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 ALL Together Aims 

 Review Procedures and Purpose

 Results of Scan/Data

 Using the Information

 Next Steps and Future Recommendations



 ALL Together is the Substance Misuse Workgroup of the Public Health 

Council of the Upper Valley

o Community resource for prevention

o Intervention

o Treatment

o Recovery

o Advocacy of substance misuse and suicide



 Environmental Scan

o Observe advertisement methods, placement in stores, items for sale

o Helps identify current culture around alcohol/tobacco in the Upper 

Valley

 NH Only

o 9 Towns in New Hampshire

 Simply observational

 Standard survey template

 5-10 minutes per store



 Tobacco:

o On counters

o Next to toys, candy, energy drinks 

o Displayed down low

 Alcohol: 

o In the same cooler as non-alcoholic drinks

• Near energy drinks

o Near products that would promote drinking games

 Advertisements/Displays: 

o Below 3 feet

o With cartoons, celebrities, stars 

o Themed

o For alcohol that could be confused as non-alcoholic



 With the information collected, the data helped create a 

picture of the environment around tobacco and alcohol 

advertisement and sales in the Upper Valley

 45 stores observed

o West Lebanon

o Lebanon

o Orford

o Piermont

o Hanover

o Canaan

o Grantham

o Enfield

o Plainfield 
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73%

29%

41 (91%) of the stores sold alcohol



Out of Eyesight 

, 11, 27%

Within Eyesight 

(different 

cooler), 13, 

32%

Same Cooler, 

17, 41%

Alcoholic Beverage Proximity to Non-Alcholic Drinks (n=41)
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https://youtu.be/ERS-jM85QpY
https://youtu.be/ERS-jM85QpY


Placed Near Candy, 

Toys, Kids Beverages, 

7, 17%

On Counters, 14, 

35%

Behind POS, Away 

from Other Products, 

19, 48%

Tobacco Product Placements In Stores (n=40)
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77%







 Aim to reduce advertisements both outside stores and at POS

o Address “small wins”

• Things that they can easily do to improve the environment around 

tobacco/alcohol advertising in their stores 

 Advocate for Policy Changes

o Limitations on Outdoor Advertisements

o Limitations on Point of Sale Advertisements

o Of note!... Possession of Tobacco Products from 18 to 21 (Senate Bill 

545)


