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Table 1. Select Sociodemographic Characteristics, Smoking Behaviors, and 
Cessation Behaviors and Intentions of Current Smokers (N = 9,045)

Category n Weighted %

Gender Male 3,649 55.1

Female 5,396 44.9

Age 18–34 1,187 34.6

35–45 3,640 45.2

55+ 4,147 20.2

Race/Ethnicity White, non-Hispanic 6,132 52.2

Black, non-Hispanic 1,560 22.0

Hispanic   686 19.8

Other, non-Hispanic   551  6.1

Education Less than college graduate 7,161 86.2

College graduate 1,856 13.8

Health insurance No insurance 1,725 30.4

Insurance 7,292 69.6

Employment status Employed 4,023 50.3

Unemployed 1,126 17.2

Out of labor force 3,849 32.5

Poverty status Below poverty level 1,738 32.3

At or above poverty level 6,309 67.7

Smoking frequency Smokes some days 2,578 33.4

Smokes every day 6,467 66.6

Quit attempt in past 
12 months

Did not make quit attempt 3,974 39.1

Made quit attempt 5,035 60.9

Quit intentions Has no time frame 5,258 57.7

Has a set time frame 3,189 42.3

Figure 1. Frequency of Tobacco Promotion Use among 
Current Smokers (N = 8,003)*

*Excludes 1,042 cases that did not provide a response to the survey item about frequency of tobacco 
promotion use

This study examines the use of tobacco promotions and the extent to which tobacco 
promotion use varies by sociodemographic characteristics, tobacco use behaviors, 
and cessation behaviors and intentions in a diverse sample of adults nationwide. 
Data were drawn from a modified Behavioral Risk Factor Surveillance System (BRFSS) 
survey of adults residing in areas participating in the Centers for Disease Control and 
Prevention’s (CDC’s) Communities Putting Prevention to Work (CPPW) initiative. CPPW 
is a locally driven initiative supporting 50 communities to tackle obesity and tobacco 
use. More than 50 million people—or one in six Americans—live in a city, town, 
county, or tribal community that benefits from this initiative. Findings from this study 
highlight disparities in tobacco promotion use and could inform community strategies 
to reduce the influence of promotions. These findings can also serve as a baseline for 
future studies to determine the extent to which tobacco promotion use varies over 
time as a function of community participation in tobacco-related CPPW efforts. 

 ■ The tobacco industry uses an extensive array of marketing and promotional 
strategies to entice consumers to purchase tobacco products, including multipack 
or “buy-some-get-some”-type deals, “dollars-off” or “cents-off” pack or carton 
purchase promotions, and mailed and online promotional materials. 

 ■ In 2008, the five major U.S. cigarette manufacturers spent $9.9 billion on 
advertising and promotions—nearly a 50% increase from the previous decade. 
The majority (72%) of these expenditures were for price discounts paid to cigarette 
retailers or wholesalers to reduce the retail price to consumers (often reflected in 
dollars-off or cents-off promotions) (FTC, 2011).

 ■ Previous literature suggests that tobacco advertising and promotions dispropor-
tionately target racial and ethnic minority and low-income populations (Altman 
et al., 1991; Balbach et al., 2000; Feighery et al., 2008; Hackbarth et al., 1994; Laws 
et al., 2002; Luke et al., 2000; Muggli et al., 2002; Wildey et al., 1992). However, few 
studies have examined actual use of tobacco promotions, and findings have been 
mixed (White et al., 2006; Lewis et al., 2004). 

Data: Data were drawn from a modified version of the Behavioral Risk Factor 
Surveillance System (BRFSS), a cross-sectional telephone survey of civilian, 
noninstitutionalized adults, providing annual estimates of health risk behaviors, 
preventive health practices, and health care access. From September 2010 through 
February 2011, the first wave of a modified community-focused BRFSS was 
administered as part of CDC’s CPPW initiative (N = 80,164). The survey was fielded 
in 49 of the 50 CPPW communities, with follow-up data collections planned for the 
following year. A subset of 37 CPPW communities (N = 62,187) collected data for the 
survey module item assessing frequency of tobacco promotion use. 

Study Sample: Our analysis was limited to current smokers in CPPW communities that 
collected data for the survey module item assessing frequency of tobacco promotion 
use (N = 9,045). Smoking status was defined by having smoked at least 100 cigarettes in 
the respondent’s lifetime and currently smoking cigarettes “every day” or “some days.” 

Key Outcome Measure: Frequency of tobacco promotion use was measured by 
the following question: “About how often do you take advantage of promotional 
offers such as ‘dollar off’ or ‘two-packs-for-the-price-of-one’?” We dichotomized the 
frequency of promotion use measure into “Every time you see one” or “Often” vs. 
“Sometimes” or “Never.”

Analysis: We considered differences in use of promotions across various demo-
graphic groups as well as by measures of smoking behavior, including cessation 
behavior and intentions. We then conducted a multivariable logistic regression 
analysis to predict use of promotions “Every time you see one” or “Often” as a function 
of selected independent variables. Analyses were performed using Stata (12.1) 
(StataCorp, 2011) complex survey design estimators that account for sample weights 
to provide representative results for adults in the CPPW communities. 

Figure 2. Percentage of Respondents Who Reported Using Tobacco Promotions 
Often or Every Time, by Select Characteristics 

*p < 0.05; **p < 0.01 NOTE:  Chi-square tests of independence were conducted to detect differences in using promotions “Often” or “Every time” 
vs. “Sometimes” or “Never,” by each selected variable. 
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 ■ More than half of smokers (57.6%) take advantage of tobacco promotions. Among 
those who use promotions, 40.8% do so at every opportunity. 

 ■ We identified adults aged 18 to 34, white, non-Hispanics, those with less than 
a college degree, and everyday smokers as being more likely to use tobacco 
promotions often or every time. 

 ■ In contrast with prior studies demonstrating that females were more likely to use 
tobacco promotions than males, promotion use was not significantly associated 
with gender among this sample. 

 ■ Quit intentions and having made a quit attempt in the past 12 months were not 
significantly associated with tobacco promotion use.  However, findings from 
a separate analysis (Homsi et al., 2012) indicate that frequent use of tobacco 
promotions was associated with a decreased likelihood of making a quit attempt 
among smokers living below the poverty level, but not among those living at or 
above the poverty level.  

Tobacco industry documents suggest that tobacco promotions were designed to 
target groups that have been shown in prior research to be price-sensitive (e.g., 
young adults, more frequent smokers) (Chaloupka et al., 2002). Tobacco promotions 
may serve as a market segmentation strategy, effectively lowering the cost of 
tobacco products for these price-sensitive groups who may otherwise quit, smoke 
less, or switch brands due to high prices (Pierce et al., 2005). Findings from this 
study align with prior research suggesting that tobacco promotions are reaching 
key tobacco industry target audiences, in particular younger adults and everyday 
smokers (White et al., 2006), as well as those with lower educational attainment. The 
relatively high smoking prevalence among those with lower educational attainment 
and weakening rates of decline in smoking among younger adults (CDC, 2011) 
highlight the need for effective, sustained tobacco control strategies targeting 
these vulnerable groups. 

The Family Smoking Prevention and Tobacco Control Act of 2009 established several 
measures to restrict price discounting, including prohibiting mail-order coupon 
redemption and disallowing non-tobacco product giveaways with purchase of 
a tobacco product. In addition, the Act maintains the authority of local and state 
governments to further restrict the sale, distribution, and marketing of tobacco 
products (FDA, 2012). Increasing the price of tobacco products has been shown to 
be an effective strategy for reducing tobacco use among adults and adolescents 
(Hopkins et al., 2001). Local and state policies to limit the availability of tobacco 
promotions could work in tandem with evidence-based pricing strategies to make 
tobacco products less appealing, particularly among younger adults, everyday 
smokers, and those with lower educational attainment who disproportionately take 
advantage of tobacco promotions. 

5. Key Findings at a Glance

6. Discussion
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Table 2. Results from Multivariable Logistic Regression Analysis: Association between Using Tobacco 
Promotions Often or Every Time and Select Characteristics

Covariate OR (CI)

Sex (ref = female)

 Male 0.84 (0.59–1.20)

Age (ref = 18–34)

 Age 35–54 0.63* (0.41–0.96)

 Age 55+ 0.39** (0.25–0.60)

Race/Ethnicity (ref = white, non-Hispanic)

 Black, non-Hispanic 0.59* (0.36–0.97)

 Hispanic 0.51* (0.28–0.91)

 Other/multi, non-Hispanic 0.87 (0.48–1.59)

Education (ref = less than high school, high 
school, or some college)

 College graduate or more 0.53** (0.36–0.77)

Has health insurance  
(ref = does not have health insurance)

0.84 (0.56–1.26) 

 

Covariate OR (CI)

Employment (ref = employed)

 Unemployed 1.07 (0.62–1.84)

  Out of labor force  
(retired, homemaker, student,  
or unable to work)

0.75 (0.48–1.17)

Poverty status (ref = at or above poverty level)

 Below poverty level 1.44 (0.91–2.29)

Smoking frequency (ref = smokes some days)

 Smokes every day 1.86** (1.19–2.92)

Made quit attempt in past 12 months  
(ref = did not make quit attempt)

1.00 (0.69–1.45)

Has a time frame in mind for quitting (quit 
intentions) (ref = does not have a time frame)

0.93 (0.63–1.36)

*p < 0.05; **p < 0.01 NOTE: OR = odds ratio; CI = 95% confidence interval
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