graphic warnings.
· Display restrictions and health warnings are two different issues – and both are necessary to reduce  demand and use of tobacco products.  
Myth #9
  Display bans are “paternalistic”, would diminish liberty

FACTS:

· No diminution of liberty is proposed as smokers are free to buy and retailers free to sell. 

· Precedents already exist as pharmacies, for example, sell many restricted health and medical products that are in plain packaging and stored out of sight.
Myth #10   
Out of sight tobacco will increase illicit trade and smuggling

FACTS:

· Under this policy, retailers are permitted to sell exactly the same products as before, and provide the same information – so there is no reason why more people would go elsewhere.

· Ireland’s Office of Tobacco Control found “no evidence that display bans have led to increased smuggling.”
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