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Zoning Ordinances to Limit Advertising
Reducing advertising is an easy solution to make our community a more desirable place to live and visit and, at the same time, decrease the influence of the tobacco industry on our children. 

Contrary to their highly publicized efforts to reduce underage tobacco use, tobacco companies spend millions of dollars annually to mount aggressive advertising campaigns to hook new customers.

By limiting our children’s exposure to slick and persuasive tobacco advertising, we will help reduce their temptation to try what tobacco companies label as “adult only” products.

· The tobacco industry still bombards youth in California with images of adult tobacco use, which significantly influence youth as they “aspire up” to their older role models. According to the most recent numbers, the tobacco industry spends an estimate $2.3 million per day marketing in California alone. That is more than $1,500 every minute.

· Unlike other state public health education programs (such as breast cancer and AIDS), California’s anti-tobacco program faces an unrelenting and well-funded opponent: the tobacco industry.

· Even though the 1998 Master Settlement Agreement between the tobacco industry and the state attorneys general has limited tobacco advertising, the problem is far from solved. In 1999, U.S. tobacco companies spent 22.4 percent more on advertising and promotions than the previous year (prior to the Agreement). The spending was the most ever reported to the Federal Trade Commission (FTC).

California law already restricts storefront advertising to cover no more than one-third of exterior windows at retailers selling liquor. Our community must not only enforce this law, but consider reducing even further the percentage of window advertising allowed. 

· Littering our communities with in-your-face advertising and sidewalk “sandwich” boards is not only unattractive, it’s distracting and oftentimes dangerous.

· On-the-street product advertising should be minimized to help reduce accidents and rid our community of unnecessary visual pollution.

· In-store retailer advertising should mean just that. Keep product advertising inside the store—off the sidewalks, off the buildings, and off the windows.

· Covering storefront windows with advertising is both ugly and dangerous. Storefront advertising obstructs the view by law enforcement when policing retail establishments.
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