
Milwaukee Collaborative Project Data Report
The Milwaukee Collaborative Project, part of the Wisconsin Retail Assessment Project, performed 195 
store assessments at tobacco retailers across three demographically distinct regions of Milwaukee 
County from July through September 2016. The project identified inequities in the retail environment. 
These inequities may contribute to disparities in tobacco use.1
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Higher density of tobacco retailers is associated with higher rates of tobacco use and initiation. There 
is a higher density of tobacco retailers in low-income neighborhoods, which increases tobacco-related 
disparities and the likelihood of negative health outcomes of residents in those neighborhoods.2 

Chewing tobacco and electronic cigarettes are more available in Cluster C, which highlights that certain
products are being marketed to different demographic populations.

Cluster C
• Zip Codes: 53217, 53211, 
  53220, 53110
• 4% Black
• 8% Hispanic/Latino
• 87% White
• 14% below poverty level 

Cluster B
• Zip Codes: 53204, 53215
• 9% Black
• 66% Hispanic/Latino
• 57% White
• 36% below poverty level 

Cluster A
• Zip Codes: 53209, 53206,  
  53205
• 79% Black
• 4% Hispanic/Latino
• 16% White
• 36% below poverty level 
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Problematic Sales Environments
Each year, the tobacco industry spends $156 million in advertising and promoting tobacco products in Wisconsin. The tobacco industry uses a 
variety of retail promotions to push their products in stores, including price discounts, strategic product placement, and increased advertising.3
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Youth are especially 
price-sensitive customers. 
Small packages of 
cigarillos keep tobacco 
affordable and attractive 
to youth.7  
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Exposure to tobacco marketing in 
stores increases experimentation and 
use by youth4 and is more powerful 
than peer pressure.5

Menthol flavored 
cigarettes are more 
likely to addict youth 
and are more difficult 
to quit than regular 
cigarettes.6
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