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A Pilot Study of Retail ‘Vape Shops’ in the San Francisco Bay
Area

Andrea D Burbank?®”, Johannes Thrul®”, and Pamela M Ling?
aUniversity of California, San Francisco, United States

Abstract

INTRODUCTION—The use of electronic cigarettes or vape devices is increasing, and products
are evolving rapidly. This study assessed retail vape shops in the San Francisco Bay Area to
describe store characteristics, products offered, advertisements and health claims, as well as
employees’ perceptions of their customers’ demographics, and practices to support smoking
cessation.

METHODS—We conducted store audits of shops that exclusively sell vape devices with physical
addresses in San Francisco and Alameda counties (n=23, response rate 72%) and interviewed vape
shop owners/employees.

RESULTS—While all stores carried second and third generation vape devices, 83% of stores did
not carry first generation devices. Employees estimated the majority of their customers bought
devices for smoking cessation or to replace tobacco, and a small minority purchased for first-time
recreational use. Employees most frequently recommended dosing nicotine based on usual
cigarette consumption, adjusting doses based on “throat hit” or cravings, use of a second or third
generation e-cigarette, and encouraged customers to experiment and customize to “whatever works
for you” as smoking cessation advice.

CONCLUSIONS—Vape shops report a significant number of their customers are interested in
smoking cessation, and employees are giving smoking cessation advice. A subpopulation of
customers includes some nicotine novices. Studies of vape shops should include both observations
and interviews with employees in order to detect important informal practices that may differ from
posted signs or printed advertising. These practices include cessation counseling, product claims,
and custom discount prices or bargaining.
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INTRODUCTION

”owg

Electronic nicotine delivery systems (ENDS) (commonly called “electronic cigarettes”,
cigarettes” or “vapes”) are devices that aerosolize a flavored liquid (“e-juice”), usually
containing nicotine for inhalationl-2. The ENDS industry has grown rapidly in recent years,
with increases in sales and use by both adults and adolescents, with some industry analysts
projecting that ENDS will eclipse combustible cigarettes in the future (Figure 1)3. ENDS
have been estimated to be a $3.5 billion industry* which was unregulated until the FDA
extended its regulatory authority to include ENDS, effective August 8, 2016. Both ENDS
devices and delivery systems have rapidly evolved, and over 460 brands of ENDS and
>7,000 unique e-juice flavors were identified in 2014°. In addition, since 2007 ENDS have
evolved into three distinct product lines. First generation devices (“cigalikes”) resemble
combustible cigarettes, are commonly sold in convenience stores, and generally deliver less
nicotine than a combustible cigarette®’. Many first generation devices are disposable, and
sell for less than $10. Second generation devices (“eGos” or “vape pens”) are larger than
cigarettes, refillable, have easily assembled components, and are more frequently
rechargeable rather than disposable®. The nicotine delivery is more similar to a combustible
cigarette and the devices are commonly sold in kits’. Third generation devices (“mods”,
“rebuildables”, or “advanced personal vaporizers™) come in a large array of customizable
formats, generally including adjustable settings, stronger batteries or variable voltage for
increased nicotine delivery, and refillable tanks for e-juice®’. The proliferation of these
second and third generation vape devices is driven by online sales and specialty vape
shops®°.

Most studies of ENDS marketing have analyzed brand websites,>1%:11 and less is known
about the devices and e-juices for sale at vape shops, which are an increasingly important
part of the ENDS market. Vape shops typically offer different ENDS products than those
found in convenience stores, and seem likely to attract different consumers. A National
Institutes of Health sponsored workshop in 2013 prioritized research on safety profiles of
ENDS aerosol contents, physiologic effects, and “information on e-cigarette users”, “how
the devices are used”, “identification of the best tools to assess these measures”, and “factors
that drive use and influence patterns of use”12. Prior studies identified increasing numbers of
vape shops in the USA,8 and described consumer perceptions of vape shops based on Yelp
reviews!3. A few studies have surveyed vape shop owners’ attitudes and beliefs about vaping
and smoking cessation, messages to customers, and marketing practices,14-16 or conducted
naturalistic observations of vape shop customers!’. This previous research reported that vape
shop owners generally believe ENDS to be a safe source of nicotine,141° and compare it to
medical treatments!4. Vape shops have been shown to use print and social media marketing,
price discounts, specials, and loyalty programs to promote their products, as well as
targeting specific groups including college students and long term smokers!®. To expand the
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limited literature in this novel and rapidly changing research area,® we undertook a pilot
study of retail vape shops in the San Francisco Bay Area.

The study objective was to survey retail vape shops and vape shop employees in the San
Francisco Bay Area to describe store characteristics, products and pricing of devices and e-
juice, advertisements and health claims, vape shop employees’ perceptions of their
customers’ demographics, and what, if any, smoking cessation advice employees provide.

METHODS

Procedures

We sampled shops exclusively selling ENDS and not other tobacco products with physical
addresses in San Francisco and Alameda counties. Shops were identified using the online
directory of businesses, Yelp, employing an established search strategy that has been shown
to produce highly accurate search results'318, We used the search terms “vape shop” or
“vapor” paired with the location “Near: San Francisco, CA”. From Yelp we found 67 self-
identified ‘vape shops’ in San Francisco or Alameda counties and conducted in-person visits
between May 2015 and March 2016. A total of 35 stores were excluded (22 carried tobacco
products, 12 were out of business, and 1 was whole sale only). Of the remaining 32 shops
eligible for the study, 9 opted out and 23 completed assessments (response rate 72%).

Engaging Vape Shop Employees

Measures

While tobacco retail assessments are frequently performed without engaging store
employees, 1 vape shop assessments required more engagement with employees. Simple
price listings were often not available, as most ENDS sold in vape shops are customized for
individual consumers, which affects the price of the device. Vape shop employees were
knowledgeable about ENDS devices and e-juices, and expected to engage customers in
conversation as part of the sales process, making observations without engagement difficult.
During the time of this study, local ordinances restricting the sales and licensing of ENDS
were being debated publicly, so vape shop employees were suspicious of authorities,
including researchers. A casual, friendly and open-minded approach with prompt researcher
identification and respectful request for permission to interview encouraged participation.
Employees responded positively to reassurances that the researchers were not biased against
vape shops, stressing the importance of neutral research, queries about what research the
vape community would find valuable, offers to share study results with the vape shops, and
assurances of anonymity. All of the shops participating in interviews gave contact emails to
the research team to share study results.

Data were recorded on modified versions of the UIC Vape Store Observation Form and the
UIC Vape Store Merchant Interview Guide developed by Barker20:21, The measures assessed
aspects of the store (e.g., location, hours and days of operation, employees, amenities),
customers (e.g., demographics, motivation for product use), products (e.g., devices, e-juice,
price, discounts), and advertising (e.g., intensity, content). Prior to quantitative observations,
vape shop owners/employees were approached and invited to participate in the study, and
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those who agreed answered a series of open-ended questions (e.g., “How would you
describe the customers at your vape shop?” or “For customers who want to quit smoking,
what advice do you give?”). The presence of any of several themes expressed in the open-
ended responses (e.g., “Noncommittal, try everything, whatever works for you”, “Use a
2nd/3rd generation device”, “Customization by price point”, “Nicotine dose by number of
cigarettes/day”) were noted by the trained interviewer. The interviews were supplemented
with observational data (e.g., store hours, location of cash register, types of exterior store
advertising). Advertisements present in the shops were viewed, and the presence of themes
of particular interest (e.g., safety of ENDS, help to quit smoking) was noted, along with a
description of the advertisement.

For each question on the observation guide one response per store was recorded. Store
employees were asked the prices of different products in order to determine the price range
of products (lowest and highest) because prices were not always posted. For each broad
category of ENDS device (cigalike/disposables, e-Go or tank style, mods or RBA
[rebuildable atomizers]) employees were asked, “What is the price range?” For quantitative
closed ended questions (e.g., the highest and lowest price for a 2nd generation device) the
prices were recorded for each store, and the mean and standard deviation for each response
was calculated across the 23 stores. Employees at each store were also asked clarifying
questions (e.g., “How was that discount price calculated?”), because discounting and other
sales practices varied by store. Employees were asked, “Do you offer price discounts?” and
if they answered yes, were asked, “How often do you offer price discounts?” and “Typically,
on average, how much of a % reduction of the original retail price would this be?” These
questions did not elicit rich qualitative data amenable to formal qualitative analysis;
employees’ responses were recorded by the interviewer (e.g., “Buy 2, get the 3rd half off”),
and the response was later classified into a predetermined category (e.g., “Multi-unit
discount™). With regards to e-juice, in addition to prices and discounts, employees were
asked, “What percent of your revenue stream comes from e-juice sales?” and “How does this
compare with the preceding business year’s sales?”

The vape shop assessment tool used in this study was a pilot instrument that was still under
development and has not been formally validated. To facilitate improvement of the
instrument, all of the open ended responses were systematically reviewed by multiple
members of the study team, using a mutually agreed upon coding scheme to classify open
ended responses into categories. Any disagreements between members of the team as to how
a particular response should be classified were discussed to determine which category best
fit that response, or, for example, to consider if a new category should be added to the
coding scheme. All data were systematically reviewed and discussed with the aim to
elucidate the basis for disagreements, clarify the rationale for coding, or to improve the
coding instrument. Because all disagreements were discussed and resolved, formal blind
coding and intercoder reliability statistics were not calculated.
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Store Characteristics

Sampled vape shops were relatively new businesses; the longest running business had been
open for 4 years, and the median age of the businesses was 2 years. The shops were small
businesses with a median 3 employees per store (range 2-8). Several interviewees reported
being unpaid, concerned about store finances or “going out of business”, working for a
“friend” or “mentor”, or running a “hobby shop” for the owner’s entertainment. Most vape
shops were storefronts in plazas or malls; 2 standalone stores and 1 mall kiosk were included
in the sample. A school was visible from the front door of 3 of the vape shops.

Device Selection

E-Juice

All stores carried second or third generation vape devices, but 83% of stores (19/23) did not
carry first generation devices. The stores carried a median of 2 brands of 2nd generation
(range 0-4) and a median of 10 brands of 3rd generation devices (range 4-50), respectively.
The 2nd generation device brands most frequently named as best sellers were eGo (9 stores),
Kanger (5 stores), Aspire (5 stores), Joyetech (3 stores), and Vision (3 stores); the 3rd
generation device brands most frequently named as best sellers were Kanger (15 stores),
Sigelei (10 stores), Aspire (7 stores), and Joyetech (4 stores).

Aggregated over all 23 sampled stores, the average price of a 2nd generation ego-style e-
cigarette ranged between $32 (SD=16) (lowest) and $55 (SD=23) (highest). The average
price of a 3rd generation mod-style e-cigarette ranged between $81 (SD=37) (lowest) and
$441 (SD=679) (highest). In addition, store employees reported the types of discounts and
how frequently they applied discounts to the prices. Almost all stores (96%, 22/23) offered
discounts such as percentages off the final price, special offers to loyal customers or
students, or holiday specials. Bargaining was also commonplace. The average discount
employees estimated for the 22 stores offering discounts was 16% (SD=7) off the retail
price. The variety of vape devices and changes in devices over time was also reported to
drive sales. Employees posited that rapid technological adaptation, and “habitual mod
buyers” who became “addicted” to the technology were responsible for keeping device
profits up.

All stores sold pre-packaged e-juices and about a third (35%) also sold house brands. House
brands were made in a variety of ways, including being mixed on site at the store by
employees, made in a chemical laboratory with wholesale distribution, or requisitioned from
local bulk manufacturers and labeled with the store’s name. Average prices for a typical 15
ml bottle of e-juice ranged from $10 (SD=3) (lowest) to $14 (SD=4) (highest); house brands
were comparable with average prices ranging from $10 (SD=3) (lowest) to $11 (SD=3)
(highest). Similar to devices, the majority of shops (87%, 20/23) also offered discounts on e-
juice, mainly based on quantity (e.g., buy 2, get the 3rd 50% off) and the average discount
was 16% (SD=12). Stores sold a wide variety of different e-juice flavors and carried 97
(SD=83) on average.
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Nicotine content of the juices ranged from 0-24 mg/ml. Interviewees estimated 6 mg e-juice
was most commonly sold, and several commented that newer devices needed less nicotine.
Most stores offered free samples of e-juice (91%, 21/23); and the majority restricted the
samples to nicotine-free e-juice (57%, 13/23), while the remainder (35%, 8/23) offered free
samples containing 1-24 mg of nicotine. When asked to name the three top selling e-juice
brands, employees named a total of 40 different brands, 4 stores named their house brand in
the top 3 sales (4 stores) and other frequently mentioned brands of e-juice included
Cuttwood (10 stores), Suicide Bunny (4 stores), Lost Art (3 stores), OMG (3 stores), and
Ruthless (3 stores).

Employees reported customers were interested in new flavors of juice, and one employee
mentioned “honestly | think at least every store should be making at least 75% of their
profits from juice”. Consistent with this statement, when asked about the percentage of
revenue stream coming from e-juice sales, employees estimated that juice was responsible
for the majority of store revenue (median 70% of revenue over all 23 sampled stores) and
that this number was consistent with the previous years’ revenue (8/14 stores responding to
this sub-question).

On average, vape shop employees estimated 72% (SD=29) of their customers were
interested in smoking cessation or to replace tobacco, and only about 10% (SD=20) for first-
time recreational use. However, it was difficult for employees to readily identify if customers
were naive to nicotine or not. For example, employees at six shops described a subgroup of
customers referred to as “cloud chasers”. This subpopulation of 4-50% of customers were
young adult hobbyists “cloud chasing,” with a particular interest in the performance of
inhaling and blowing large clouds of aerosol or the technical aspects of vape devices. This
group included both current smokers transitioning from tobacco, and new enthusiasts just
“discovering nicotine”, or buying devices with nicotine-free juice to fit in with peers.

All of the store employees interviewed reported their customers were “all ages” and 16
stores estimated their customers included young adults in their 20’s. Stores were not asked
explicitly about minors, although when asked “Do you know of any local or state restrictions
on your shops?” 7 employees (30% of shops) mentioned knowledge of restricted sales to
minors. When asked for their opinion on the ideal ENDS regulatory structure, 5 employees
(22% of shops) said they did not approve of minors accessing e-cigarettes. Several were
skeptical that restrictions on vape shops would prevent minors accessing the products and
mentioned that minors were getting e-cigarettes online. A substantial number of stores
(41%, 9/23) had posted signs denying entry to minors.

In-store Advertising and Signs

Anti-tobacco industry or anti-smoking attitudes were present on signs in many of the audited
vape shops. A third of stores (7/23) had anti-tobacco signage (e.g., “No smoking, try
vaping.”) in interior and/or exterior displays. On observation 26% of stores (6/23) displayed
a health claim in interior or exterior advertising. The most common claims were for
effectiveness of e-cigarettes as smoking cessation aids (26%, 6/23) and the safety of e-
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cigarettes (9%, 2/23), or indicating that vaping was healthier than smoking (Figure 2).
Several stores (22%, 5/23) had vape industry magazines for customers to browse or take
home. Some stores had advocacy materials prominently displayed and one store had a poster
that offered a “free 10ml bottle of [store brand e-liquid] or $7 off any purchase” in exchange
for a letter to a state senator opposing a bill that would classify ENDS as tobacco products
(Figure 3).

All employees interviewed mentioned being asked for or giving smoking cessation advice to
customers, although none mentioned training in cessation counseling, and two explicitly
mentioned the lack of evidence-based recommendations for using e-cigarettes as a smoking
cessation aid. Vape shop employees provided examples of cessation advice they would give
in a fictional scenario: “What if I’m a 50 year old 2 pack-a-day smoker? What is your best
advice for me to quit?” All 23 store employees interviewed answered this question with
some type of cessation advice (Figure 4) and the majority (83%, 19/23) stipulated tailoring a
cessation plan to an individual customer or allowing the customers to experiment and tailor
for themselves. Employees frequently emphasized that there was no right way to quit and
customers should experiment and customize the experience (“whatever works for you”,
30%, 7/23), as the outcome was more important than the method.

The most common advice given was to choose an initial dose of nicotine based on usual
cigarette consumption (61%, 14/23). The average starting dose of nicotine recommended for
a 2 pack/day smoker was 14 mg (SD=7; range 6-24 mg/ml), decreasing strength over time.
For example, one employee reported successful customers typically started with a nicotine
dose of 12-18 mg/ml for one month, tapered to 6—3 mg/ml for 3 months, then tapered to 0
mg over three months. Employees at several stores (22%, 5/23) also described adjusting
nicotine content of e-juice based on individual response to each device and e-juice
combination, which was assessed via customer self reports of “throat hit”, continued
cravings, or symptoms of nicotine overdose such as nausea. Nearly half of employees (43%,
10/23) advised use of a 2nd or 3rd generation e-cigarette (rather than a 1st generation
“cigalike”) for initial cessation trials.

DISCUSSION

We found Bay Area vape shops offered a wide variety of vapor devices with substantial
opportunities to customize both the device itself and the e-juices. Unlike retail environments
that sell tobacco, most vape shop employees surveyed reported that most of their customers
were interested in quitting smoking, and all offered smoking cessation advice to customers.
While respondents in this study frequently recommended 2nd and 3rd generation devices for
smoking cessation, there is little evidence of the efficacy of devices sold in vape shops,
although data from other studies suggest that the 2nd and 3rd generation devices have the
potential for more effective nicotine delivery’.

Vape shop employees in this study also frequently reported their customers were “all ages”
or included young adults. This is relevant since other studies have shown that young adults
rarely use evidence-based smoking cessation interventions to quit?223, The advice provided
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by vape shop employees might be viewed similarly to peer support for smoking cessation.
While few vape shop employees utilized formal smoking cessation counseling strategies,
some study participants reported they worked extensively with heavy smokers for a period of
months helping them experiment with different strategies, devices, and e-juices to move
towards an outcome (tobacco free) over time. The intensive engagement with customers over
time provides social support for quitting and practical advice, both of which are elements of
recommended smoking cessation counseling?4. Vape shops may provide opportunities for
smoking cessation through repeated exposure for a large number of smokers, an approach
that is consistent with the complex adaptive systems or chaos theory perspective on health
behavior change?®. Given the nature of the business, it is perhaps not surprising that the most
frequent cessation advice given to customers in this study focused on device or e-juice
characteristics (e.g., selection of nicotine level, 2nd or 3rd generation devices to fit cravings
or cigarette consumption). The devices sold in vape shops offered greater options for
customization than “cigalikes”, and experimentation with different device or juice options
might keep a smoker engaged with the quitting process for a longer period of time.
Employees in this study were not formally trained in smoking cessation, although some gave
advice that reflected strategies (e.g., setting a quit date, problem solving strategies), which
are known to increase success of quit attempts when used with nicotine replacement
therapies (NRT)24. Further, previous research has shown that vape shop owners generally
believe ENDS to be safer than NRT,1° so they may be unlikely to recommend it. Those
providing training and resources in smoking cessation counseling might consider vape shops
as potential partners to improve the quality of advice given and success of quit attempts.
However, most trained cessation counselors cannot endorse the use of unregulated devices
without proven efficacy for smoking cessation, and vape shop employees may have a
financial disincentive to recommend evidence-based alternatives to vaping, such as NRT or
medications, to their customers.

The advertisements observed portrayed ENDS as effective therapeutic devices for smoking
cessation. This is consistent with previous studies showing that vape shop owners tend to
compare ENDS to medical treatments4. Limited observational studies suggest that more
intensive use of ENDS enhances smoking cessation,2® and that 2nd generation devices may
be more acceptable to people wishing to quit smoking?’. Variation in devices and juice
manufacture complicates chemical evaluation of ENDS,28 however most studies concluded
ENDS produce significantly lower levels of tobacco specific nitrosamines and other toxic
compounds compared to combustible cigarettes, while 2nd and 3rd generation devices have
been found to increase aldehyde?® and formaldehyde3C production commensurate with
higher voltage and temperatures. If, as some employees reported, the vape shops’ profits are
driven by ongoing purchases of e-juice or new devices, this might discourage employees
from recommending minimizing time using ENDS products, or from encouraging a
transition to NRT, as one might do in a clinical setting.

When comparing our findings with the existing literature on vape shops it should be noted
that a previous study observing interactions between vape shop customers and employees in
Southern California did not report discussions of smoking cessation strategies’. On the
other hand, other previous studies reported that e-cigarette retailers recommended ENDS for
smoking cessation,3L or reported having reduced or quit smoking by means of using
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ENDS?®, Future studies are needed to determine the extent of smoking cessation advice that
is being provided in vape shops in other locations. While the vape shop employees in this
study estimated that most of their customers are interested in smoking cessation, they also
reported a significant minority of their customers were interested in recreational use. While
some of these customers may also be using ENDS as an alternative to cigarettes, for others
recreational use may lead to initiation or increase, rather than cessation, of nicotine use.

While not a formal part of this assessment, many shop employees interviewed for this study
spontaneously expressed anti-tobacco industry sentiments, and a similar observation was
made in a prior study in New Jersey32. However, ENDS advocacy groups have mobilized
against policies regulating ENDS, including FDA regulation33 and one shop in this study
used promotional incentives to encourage customers to take action against tobacco control.
In theory, vape shops that do not sell other tobacco products might compete with cigarette
sellers such as convenience stores and tobacco shops. However, the top ENDS brands are 1st
generation cigalike devices largely owned by tobacco companies34. It is unclear if vape
shops can or would mobilize against the tobacco industry. It is possible that vape shops have
greater sales and influence than estimated, as most data on ENDS sales comes from
convenience stores (e.g., Nielsen) and independent vape shop sales are harder to track3®. In
addition, ENDS devices sold at vape shops are now included under FDA regulation of
tobacco products, and shops that make or modify vaping devices or mix e-liquids may be
considered manufacturers under the new deeming rule. The deeming rule went into effect
August 8, 2016, and its impact on vape shop businesses and sales practices is not known.

Research Needs

Limitations

Researchers and policymakers retain significant concerns regarding ENDS, including the
safety of chronic aerosol and nicotine administration, gateway initiation among adolescents
and renormalization of smoking, standardization and testing of devices and flavorings, and
some respondents in this study anecdotally shared these concerns. Efforts should be made to
engage the vape community in collaborative participation in research and to translate results
into community practice. Future studies should assess the efficacy of the 2nd and 3rd
generation devices sold in vape shops for smoking cessation. Exclusive ENDS users can be
difficult to recruit for research, and partnership with vape shops might encourage more of
their customers to participate. Efforts to monitor ENDS sales and retail environments should
include vape shops. Research assessments of retail vape shops should supplement or precede
observational data with in-store interviews, due to the lack of posted prices and frequent
bargaining with different pricing for custom devices.

The study has several limitations. While we used prior successful methods to identify vape
shops in the Bay Area, we may have missed some shops. Not all vape shops agreed to
participate in the study, which may have introduced bias.

The vape shops in the Bay Area were subject to new tobacco control policies and many
respondents felt under attack, so those who participated may have been motivated to
characterize their customer base in a way that would reflect well on the business. Some

Tob Prev Cessat. Author manuscript; available in PMC 2017 April 06.



1duosnuen Joyiny 1duosnuey Joyiny 1duosnuen Joyiny

1duosnuep Joyiny

Burbank et al.

Page 10

businesses declined to participate without assurances that the results of the research would
benefit vape shops. The vape shop assessment tool used in this study was a pilot instrument
that has yet to be formally validated, so any differences in the interpretation or classification
of open-ended responses into categories were discussed by the research team rather than
using blind coding and inter-rater reliability statistics.

This study relied on employee estimates of vape shop customer motivations, prices and
demographics without objective assessment of the veracity or accuracy of these claims.
Surveys of customers and their perceptions and experiences in vape shops should
complement the data presented here. While we attempted to reach every vape shop in the
Bay Area, the results may not represent vape shops in this or other areas. Lastly, our small
sample size forced us to report descriptive results and precluded any hypothesis testing.

CONCLUSIONS

Vape shops are unique settings with potential to enhance smoking cessation due to the
variety and customization of devices and juices available, and their engagement with
customers with the stated intent to support smoking cessation. However, most cessation
advice focused on product characteristics rather than recommended behavioral counseling
practices. Profit motives for vape shops might work against recommending the safest or
most efficacious smoking cessation strategies. Future research on vape shops should address
the efficacy of the devices and strategies recommended for use, and customer behavior over
time. In addition, the impact of FDA regulation of ENDS under the new deeming rule on
business practices in vape shops should be assessed. In vape shops, ENDS are frequently
characterized by employees as a smoking cessation aid; if the FDA further stipulates under
its new regulatory authority that devices sold with therapeutic claims be regulated as drugs
or therapeutic devices, it would be logical to regulate ENDS in this context as such.

Acknowledgments

FUNDING

This work was supported by the National Cancer Institute of the National Institutes of Health (NCI-NIH), the Food
and Drug Administration (FDA) Center for Tobacco Products (CTP) (Award Number 1P50CA180890) and the
National Cancer Institute (Awards R25 CA113710 and 5P60MD006902) and UCSF faculty discretionary funds.
The content is solely the responsibility of the authors and does not necessarily represent the official views of NCI-
NIH or the FDA.

References

1. Grana RA, Benowitz N, Glantz SA. E-Cigarettes A Scientific Review. Circulation. 2014; 129:1972—
86. DOI: 10.1161/CIRCULATIONAHA.114.007667 [PubMed: 24821826]

2. Hajek P, Etter J-F, Benowitz N, Eissenberg T, McRobbie H. Electronic cigarettes: review of use,
content, safety, effects on smokers and potential for harm and benefit. Addiction. 2014; 109:1801-
10. DOI: 10.1111/add.12659 [PubMed: 25078252]

3. Herzog, B., Gerberi, J., Scott, A. Equity Research: “Tobacco Talk” -- Q4 US Vapor Retailer Survey.
Wells Fargo Securities, LLC, Equity Research Department; 2015.

4. Mincer, J. [accessed May 2016] The US vaporizer market is booming. Bus Insid. 2015. Available
from: http://www.businessinsider.com/r-in-rise-of-us-vape-shops-owners-eye-new-marijuana-
market-2015-7

Tob Prev Cessat. Author manuscript; available in PMC 2017 April 06.


http://www.businessinsider.com/r-in-rise-of-us-vape-shops-owners-eye-new-marijuana-market-2015-7
http://www.businessinsider.com/r-in-rise-of-us-vape-shops-owners-eye-new-marijuana-market-2015-7

1duosnuen Joyiny 1duosnuey Joyiny 1duosnuen Joyiny

1duosnuep Joyiny

Burbank et al.

10

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

Page 11

. Zhu S-H, Sun JY, Bonnevie E, Cummins SE, Gamst A, Yin L, et al. Four hundred and sixty brands

of e-cigarettes and counting: implications for product regulation. Tob Control. 2014; 23:iii3-9. DOI:
10.1136/tobaccocontrol-2014-051670 [PubMed: 24935895]

. Bhatnagar A, Whitsel LP, Ribisl KM, Bullen C, Chaloupka F, Piano MR, et al. Electronic Cigarettes

A Policy Statement From the American Heart Association. Circulation. 2014; 130:1418-36. DOI:
10.1161/CIR.0000000000000107 [PubMed: 25156991]

. Farsalinos KE, Spyrou A, Tsimopoulou K, Stefopoulos C, Romagna G, Voudris V. Nicotine

absorption from electronic cigarette use: comparison between first and new-generation devices. Sci
Rep. 2014; 4:4133.doi: 10.1038/srep04133 [PubMed: 24569565]

. Lee YO, Kim AE. “Vape shops” and “E-Cigarette lounges” open across the USA to promote ENDS.

Tob Control. 2015; 24:410-2. DOI: 10.1136/tobaccocontrol-2013-051437 [PubMed: 24727649]

. Sussman S, Baezconde-Garbanati L, Garcia R, Barker DC, Samet JM, Leventhal A, et al.

Commentary Forces That Drive the Vape Shop Industry and Implications for the Health Professions.
Eval Health Prof. 2015; 0163278715586295. doi: 10.1177/0163278715586295

. Mackey TK, Miner A, Cuomo RE. Exploring the e-cigarette e-commerce marketplace: Identifying
Internet e-cigarette marketing characteristics and regulatory gaps. Drug Alcohol Depend. 2015;
156:97-103. DOI: 10.1016/j.drugalcdep.2015.08.032 [PubMed: 26431794]

Seidenberg AB, Jo CL, Ribisl KM. Differences in the design and sale of e-cigarettes by cigarette
manufacturers and non-cigarette manufacturers in the USA. Tob Control. 2015; tobaccocontrol —
2015-052375. doi: 10.1136/tobaccocontrol-2015-052375

Walton KM, Abrams DB, Bailey WC, Clark D, Connolly GN, Djordjevic MV, et al. NIH
Electronic Cigarette Workshop: Developing a Research Agenda. Nicotine Tob Res. 2015; 17:259-
69. DOI: 10.1093/ntr/ntu214 [PubMed: 25335949]

Sussman S, Garcia R, Cruz TB, Baezconde-Garbanati L, Pentz MA, Unger JB. Consumers’
perceptions of vape shops in Southern California: an analysis of online Yelp reviews. Tob Induc
Dis. 2014; 12:1-9. DOI: 10.1186/s12971-014-0022-7 [PubMed: 24444137]

Cheney MK, Gowin M, Wann TF. Vapor Store Owner Beliefs and Messages to Customers.
Nicotine Tob Res. 2016; 18:694-9. DOI: 10.1093/ntr/ntv129 [PubMed: 26113622]

Allem J-P, Unger JB, Garcia R, Baezconde-Garbanati L, Sussman S. Tobacco Attitudes and
Behaviors of Vape Shop Retailers in Los Angeles. Am J Health Behav. 2015; 39:794-8. DOI:
10.5993/AJHB.39.6.7 [PubMed: 26450547]

Cheney M, Gowin M, Wann TF. Marketing Practices of Vapor Store Owners. Am J Public Health.
2015; 105:e16-21. DOI: 10.2105/AJPH.2015.302610

Sussman S, Allem J-P, Garcia J, Unger JB, Cruz TB, Garcia R, et al. Who walks into vape shops in
Southern California?: a naturalistic observation of customers. Tob Induc Dis. 2016; 14:18.doi:
10.1186/512971-016-0082-y [PubMed: 27231480]

Kim AE, Loomis B, Rhodes B, Eggers ME, Liedtke C, Porter L. Identifying e-cigarette vape
stores: description of an online search methodology. Tob Control. 2016; 25:19-23. DOI: 10.1136/
tobaccocontrol-2015-052270 [PubMed: 26205913]

Lee JGL, Henriksen L, Myers AE, Dauphinee AL, Ribisl KM. A systematic review of store audit
methods for assessing tobacco marketing and products at the point of sale. Tob Control. 2014;
23:98-106. DOI: 10.1136/tobaccocontrol-2012-050807 [PubMed: 23322313]

Barker, DC. UIC Vape Store Observation Form. Chicago, IL: Institute for Health Research and
Policy, University of Illinois, Chicago; 2015.

Barker, DC. UIC Vape Store Merchant Interview Guide. Chicago, IL: Institute for Health Research
and Policy, University of Illinois, Chicago; 2015.

Curry SJ, Sporer AK, Pugach O, Campbell RT, Emery S. Use of tobacco cessation treatments
among young adult smokers: 2005 National Health Interview Survey. Am J Public Health. 2007;
97:1464-9. DOI: 10.2105/AJPH.2006.103788 [PubMed: 17600243]

McClure LA, Arheart KL, Lee DJ, Sly DF, Dietz NA. Young adult former ever smokers: The role
of type of smoker, quit attempts, quit aids, attitudes/beliefs, and demographics. Prev Med. 2013;
57:690-5. DOI: 10.1016/j.ypmed.2013.08.028 [PubMed: 24021991]

Tob Prev Cessat. Author manuscript; available in PMC 2017 April 06.



1duosnuepy Joyiny 1duosnuely Joyiny 1duosnuey Joyiny

1duosnuep Joyiny

Burbank et al.

24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

Page 12

Fiore, MC., Jaén, CR., Baker, TB., Bailey, WC., Benowitz, NL., Curry, SJ., et al. Treating Tobacco
Use and Dependence: 2008 Update: Clinical Practice Guideline. Rockville, MD: U.S. Department
of Health and Human Services, Public Health Service; 2008.

Resnicow K, Page SE. Embracing Chaos and Complexity: A Quantum Change for Public Health.
Am J Public Health. 2008; 98:1382-9. DOI: 10.2105/AJPH.2007.129460 [PubMed: 18556599]

Biener L, Hargraves JL. A Longitudinal Study of Electronic Cigarette Use Among a Population-
Based Sample of Adult Smokers: Association With Smoking Cessation and Motivation to Quit.
Nicotine Tob Res. 2015; 17:127-33. DOI: 10.1093/ntr/ntu200 [PubMed: 25301815]

Dawkins L, Kimber C, Puwanesarasa Y, Soar K. First- versus second-generation electronic
cigarettes: predictors of choice and effects on urge to smoke and withdrawal symptoms. Addict
Abingdon Engl. 2015; 110:669-77. DOI: 10.1111/add.12807

Cheng T. Chemical evaluation of electronic cigarettes. Tob Control. 2014; 23:ii11-7. DOL:
10.1136/tobaccocontrol-2013-051482 [PubMed: 24732157]

Gillman IG, Kistler KA, Stewart EW, Paolantonio AR. Effect of variable power levels on the yield
of total aerosol mass and formation of aldehydes in e-cigarette aerosols. Regul Toxicol Pharmacol.
2016; 75:58-65. DOI: 10.1016/j.yrtph.2015.12.019 [PubMed: 26743740]

Talih S, Balhas Z, Salman R, Karaoghlanian N, Shihadeh A. “Direct Dripping”: A High-
Temperature, High-Formaldehyde Emission Electronic Cigarette Use Method. Nicotine Tob Res.
2016; 18:453-9. DOI: 10.1093/ntr/ntv080 [PubMed: 25863521]

Hahn EJ, Begley K, Gokun Y, Johnson AO, Mundy ME, Rayens MK. Electronic Cigarette Retail
Outlets and Proximity to Schools. Am J Health Promot AJHP. 2015; 29:380-3. DOI: 10.4278/
ajhp.130627-ARB-335 [PubMed: 24968182]

Giovenco DP, Duncan DT, Coups EJ, Lewis MJ, Delnevo CD. Census tract correlates of vape shop
locations in New Jersey. Health Place. 2016; 40:123-8. DOI: 10.1016/j.healthplace.2016.05.008
[PubMed: 27261635]

Los Angeles Times. [accessed June 15, 2016] FDA to begin regulating electronic cigarettes.
Latimes.com. 2016. Available from: http://www.latimes.com/business/la-fi-fda-
ecigarettes-20160506-story.html

Mickle, T. [accessed May 3, 2016] E-Cigarette Sales Rapidly Lose Steam. Wall Str J. 2015. http://
www.wsj.com/articles/e-cig-sales-rapidly-lose-steam-1447798921

VonderHaar, M. [accessed May 3, 2016] Nielsen: Electronic Cigarette Sales Growth Declines. CSP
Dly News. 2015. Available from: http://www.cspdailynews.com/category-news/tobacco/articles/
nielsen-electronic-cigarette-sales-growth-declines

Kim AE, Arnold KY, Makarenko O. E-cigarette advertising expenditures in the U.S. 2011-2012.
Am J Prev Med. 2014; 46:409-12. DOI: 10.1016/j.amepre.2013.11.003 [PubMed: 24650844]
Arrazola RA, Neff LJ, Kennedy SM, Holder-Hayes E, Jones CD. Tobacco Use Among Middle and
High School Students — United States, 2013. Morb Mortal Wkly Rep. 2014; 63:1021-6.
Giovenco DP, Hammond D, Corey CG, Ambrose BK, Delnevo CD. E-Cigarette Market Trends in
Traditional U.S. Retail Channels, 2012-2013. Nicotine Tob Res. 2015; 17:1279-83. DOI:
10.1093/ntr/ntu282 [PubMed: 25542918]

King BA, Patel R, Nguyen KH, Dube SR. Trends in Awareness and Use of Electronic Cigarettes
Among US Adults, 2010-2013. Nicotine Tob Res. 2015; 17:219-27. DOI: 10.1093/ntr/ntu191
[PubMed: 25239961]

TobaccoTactics.org. [accessed May 2016] E-cigarettes. 2014. Available from: http://
www.tobaccotactics.org/index.php/E-cigarettes

Tob Prev Cessat. Author manuscript; available in PMC 2017 April 06.


http://www.latimes.com/business/la-fi-fda-ecigarettes-20160506-story.html
http://www.latimes.com/business/la-fi-fda-ecigarettes-20160506-story.html
http://www.wsj.com/articles/e-cig-sales-rapidly-lose-steam-1447798921
http://www.wsj.com/articles/e-cig-sales-rapidly-lose-steam-1447798921
http://www.cspdailynews.com/category-news/tobacco/articles/nielsen-electronic-cigarette-sales-growth-declines
http://www.cspdailynews.com/category-news/tobacco/articles/nielsen-electronic-cigarette-sales-growth-declines
http://www.tobaccotactics.org/index.php/E-cigarettes
http://www.tobaccotactics.org/index.php/E-cigarettes

1duosnuepy Joyiny 1duosnuely Joyiny 1duosnuepy Joyiny

1duosnuely Joyiny

Burbank et al.

tage of US with p g
30-day use (1.5 — 13.4%)
exponential growth

(Arrazola et al. 2014)

o o

2007 2008 2008 2010 2011 2012 2013 2014 2015 Beyond
Tu|||||||I||||||||||||I||||||||||||I|||||||||||I|||u|||||||lu||||||||||l||||||||||l||||||||||||||l nnnmnnliig:
o——e

i Advertising
E-cigarettes introduced .
to US market xpanase tripled

Consumption
of non-

Market entry of big tobacoo
companies Sales

(TobaccoTastics.org 2014 sstimates

$3.5 billion

Retail sales
more than doubled

Vape products
will top
cigarette

®
Adult awareness (41— 80%) doubled [ ]
and ever use (3.3 — 8.5%)
more than doubled
(King ot al. 2015)

Figure 1.
Integrated timeline for published estimates of retail market and public adoption of e-

cigarettes 2007—-20233:36-39.40,
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Figure2.

Example of exterior sign indicating vaping is healthier than smoking.
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STORE LOGO

FIGHT FOR YOUR VAPING
RIGHTS & EARN FREE STUFF!

WRITE A LETTER TO THE CALIFORNIA SENATORS
OPPOSING SB140 AND WE'LL MAIL IT FOR YOU
AND GIVE YOU A FREE 10ML BOTTLE OF

LIQUID OR $7 OFF ANY PURCHASE!

THINGS TO INCLUDE IN YOUR LETTER
% CHANGED/SAVED
94% LESS HARMFUL

OPPOSE SB140 AN NOT SUPPORT ANY SENATOR

NOT

VOTING YES ON SB140 TR
p 2 i BIG TOBACC

VOTING NO ON SB140

SMALL BUSINESSES

| VAPE. | VOTE.

Figure 3.

De-identified interior poster offering free e-juice or discount in exchange for customer

advocacy actions.
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Smoking Cessation Advice Given at Vape Shops (n=23)

Select nicotine dose by pack/day

Use a 2nd/3rd generation device

Noncommital, try everything "whatever works for you"
Nicotine dose by 'throat hit' or nausea

Nicotine taper, decreasing dosage

Customization by style

Try a simple eGo then see if it works

Behavioral taper with dual use

Customization by price point

Customize by flavor

Customization by familiarity with technology

2
-
9
*
~
8
R

Figure 4.
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Frequency of types of smoking cessation advice given to customers, as reported by

employees of San Francisco/Bay Area vape shops.
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