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1. ASH is a public health charity established by the Royal College of Physiciansin 1971 to
advocate for policy measures to reduce the harm caused by tobacco. ASH receives
funding for its full programme of work from the British Heart Foundation and Cancer
Research UK.
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Summary

2. The Bill sets out two new areas to regulate tobacco, vapes, hon-medicinal nicotine
products, herbal smoking products and cigarette papers in order to improve
compliance, protecting children and legitimate businesses. These are:

e Anewretail licensing scheme across England and Wales (and amends the
Scottish and Northern Irish retail registers) to support enforcement of
regulations at retail level.

o A new product registration scheme to ensure legitimate products on the UK
market meet UK standards and allow them to be removed from the market
where they do not.

3. The purpose of these powers is to strengthen pre and post market controls of products
and improve enforcement at retail level. The retail licensing scheme will be new to
England and Wales and will update and strengthen existing retail registers in Scotland
and Northern Ireland. The registration scheme replaces the existing notification scheme
for vaping and tobacco products, conferring new powers and broadening the reach to
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4.

cover all nicotine products. Both retail licensing and product registration will require
further consultation and regulations following Royal Assent.

ASH supports these stronger controls on the supply chain. Powers in the bill must be
high level with more complex detail defined via further regulations to allow them to be
updated and respond to changing market and evidence.

Recommendation: The current powers in the bill to create retail register and product
registration should be preserved. Amendments to weaken these controls on the supply
chain or prescribe how the powers are used should not be accepted.

Retail licensing

Rationale for public health licensing scheme

5.

Tobacco is a uniquely harmful consumer product that kills up to two in three of lifetime
users. There are no other legal products on the market that compare in terms of the
harm it causes. However, any type of enterprise can currently sell tobacco, in contrast to
other harmful products like alcohol, which require retailers to hold a licence.

Alicence is a valuable regulatory tool that allows enforcement agencies to more
effectively enforce existing regulations and places tighter controls on the supply chain.
A licence for tobacco retailers would support the already effective illicit tobacco
strategy. It will provide an important additional tool to ensure the market for vapes and
other nicotine products is controlled, supporting the enforcement of the planned 2026
excise tax on vape liquids and the June 2025 ban on the sale of single-use vapes.

There are also significant issues at retail level regarding the sale of vaping products. The
sale of products that do not meet UK standards is widespread. While better controls are
needed throughout the supply chain, stronger enforcement powers at retail level will
support compliance.

The ASH survey of 11-17 year olds finds that among those who vape and smoke roughly
half purchase products from shops (48% vapes, 54% tobacco)' making the retail setting
a major source of underage products. The introduction of progressive age of sale
restrictions strengthens the case for taking greater control of the retail environment.
Businesses that flout the law now are likely to continue doing so when new regulations
come into force.

The Bill sets out a range of powers of a licensing scheme to be developed under
regulations. These include:
e Prohibiting the granting of license, including in respect of premises within an
area of a description specified in the regulations
e Inspecting premises ahead of awarding a license
e Charging a licensing fee
e Attaching conditions to a license

' Action on Smoking and Health. Use of vapes (e-cigarettes) among young people in Great
Britain. 2024. Available from: https://ash.org.uk/uploads/Use-of-vapes-among-young-people-
in-Great-Britain-2024.pdf?v=1725288402 (Accessed 3 January 2025).
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10.

11.

e Making provision around the duration and renewal of licenses, including powers
to remove licenses

Itis important that the Government has wide-ranging powers to ensure the scheme
remains flexible and adaptable and allowing Local Authorities to shape their preferred
retail environment.

Attaching conditions to licenses supports broader government objectives. For example,
licenses could be restricted to retailers who comply with existing legal requirements,
such as offering vape recycling facilities. It could also make it easier to refuse licenses
to places or individuals known to have breached the law in the past.

Impact on small retailers

12.

13.

14.

15.

A robust retail licensing scheme is essential to ensure the impact of new laws are not
undermined. Licensing will protect honest small businesses, who are currently undercut
by criminal gangs selling illicit products, and safeguard young people by regulating
vaping and nicotine products.

The University of Edinburgh have analysed sales data from over 1500 small retailers in
the UK from 2019 and 2022 (see Appendix 1). This updates an analysis conducted by
ASH in 2016 using similar sales data.? Their full report is appended to this submission.
They find that:

e Smallretailers generally make very low profit margins from selling tobacco itself.
By contrast vapes have a much bigger margin. In 2022 the average margin for
vape products in small retail settings was 37.1% and 8.5% for tobacco,
compared to 21.0% across all product types.

e Contrary to claims by the tobacco industry, tobacco is a declining driver of
“footfall” in small retailers, included in 13% of transactions in 2022 compared to
21%in 2016.

o While footfall for vapes was lower than for tobacco in 2022 (93 transactions a
week compared to 315 for tobacco) it had increased 9-fold since 2019 where
vapes made up 10 transactions per week. It seems likely that the continued
growth in the vape market means that vape sales now rival those of tobacco
sales for many small retailers.

The proposed retail licensing system needs to take account of the changing nature of
the retail environment for nicotine and the likely continued decline of tobacco and the
possible replacement with other nicotine products.

The majority of retailers are supportive of incoming government regulations. A 2024
survey of a random sample of 904 managers or owners of independent shops selling
tobacco in England and Wales found the following:®

2 Action on Smoking and Health. Counter Arguments: How important is tobacco to small
retailers? 2016. Available from: https://ash.org.uk/uploads/counter-arguments-
online.pdf?v=1708076154 (Accessed 3 January 2025).

3 Action on Smoking and Health. Support for stopping the start: Local retailer and the public
back smokefree generation laws. 2024. Available from: https://ash.org.uk/uploads/Support-for-
Stopping-the-Start-Report.pdf?v=1713286146 (Accessed 3 January 2025).
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51% support raising the age of sale one year every year (26% oppose)

71% support mandatory age verification (20% oppose)

65% support creating a smokefree generation (17% oppose)

79% support fixed penalty notices for breaches of age of sale regulations (13%
oppose)

16. In a similar survey, conducted by ASH in 2022*strong retailer support was also found for
regulatory action. Additional questions asked then, but not in the 2024 survey, included:

81% support the introduction of a tobacco licence (9% oppose)

84% support quicker action when offences take place (4% oppose)

79% support closure orders for repeated breaches of tobacco laws (11%
oppose)

69% support a proposal to prohibit colours, cartoon characters, and names of
sweets which might appeal to children on e-cigarette and vaping product
packaging (14% oppose).

17. Previous changes to tobacco regulations, such as banning point-of-sale displays and
introducing standardised packaging, have not significantly burdened small retailers.
Surveys show that around three-quarters of shop owners reported no impact or a
positive impact from these changes.

Administration

18. Local authorities already administer licensing schemes in other areas such as alcohol.
These administrative processes can be adapted to minimise any burden on businesses.
However, while many retailers who sell tobacco also sell alcohol and there may be
potential to administer some licenses together, there are some other considerations:

Many retailers that sell vapes do not currently sell alcohol, so any scheme
designed to reduce the burden must not inadvertently create an incentive to sell
additional health harming products.

The alcohol licensing model does not have a specific public health objective,
and research shows that there is not currently an association between retail
licensing and health outcomes.® Given the primary intention of the Bill is to
reduce harm from tobacco, it is vital that the licensing scheme is built around
public health objectives.

A large proportion of vape sales are online (32% of adult vapers and 13% of
underage vapers buy online). Careful consideration is needed to ensure that
online retailers are required to meet the same standards as bricks and mortar
retailers and how this should be administered.

4 Action on Smoking and Health. Regulation is not a dirty word: Local retailers’ views of
proposals for new tobacco laws. 2022. Available from: https://ash.org.uk/uploads/Retailer-
research-report-online.pdf (Accessed 3 January 2025).

5Blank L, Hock E, Clowes M, Rogerson M, Goyder E. Evaluating the impact of local alcohol
licensing decisions on outcomes for the community: a systematic review. BMJ Public Health.
2024. Available from: https://bmjpublichealth.bmj.com/content/bmjph/2/1/e000533.full.pdf
(Accessed 3 January 2025).
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19.

A key part of the consultation process should be to identify the ways in which
administration can be streamlined without compromising the objectives of the Bill or
wider Government health objectives and to address the additional complexity of the
vaping retail market which has many more businesses than the tobacco market who
may be unfamiliar with seeking a licence to sell products.

Product registration

Current schemes

20.

21.

22.

23.

The Bill creates a new registration scheme for all non-medicinal nicotine and tobacco
products to replace the existing notification schemes for vapes, tobacco and smoked
herbal products and creates a scheme for other non-medicinal products such as
nicotine pouches. Currently the competent authority for the vapes notification scheme
is the MHRA and for tobacco and smoked herbal products is OHID.

A new scheme is necessary to ensure that no products can be placed on the UK market
without pre-market scrutiny and that there are sufficient powers to ensure those that
come to market meet the standards set out in law. The current schemes do not
comprehensively cover all products, nor do they have the powers or resources to ensure
products fully meet all UK regulations.

The current vape notification scheme has over 47k products notified by a large number
of different companies. Relatively low barriers to notifying products were appropriate
when regulations were first introduced in order to maximise the numbers of products
that were part of the legitimate supply chain. However, as the requirements on products
will increase following passage of the Tobacco and Vapes Bill and the size and
profitability of the market has grown it is appropriate to strengthen requirements on
producers to improve the quality of products available to British smokers looking for
safer alternatives and to limit appeal to teenagers and non-smokers.

Some limitations of the current schemes include:

e Pre-market assessment of products is limited to contents of products and
whether they include any ingredients that are banned, whether the strength of
nicotine is legal and the volume of liquid in products. They are not required or
able to make a judgement on the design or branding of products.

e Companies are required to provide toxicological information about the
ingredients but this does not have to be specific to the product.

e Post-market surveillance is limited by the capacity and resources of the
competent authority and its powers.

A new strengthened registration scheme

24. A new registration scheme for vapes (and other nicotine products) should seek to drive

up product standards through more effective pre and post market action. This should
include:
e Requiring far more specific toxicological information.
e Increased resources to test products, with businesses required to meet costs or
carry out tests.
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25.

26

e The ability to more easily remove products which are found to not meet
standards.

e Expansion of the parameters against which products must be notified/
registered to include branding, product design, child resistance, breakage,
leakage, total potential device capacity.

e Requirements under vape excise tax that companies registered for tax stamps
first have products registered to the competent authority.

e FEvidence that manufacturers have control of their supply chain, and the ability
to remove products where they don’t.

e Responsible person requirements meaning that those not fitting these
requirements will not have their products registered or can have their product
removed if they fail to meet requirements in the future.

e Updated fee requirements that ensure submitters maintain up to date
notifications when no longer in production (annual fees).

e |egal mechanisms to withhold, restrict and remove product publications on the
basis of non-compliance at supply.

Given the complexity of defining a new registration scheme for vapes and other products
we recommend that the powers are not limited on the face of the Bill but deployed
following further consultation to define a proportionate regime which balances
consumer safety with business burden and the need for a sufficient vaping market to
enable smokers to switch. The Government also needs flexibility to be able to respond
to future changes in the evidence and the market.

. To be successful the new registration scheme will require sufficient funding, access to

expertise, ability to require detailed pre-market information from those registering
products, close links with enforcement agencies and sufficient powers to remove
products from registration as necessary. These should be key considerations as DHSC
develop this scheme following royal assent.

Action needed by Government to support development of registration scheme

27.

28.

Government needs to provide further clarity on its policy goals in relation to vaping and

other nicotine products to support the development of regulations to underpin the new

registration scheme. Such goals could include:

o Reduce the appeal of non-medicinal nicotine products to children and non-smokers

e Improve the quality of non-medicinal nicotine products to limit the potential of
future harm to health

e Improve the quality of non-medicinal nicotine products as an aid to quitting smoking

e Reduce the environmental impact of non-medicinal nicotine products

e Reduce the availability of non-compliant products

Government should communicate its policy goals and likely approach to the new
registration scheme at the earliest opportunity to provide clarity to the market.
Alongside this, clarity is needed about how different aspects of the Tobacco and Vapes
Bill will interact with each other and other ongoing legislation in this area and the impact
of policy activity in other areas.
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Appendix 1: Tobacco and vape profits: Analysis of EPOS data from
small retailers in the United Kingdom in 2019 and 2022

Data report
20.12.24

Helena Tunstall, Roberto Valiente, Niamh Shortt and Jamie Pearce
Centre for Research on Environment, Society and Health (CRESH), School of GeoSciences,
University of Edinburgh

Introduction

The Action on Smoking and Health (ASH) report ‘Counter Arguments: How Important is Tobacco
to Small Retailers?’ (2016) described profits from tobacco transactions in convenience stores in
the UK. The ‘Counter Arguments’ report used Electronic Point of Sale (EPOS) data, provided by
The Retail Data Partnership (TRDP), to assess the number, sales value, and profits of tobacco
transactions in September 2015. The research presented in this report updates the analysis
presented in the ‘Counter Arguments’ report using TRDP EPOS data from September 2019 and
2022 to assess how the financial role of tobacco within small stores in the UK has changed in
recent years. The analysis replicates the research design, methods and results tables described
in the ‘EPOS Data Report’ document, which accompanied the ‘Counter Arguments’ report. In
addition, this analysis also compares profits from tobacco transactions to profits from
transactions including vapes.

This report first presents a summary of the key findings from the analysis, and then a description
of the analysis’ methods and results. An additional document, with a more detailed description
of the results of the analysis and some interpretation of the findings, is contained in the file
‘TRDP tobacco profits in 2019 and 2022_Supplementary results description’. Further results
tables from sensitivity analysis, assessing tobacco and vapes sales in June 2019 and June 2022,
are contained in the document ‘TRDP tobacco profits in 2019 and 2022_Supplementary results
tables’.

Summary of key findings

- Between September 2019 and September 2022, the average number of weekly transactions
per TRDP store which included tobacco declined from 350 to 315, a fall of 10.1% (Table R4).

- The proportion of stores’ weekly transactions which included tobacco declined from 13.4%
to 12.8% between September 2019 and 2022 (Table R4).

- The proportion of tobacco transactions which included non-tobacco products, increased
September 2019 to 2022, from 63.6% to 68.3% (Table R4).

- The percentage of stores’ total gross sales value accounted for by tobacco sales declined
slightly from 27.5% in September 2019 to 25.0% in September 2022 (Table R1).

Page 7 of 34



Between September 2019 and 2022 gross profit margins on tobacco products increased by
1.0% to 8.5% in tobacco only transactions and to 8.4% for transactions including both
tobacco and non-tobacco products, but profit margins from non-tobacco products had larger
increases, rising by 2.0% for non-tobacco only transactions to 27.2% and by 1.4% in mixed,
tobacco and non-tobacco, transactions to 27.6% (Table R2a).

The proportion of store profits accounted for by tobacco products declined slightly between
the September 2019 and September 2022, falling by 1.1% from 11.3% to 10.1% (Table
R3).

Between September 2019 and 2022 the proportion of store profits provided by non-tobacco
products bought alongside tobacco also declined slightly, falling by 0.5% to 9.0% (Table R3).

While factory-made cigarettes (FMC) dominated tobacco sales in both September 2019 and
2022, the number of units of FMC products sold per store declined between these years by
12.9%, while the number of RYO products sold increased by 8.2%, and the number of units of
cigarillos sold more than doubled (Table R13).

The average weekly number of transactions per store which included vapes rose sharply
between September 2019 and 2022 from 10 to 93 (Table R10).

In September 2022, the number of vape transactions per store was, however, still less
than a third the number of tobacco transactions (Table R10 and Table R4) and the total
gross value of vape sales was just 16.8% of the gross value of tobacco sales (Table R1
and Table R7).

Profit margins from vapes were far higher than those of tobacco products, with an
average of 37.1% for vape products compared to 8.5% for tobacco products in September
2022 (Table R14).

Although there were considerably fewer transactions including vapes than tobacco, in
September 2022 gross profits per store from vape sales were equivalent to 73.4% of the
value of tobacco profits, as a consequence of vapes’ high profit margins (Table R3 and Table
R9).

In September 2022, the gross profits value of non-vape products bought alongside vapes
was, however, less than a quarter of the value of co-purchases bought with tobacco (Table
R3 and Table R9), reflecting the lower likelihood of vape shoppers making co-purchases and
the relatively small number of vape transactions in total.
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Methods

Retail data extract

The TRDP has provided the University of Edinburgh and University of Sheffield with an extract of
retail data, which includes data for sales weeks during the years 2019 and 2022. The
convenience stores that were the source of this retail data are clients of TRDP, which use their
EPOS and data services. This EPOS dataset contains cases which describe the sales date,
product type, sales units, gross price and cost price of products sold in stores. The data
includes all sales of barcoded and non-barcoded ‘hot key’ products recorded by TRDP EPOS
within the stores. Within the data there is also a transaction id, which is a unique code
identifying each transaction or basket of goods, and a store id, identifying the store in which the
transaction took place.

Time period

This analysis compares sales in 2019, prior to the Covid-19 pandemic, to data from 2022, the
most recent year for which TRDP data had been provided to the University of Edinburgh and
University of Sheffield. The analysis focusses upon comparison of data from the weeks 7-13
September 2019 and 7-13 September 2022. These data weeks were selected because they
were close to the dates of the week of data used in the ASH ‘Counter Arguments’ report, which
was from 21-27 September 2015. In addition, sensitivity analysis was also completed for this
report using TRDP data from the weeks 7-13 June 2019 and 7-13 June 2022.

Store selection

In the ‘Counter Arguments’ report stores were selected for the analysis if they had weekly
turnover of £5,000 or more in 2015. To be consistent, this 2015 figure was adjusted for inflation
(ONS RPI All Items Index) and turnover thresholds were set of over £5,500 in 2019 and over
£6,500in 2022, following exclusion of some product types and sales with outlying prices
(described further below). Stores were included in the data if they met these turnover
thresholds in both the September and June analysis weeks in 2019 and 2022.

Petrol station forecourts stores and stores that reported no tobacco sales, were excluded from
the analysis. Stores that reported no vape sales were however retained in the dataset. The total
number of UK stores selected for the analysis was 1,503.

Store region
The group of TRDP stores in this analysis are located across regions of the UK (Table M1). There
are however relatively few stores located in some areas, relative to their total population, in

particular, Northern Ireland and London, and relatively large numbers of stores located in other
areas, such as Wales.
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Methods Table M1. Region of store location

Region Store count
n %

North West 160 10.6
North East 124 8.3
Yorkshire and The Humber 123 8.2
West Midlands 116 7.7
East Midlands 121 8.1
East of England 140 9.3
South East 198 13.2
South West 128 8.5
London 36 2.4
Northern Ireland 10 0.7
Scotland 149 9.9
Wales 198 13.2
Total 1,503 100.0

Store business type

Among the group of study stores, approximately one in five are independent stores and the
remaining four-fifths were members of symbol groups (Table M2). The most common symbol
group was Premier/Premier Express which accounting for 62.7% of the total stores.

Methods Table M2. Independent and symbol group stores

Independent status and symbol group Store count
n %

Independent/Independent Booker Retail Club 298 19.8
Premier/Premier Express 942 62.7
Londis 143 9.5
Family Shopper 40 2.7
Lifestyle Express 35 2.3
BestOne 19 1.3
BMorelocal/Budgens/Costcutter/Mace/Nisa/ 26 1.7
Nisa Local/Nisa Express/Shop Local

Total 1,503 100.0

Product type selection

This analysis includes products recorded by the EPOS both through the scanning of barcodes
and the use of ‘hot keys’. Hot keys are commonly used to record sales of products that do not
have barcodes, like weighted products, or as ‘short cuts’ for sales of popular products. Products
of all types were retained in the data, except for payment services, work services and carrier
bags. The payment services and products, that were excluded from the data, were products
such as PayPoint, PayZone, Paystation, charitable donations, gift vouchers, phone cards and
travel cards. Work services that were excluded were services like newspaper delivery and repair
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services. Removal of the records of these product types, resulted in approximately 2% of total
data cases being excluded from the analysis in each study week.

The data in this analysis includes lottery tickets and weighted products, product types that were
excluded from analysis presented in the ‘Counter Arguments’ report. Some of the possible
implications for the analysis of the inclusion of these products types are described below.

Price exclusions

Product sales were excluded from the study if their price data within the TRDP dataset were
missing, negative, extreme or anomalous. All product types were excluded if they had a gross
sales value over £200. Tobacco and vape products were excluded if they had gross sales value
of less than one pound and 50 pence, respectively. Products were also excluded if they had
gross profits value of greater than £50 or gross profit margins of greater than 70 per cent. Whole
transactions (baskets of goods purchased by one customer) with combined gross sales value
over £200 were also excluded. Approximately 1% of total cases were excluded in each study
week due to these pricing issues.

Tobacco and vape product types

In this analysis ‘tobacco’ products are defined as products which contain tobacco leaf. This
tobacco category includes factory-made cigarettes (FMC), roll-your-own (RYO) tobacco, cigars,
pipe tobacco, heated tobacco, shuff and chewing tobacco. The tobacco category excludes
smoking accessories, such as cigarette papers, tips, lighters, matches, and pipes, unless they
were included within tobacco leaf products, for example ‘2 in 1’ RYO products which include
both rolling tobacco and cigarette papers.

This analysis uses the term ‘vape’ products to refer to electronic nicotine delivery system
(ENDS) products, which are battery-powered devices that are used to inhale nicotine vapour.
The definition of vape products in the analysis includes disposable vape devices, vape liquids,
vape pod or cartridge refills and vape kit, such as reusable vape devices, batteries and coils.

Transactions

In this analysis the TRDP transaction id codes were used to identify baskets of goods purchased
by customers. Tobacco sales transactions were categorised as tobacco only, non-tobacco only
or ‘mixed’ tobacco and non-tobacco. Similarly, vape transactions were defined as vape only,
non-vape only or ‘mixed’ vape and non-vape products.

Price measures

The TRDP data extract contains gross sales price which is the product price paid by the
customer in the store and cost price data which is the product price paid by the retailer to the
wholesaler or manufacturer. Gross profits were defined for each product sold as the gross sales
price, excluding VAT, minus the cost price. Cost price data was absent from approximately a
quarter of cases in the data weeks from September and June, 2019 and 2022. Where cost price
data was missing, estimated cost price figures were defined. Cost price estimates were
calculated based upon the profit margins of similar types of products sold in the same store
where their cost price data was available. If cost price estimates were not available for a
product type within a store, cost price estimates were based instead upon similar products sold
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in other stores within the same region or, if this regional data was absent, cost price data from
across the UK.

Cost price data was not present within the TRDP data for lottery tickets as retailers’ payments
for lottery tickets sales are based on commissions. National Lottery retailers in the UK receive
commissions of 5% on draw-based games and 6% on scratchcards, plus a small proportion of
some prize pay outs. Based on these commission figures lottery profit margins in this analysis
were estimated to be 5.5% of the gross sales value for lottery draws and 6.5% for lottery
scratchcards.

TRDP gross sales and profit values from 2019 and 2022 were analysed without adjustment for
inflation.

Comparison of data in this study with the ‘Counter Arguments’ report data

The data analysed in this report and the data presented in the ‘Counter Arguments’ report are
both based upon data extracts from TRDP EPOS. The groups of stores and the sales cases
selected for these analyses, however, have differences in their characteristics that should be
considered when comparing results from these analyses. Among the stores used in the
‘Counter Arguments’ report 34.6% were independent, but only 19.8% of stores included in the
current study were independent. Average gross weekly sales among the stores in the ‘Counter
Arguments’ report was £14,816.02 in September 2015, while in the current study the equivalent
figure for September 2019 was £14,627.51, rising to £17,798.81 in September 2022.

The sales assessed in the current study includes hot key sales, used for products such as
weighted produce and lottery tickets, which were excluded from the ‘Counter Arguments’
report. The advantages of including products that were entered in the EPOS using hot keys is
that this provides a fuller picture of all the items that were sold in the stores. Hot keys are used
to record the sale of some items that can be important to store footfall, like lottery tickets, and
may be used for popular high selling items even if they have barcodes, to increase the speed by
which they can be entered in the EPOS. In the current analysis hot key sales accounted for
approximately 11-12% of the total data cases in the study weeks. Hot key lottery ticket sales,
comprised approximately 5-7% of total data cases. There are also some disadvantages to the
use of hot keys sales data in analyses, as these sales typically have more missing data and data
error than sales data entered into the EPOS using barcodes. These data problems can affect
variables that are important to this analysis, in particular, product type, units sold and cost
price. The inclusion of hot key data in this analysis has meant that a greater proportion of cases
within the dataset had missing cost price data and sales prices outside expected levels than
there would have been if only barcoded sales had been included in the analysis. Hot keys,
however, are rarely used to enter tobacco products into the EPOS and so the inclusion of hot key
sales within the dataset will not have a significant impact on the volume or value of tobacco
product sales within the analysis.

The inclusion in the current analysis of products, like lottery tickets and weighted products, that
were excluded from the ‘Counter Arguments’ report will have resulted in a relatively higher
proportion of non-tobacco products in the data and a lower proportion of tobacco transactions
that were defined as tobacco only. Lottery tickets have very low profit margins compared to
most other products sold in convenience stores, and so inclusion of their sales will also reduce
overall profit margins for non-tobacco products found in the current analysis.
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Results description

Key results from the analysis of sales during the weeks 7-13 September 2019 and7-13 September
2022 are described below. In addition, some results from analysis of weeks 7-13 June 2019 and 7-13
June 2022, presented in supplementary results tables (see file “‘TRDP tobacco and vape profits 2019
and 2022_Supplementary results tables’) are described where these differ significantly from those
found for the September weeks analysed. Some comparisons are also made to results from the
analysis of September 2015 data presented in the ‘Counter Arguments’ report, with the caveat that
this sales data from 2015 differs in some ways from the 2019 and 2022 data, as described above.

Declining numbers of tobacco transactions, 2019-2022

- The proportion of TRDP transactions that included tobacco declined between September
2019 and September 2022 from 13.5% to 12.8% (Table R4). The weekly average per store
count of tobacco TRDP transactions fell from 350 in September 2019 to 315 in September
2022, a decline of 10.1% (Table R4), and a marked change from the figure of 558 found in the
analysis of September 2015 data presented in the ‘Counter Arguments’ report.

- Analysis of data from June 2019 and 2022 however found a smaller fall in the average weekly
number of tobacco transactions of just 1.7% (Supplementary results tables; Table S4). Figures
for total transactions indicate that transactions per store declined by 5.4% between
September 2019 and 2022, but between June 2019 and 2022 there was no decrease. This
suggests that smaller declines in the number of tobacco transactions between the years
2019-2022 found in the June data compared to the September data may reflect wider retail
patterns that effected all product types.

A growing proportion of tobacco transactions included non-tobacco products, 2019-2022

- The proportion of total tobacco transactions that included non-tobacco products increased
between September 2019 and September 2022, from 63.6% to 68.3% (Table R4). These
figures were also larger than the September 2015 figure in the ‘Counter Arguments’ report,
which found that 59.7% of total tobacco transactions included non-tobacco products. The
growing number of tobacco transactions that include non-tobacco products is likely to
reflect, in part, the increase in the average number of products within transactions (Table
R15).

The proportion of stores’ total gross sales value accounted for by tobacco sales declined slightly,
2019-2022

- Although the average number of tobacco transactions per store in September 2019 and 2022
fell, the sales value of tobacco items within these transactions increased significantly (Table
R5) and the proportion of stores total gross sales value per week accounted for by tobacco
decreased by only a small percentage, declining from 27.5% of gross sales value in
September 2019 to 25.0% in and September 2022 (Table R1). The equivalent figures in the
‘Counter Arguments’ report indicated that 25.1% of weekly gross sales value was accounted
for by tobacco in September 2015.

Profit margins increased for both tobacco and non-tobacco products, but non-tobacco products had
larger increases, 2019-2022

- Between September 2019 to September 2022 the percentage profit margins found for
tobacco products in tobacco only transactions and in mixed tobacco and non-tobacco
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transactions increased by 1.0% to 8.5% and 8.4%, respectively, but the profits for non-
tobacco products increased by a greater amount, rising in non-tobacco only transactions by
2.0% to 27.2% and in mixed transactions by 1.4% to 27.6% (Table R2a). Profit margins found
in this analysis of 2019 and 2022 data were higher for both tobacco and non-tobacco
products than those in the 2015 data presented in the ‘Counter Arguments’ report.

The proportion of store profits provided by tobacco products declined slightly, 2019-2022

- The percentage of stores’ total gross profits accounted for by tobacco declined from
11.3% to 10.1%, between the September 2019 and September 2022 weeks, a fall of
1.1% (Table R3). Figures for the June weeks indicated a fall of 0.5% in percentage of store
profits from tobacco, 2019-2022 (Supplementary results tables; Table S3). The
proportions of total store profits provided by tobacco sales were, however, considerably
higher in both 2019 and 2022 than the figure reported in the ‘Counter Arguments’ report
for 2015 of 8.5%.

The proportion of store profits provided by non-tobacco products bought alongside tobacco declined
slightly, 2019-2022

- During the time period September 2019 to September 2022, there was a small decline in the
percentage of store profits accounted for by non-tobacco products in mixed transactions,
falling by 0.5% to 9.0% (Table R3). These 2022 figures, are considerably lower than those in
the ‘Counter Arguments’ report which found that 13.1% of total store profits were accounted
for by non-tobacco products in mixed transactions in 2015. This suggests that although the
proportion of total tobacco transactions that include non-tobacco products has increased, as
the total number of tobacco transactions has fallen the profits from non-tobacco products
bought alongside tobacco have become less significant to these stores.

Fewer sales of factory-made-cigarette (FMC) products, but growth in roll-your-own (RYO) and
cigarillos product sales, 2019-2022

- Sales of tobacco products were dominated in September 2019 and September 2022, by FMC
which accounted for more than three quarters of the total units of tobacco products sold in
both these weeks, but over this time period the number of units of FMC products sold
declined by 12.9% while the number of units of the second biggest-selling tobacco product,
RYO, increased by 8.2%, and units of cigarillos, the third biggest-selling tobacco product,
more than doubled (Table R13).

Vape sales have risen sharply since 2019 and by 2022 contributed significantly to stores’ gross profits
due to their high profit margins, but were associated with fewer co-purchases than tobacco

- The weekly average number of vape products sold per store increased eight-fold between
September 2019 and 2022, rising to 129 units per week (Table R13). Vapes sales in
September 2019 were dominated by e-liquids, but in September 2022 85.7% of vape product
units sold were disposable vapes (Table R13). The average weekly number of transactions
per store including vapes rose sharply to reach 93 in September 2022 (Table R10), however
this figure was still considerably lower than the 315 transactions which included tobacco
(Table R4) and the total gross value of vape sales was equivalent to just 16.8% of the gross
value of tobacco sales (Table R1 and Table R7).

- Although the number and gross value of vape products sold per store in September 2022
were far lower than that of tobacco, gross profits from vape sales were equivalent to 73.4%
of the value of tobacco gross profits in this week (Table R3 and Table R9). These high gross
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profits from vape products reflected their very high profit margins, with an average of 37.1%
compared to 8.5% for tobacco in September 2022 (Table R14). When the most popular types
of vape and tobacco products were compared, the data indicates that by September 2022
the average gross profits per store from disposable vapes were approximately the same as
that from FMC (Table R14).

Gross profits per store from co-purchases bought alongside vapes were however
considerably lower than profits from co-purchases bought with tobacco, with a value of less
than a quarter of that of co-purchases bought with tobacco in September 2022 (Table R3 and
Table R9). Although 60.2% of vape transactions in this week included non-vape products
Table R10), this figure was less than the 68.3% of tobacco transactions that included non-
tobacco products (Table R4) and the total number of vape transactions was much lower in
than the number of tobacco transactions.
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Tobacco transactions

Value of weekly sales of tobacco and non-tobacco products

Results Table R1. Weekly sales value per store; tobacco transactions; September 2019 and September 2022

Weekly sales value per store

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean (£) Range SD| Percent | Mean (£) Range SD| Percent Absolute Per cent Absolute Per cent
total gross total gross | changein change in change in change in
value (%) value (%) mean (n) mean (%) per cent per cent
total gross | total gross
value (%) value (%)
Sales of tobacco |Tobacco products only 1,444.92| 151.90- 868.44 9.9/ 1,398.00 38.60 - 851.01 7.9 -46.9 -3.2 -2.0 -20.5
products 12785.40 10261.13
Tobacco items in sale of | 2,572.36| 222.05-| 1,279.17 17.6| 3,059.93| 105.50-| 1,584.24 17.2 487.6 19.0 -0.4 -2.2
both tobacco and non- 9627.10 12508.22
tobacco products
All tobacco sales 4,017.29 27.5| 4,457.93 25.0 440.6 11.0 2.4 -8.8
Sales of non- [Non-tobacco products 9,481.60| 2485.98-| 4,493.80 64.8| 11,964.77| 2300.40-| 5,629.05 67.2 2,483.2 26.2 2.4 3.7
tobacco products|only 54463.06 50403.00
Non-tobacco items in 1,128.63 62.36 - 637.48 7.7] 1,376.11 80.54 - 837.65 7.7 247.5 21.9 0.0 0.2
sale of both tobacco and 4583.14 7828.98
non-tobacco products
All non-tobacco sales 10,610.23 72.5] 13,340.88 75.0 2,730.7 25.7 2.4 3.3
All sales 14,627.51 100.0( 17,798.81 100.0 3,171.3 21.7
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Tobacco gross margins

Results Table R2a. Gross margins; tobacco transactions; gross margins value-based mean; September 2019 and September 2022

Gross margins

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean 1* Range SD Mean 1* Range SD| Absolute Per cent
(%) (%) changein | changein
mean (n) | mean (%)
Sales of tobacco |Tobacco products only 7.5/ 0.0-69.7 3.6 8.5| 0.0-68.6 4.6 1.0 13.5
products Tobacco items in sale of 7.4| 0.0-69.7 3.5 8.4 0.0-68.6 4.4 1.0 14.2
both tobacco and non-
tobacco products
Sales of non- [Non-tobacco products 25.2| 0.0-70.0 9.9 27.2| 0.0-70.0 9.9 2.0 7.8
tobacco products|only
Non-tobacco items in 26.3| 0.0-70.0 10.8 27.6| 0.0-70.0 10.4 1.4 5.2
sale of both tobacco and
non-tobacco products

*mean gross margin percentage = sum of all transactions’ gross margin per cent values/number of transactions
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Results Table R2b. Gross margins; tobacco transactions; gross profits and gross sales value-based mean; September 2019 and September 2022

Gross margins
Sep 2019 |Sep 2022 | Sep 2019 to Sep 2022
Mean 2** |Mean 2** | Absolute | Per cent
(%) (%) | change in | changein
mean (%) | mean (%)
Sales of tobacco |Tobacco products only 7.5 8.5 1.0 13.3
products Tobacco items in sale of 7.5 8.5 1.0 13.7
both tobacco and non-
tobacco products
Sales of non- [Non-tobacco products 22.3 25.2 2.9 13.1
tobacco products(Non-tobacco items in 22.4 24.5 2.1 9.3
sale of both tobacco and
non-tobacco products

**mean gross margin percentage = sum of all transactions’ gross profits values/sum of all transactions’ gross sales values*100

Page 19 of 34



Weekly profits from sales of tobacco and non-tobacco products

Results Table R3. Weekly profits per store; tobacco transactions; September 2019 and September 2022

Weekly profits per store

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean (£) Range SD| Percent | Mean (£) Range SD| Percent Absolute Per cent Absolute Per cent
total profits total profits [ changein | changein | changein change in
(%) (%) mean (n) mean (%) per cent per cent
total profits | total profits
(%) (%)
Sales of tobacco |Tobacco products only 108.16 10.00 - 77.06 4.1 118.54 2.73 - 86.16 3.2 10.38 9.6 -0.9 -21.7
products 873.80 1066.16
Tobacco items in sale of 192.04 13.75 - 105.00 7.2 259.63 5.57 - 150.98 7.0 67.59 35.2 -0.2 -3.4
both tobacco and non- 926.32 1448.23
tobacco products
All tobacco sales 300.20 11.3 378.17 10.1 77.97 26.0 -1.1 -10.0
Sales of non- |Non-tobacco products 2,113.73| 359.40-| 1,077.86 79.3] 3,016.99| 380.420( 1,511.20 80.8 903.26 42.7 1.6 2.0
tobacco products|only 16316.03 14288.73
Non-tobacco items in 253.15 15.94 - 139.50 9.5 337.48 20.86 - 201.36 9.0 84.33 333 -0.5 -4.7
sale of both tobacco and 1000.26 2160.75
non-tobacco products
All non-tobacco sales 2,366.88 88.7| 3,354.47 89.9 987.59 41.7 1.1 1.3
All sales 2,667.08 100.0[ 3,732.64 100.0 1,065.56 40.0
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Number of tobacco transactions per week

Results Table R4. Weekly number of transactions per store; tobacco transactions; September 2019 and September 2022

Weekly number of transactions per store

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean (n) Range SD| Percent | Mean (n) Range SD| Percent Absolute Per cent Absolute Per cent
total total changein | changein change in changein
transactions transactions| mean (n) mean (%) per cent per cent
(%) (%) total total
transactions |transactions
(%) (%)
Transactions of tobacco 128 8-706 74 4.9 100 6-488 60 4.1 -28 -21.7 -0.8 -17.3
products only
Transactions of non- 2,246 533 - 939 86.5 2,142(373 - 8178 902 87.2 -104 -4.6 0.7 0.8
tobacco products only 10541
Transactions including 223| 25-837 114 8.6 215 9-955 115 8.8 -8 -3.4 0.2 2.1
both tobacco products
and non tobacco
products
Total transactions 350 13.5 315 12.8 -35 -10.1 -0.7 -5.0
including tobacco
products
Total transactions 2,596 100.0 2,457 100.0 -139 -5.4
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Value per transaction of tobacco and non-tobacco product sales

Results Table R5. Sales value per transaction; tobacco transactions; September 2019 and September 2022

Sales value per transaction

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean (£) Range SD Mean (£) Range SD| Absolute Per cent
changein | changein
mean (n) | mean (%)
Sales of tobacco |Tobacco products only 11.32 1.00 - 5.38 13.99 1.00 - 7.76 2.67 23.6
products 192.00 195.40
Tobacco items in sale of 11.56 1.00 - 5.25 14.23 1.15- 7.32 2.68 23.1
both tobacco and non- 190.00 183.00
tobacco products
Sales of non- |[Non-tobacco products 4.22 0.01- 5.12 5.59 0.01- 6.27 1.36 32.3
tobacco productsfonly 200.00 200.00
Non-tobacco items in 5.07 0.01- 5.71 6.40 0.01- 6.91 1.33 26.2
sale of both tobacco and 153.26 181.09
non-tobacco products
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Profit per transaction of tobacco and non-tobacco product sales

Results Table R6. Profits per transaction; tobacco transactions; September 2019 and September 2022

Profit per transaction

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean (£) Range SD Mean (£) Range SD| Absolute Per cent
changein | changein
mean (n) | mean (%)
Sales of tobacco |Tobacco products only 0.85 0.00 - 0.60 1.19 0.00 - 0.98 0.34 40.0
products 29.10 48.19
Tobacco items in sale of 0.86 0.00 - 0.60 1.21 0.00 - 0.94 0.34 40.0
both tobacco and non- 30.20 47.47
tobacco products
Sales of non- |Non-tobacco products 0.94 0.00 - 1.11 1.41 0.00 - 1.61 0.47 49.7
tobacco products|only 66.49 84.24
Non-tobacco items in 1.14 0.00 - 1.20 1.57 0.00 - 1.64 0.43 38.0
sale of both tobacco and 33.26 48.56
non-tobacco products
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Vape transactions

Value of weekly sales of vape and non-vape products

Results Table R7. Weekly sales value per store; vape transactions; September 2019 and September 2022

Weekly sales value per store

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean (£) Range SD| Percent | Mean (£) Range SD| Percent Absolute | Per cent Absolute Per cent
total gross total gross | changein | changein | changein | changein
value (%) value (%) | mean (n) | mean (%) per cent per cent
total gross | total gross
value (%) value (%)
Sales of vape |Vape products only 21.19 0.00 - 56.41 0.1 321.57 0.00 - 588.42 1.8 300.4 1,417.5 1.7 1147.1
products 1730.22 13358.98
Vape items in sale of 27.91 0.00 - 38.50 0.2 427.46 0.00 - 501.07 2.4 399.6 1,431.5 2.2 1158.6
both vape and non-vape 713.12 6982.44
products
All vape sales 49.10 0.3 749.03 4.2 699.9 1,425.5 3.9 1153.7
Sales of non- |Non-vape products only | 14,542.94| 5523.40-| 6,353.95 99.4 16,699.37 5719-| 7,419.97 93.8 2,156.4 14.8 -5.6 -5.6
vape products 58595.40 71190.11
Non-vape items in sale 35.47 0.00 - 42.04 0.2 350.40 0.00 - 359.33 2.0 314.9 887.8 1.7 711.8
of both vape and non- 449.60 3832.09
vape products
All non-vape sales 14,578.41 99.7( 17,049.78 95.8 2,471.4 17.0 -3.9 -3.9
All sales 14,627.51 100.0( 17,798.81 100.0 3,171.3 21.7
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Vape gross margins

Results Table R8a. Gross margins; vape transactions; transaction gross margin-based mean; September 2019 and September 2022

Gross margins

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean 1* Range SD |Mean 1* (%) Range SD | Absolute Per cent
(%) changein| changein
mean (n) | mean (%)
Sales of vape [Vape products only 44.6| 0.0-68.4 10.6 37.4| 0.0-69.2 7.1 -7.2 -16.2
products Vape items in sale of 45.8| 0.0-68.4 9.9 38.0| 0.0-69.3 7.1 -7.9 -17.2
both vape and non-vape
products
Sales of non- |[Non-vape products only 23.2| 0.0-70.0 10.6 24.8| 0.0-69.2 10.7 1.7 7.3
vape products
Non-vape items in sale 24.0| 0.0-69.9 10.1 27.0| 0.0-70.0 10.0 3.0 12.7
of both vape and non-
vape products

*mean gross margin percentage = sum of each transaction’s gross margin per cent value/number of transactions
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Results Table R8b. Gross margins; vape transactions; transaction gross profits and gross sales-based mean; September 2019 and September 2022

Gross margins

Sep 2019 |Sep 2022 | Sep 2019 to Sep 2022
Mean 2** |Mean 2**| Absolute Per cent
(%) (%) | changein | changein
mean (%) | mean (%)
Sales of vape |Vape products only 40.6 36.8 -3.8 -9.3
Vape items in sale of 42.2 37.3 -4.9 -11.7
both vape and non-
vapeproducts
Sales of non- |[Non-vape products only 18.1 20.2 2.1 11.4
vape products [Non-vape items in sale 20.3 22.5 2.2 11.0
of both vape and non-
vape products

**mean gross margin percentage = sum of each transaction’s gross profits value/sum of each transaction’s gross sales value*100
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Weekly profits from sales of vape and non-vape products

Results Table R9. Weekly profits per store; vape transactions; September 2019 and September 2022

Weekly profits per store

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Mean (£) Range SD| Percent | Mean (£) Range SD| Percent Absolute | Per cent Absolute Per cent
total profits total profits [ change in | changein | changein | changein
(%) (%) mean (n) | mean (%) per cent per cent
total profits | total profits
(%) (%)
Sales of vape |Vape products only 8.60 0.00 - 19.69 0.3 118.27 0.00 - 202.00 3.2 109.68 1,275.9 2.8 883.1
products 584.23 4153.74
Vape items in sale of 11.78 0.00 - 14.94 0.4 159.33 0.00 - 176.32 43 147.55 1,252.5 3.8 866.4
both vape and non-vape 249.46 2166.05
products
All vape sales 20.38 0.8 277.60 7.4 257.22 1,262.4 6.7 873.5
Sales of non- |Non-vape products only | 2,639.52| 713.57- 1,244.19 99.0( 3,376.28| 763.93-| 1,592.38 90.5 736.77 27.9 -8.5 -8.6
vape products 16658.30 15129.38
Non-vape items in sale 7.18 0.00 - 8.51 0.3 78.76 0.00 - 84.45 2.1 71.57 996.2 1.8 683.2
of both vape and non- 90.29 1017.32
vape products
All non-vape sales 2,646.70 99.2( 3,455.04 92.6 808.34 30.5 -6.7 -6.7
All sales 2,667.08 100.0{ 3,732.64 100.0f 1,065.56 40.0
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Number of vape transactions per week

Results Table R10. Weekly number of transactions per store; vape transactions; September 2019 and September 2022

Weekly number of transactions per store

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Per cent Per cent Absolute Per cent Absolute Per cent
total total changein | changein | changein change in
Mean (n) Range D transactions Mean (n) Range D transactions| mean (n) | mean (%) per cent per cent
(%) (%) total total
transactions |transactions
(%) (%)
Transactions of vape 4 0-158 6 0.1 38 0-884 56 1.5 34 943.3 1.4 1002.4
products only
Transactions of non- 2,586 773 - 1067 99.6 2,363|612 - 9165 983 96.2 -223 -8.6 -3.4 -3.5
vape products only 10829
. . . 6 0-84 6 0.2 56 0-496 55 2.3 50 841.1 2.0 894.5
Transactions including
both vape products and
non vape products
. 10 0.4 93 3.8 84 880.0 3.4 935.6
Total transactions
including vape products
Total 2,596 100.0 2,457 100.0 -139 -5.4
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Value per transaction of vape and non-vape product sales

Results Table R11. Sales value per transaction; vape transactions; September 2019 and September 2022

Sales value per transaction

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Absolute Per cent
Mean (£) Range SD Mean (£) Range SD|changein| changein
mean (n) | mean (%)
Sales of vape [Vape products only 5.83 1.00 - 5.49 8.49 0.70 - 5.11 2.66 45.6
products 71.88 120.00
Vape items in sale of 4.72 1.00 - 4.19 7.68 0.59 - 4.38 2.96 62.8
both vape and non-vape 71.94 100.00
products
Sales of non- |[Non-vape products only 5.62 0.01- 6.58 7.07 0.01- 8.10 1.44 25.7
vape products 200.00 200.00
Non-vape items in sale 6.00 0.01- 6.25 6.30 0.01- 7.27 0.30 5.0
of both vape and non- 65.20 176.43
vape products
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Profit per transaction of vape and non-vape product sales

Results Table R12. Profit per transaction; vape transactions; September 2019 and September 2022

Profit per transaction

Sep 2019 Sep 2022 Sep 2019 to Sep 2022
Absolute Per cent
Mean (£) Range SD Mean (£) Range SD|changein| changein
mean (n) | mean (%)
Sales of vape [Vape products only 2.37 0.00 - 1.88 3.12 0.00 - 1.89 0.76 32.0
products 25.57 51.00
Vape items in sale of 1.99 0.00 - 1.42 2.86 0.00 - 1.62 0.87 43.7
both vape and non-vape 21.78 33.50
products
Sales of non- |Non-vape products only 1.02 0.00 - 1.15 1.43 0.00 - 1.58 0.41 40.0
vape products 66.59 84.24
Non-vape items in sale 1.22 0.00 - 1.22 1.42 0.00 - 1.50 0.20 16.5
of both vape and non- 18.78 43.34
vape products
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Tobacco and vape product types

Tobacco and vape product units and gross sales by product type

Results Table R13. Tobacco and vape product units and gross sales by product type; September 2019 and September 2022

Weekly product units per store

Weekly sales value per store

Sep 2019 |Sep 2022 (Sep 2019 to Sep 2022|Sep 2019 |Sep 2022 |Sep 2019 to Sep 2022
Mean (n) |Mean (n) | Absolute | Per cent |Mean (n) |Mean (n) | Absolute | Per cent
change | change change change
(n) (%) (£) (%)

Tobacco Factory-made cigaretteq 326.7 284.6 -42.1 -12.9] 3089.81| 3137.84 48.0 1.6
RYO 63.6 68.8 5.2 8.2 886.76| 1214.45 327.7 37.0

Cigarillo 6.0 12.6 6.6 109.7 28.74 76.96 48.2 167.8

Cigars other 0.6 0.5 -0.1 -18.7 4.37 4.83 0.5 10.5

Pipe 0.6 0.4 -0.2 -35.9 5.28 4.18 -1.1 -20.9

Heated tobacco sticks 0.4 3.6 3.2 894.2 1.93 18.90 17.0 881.6

Snuff 0.1 0.1 0.0 -10.1 0.24 0.23 0.0 -3.4

Chewing tobacco 0.0 0.0 0.0 NA 0.00 0.08 0.1 NA

Tobacco unclassified 0.0 0.0 0.0 96.7 0.16 0.46 0.3 195.5

Total 398.1 370.7 -27.4 -6.9] 4017.29| 4457.93 440.6 11.0

Smoking accessories [Total 125.3 132.7 7.4 5.9 108.6 135.9 27.4 25.2
Vape E-liquid 12.4 12.1 -0.3 -2.1 33.23 34.49 1.3 3.8
Pod/cartridge refill 1.4 1.9 0.5 38.3 8.34 12.95 4.6 55.3

Disposable device 0.0 110.7 110.7| 248326.9 0.26 669.50 669.2| 259269.9

Vape kit 0.6 0.4 -0.2 -31.7 6.14 3.73 -2.4 -39.2

Vape unclassified 0.1 4.0 3.8 2634.7 1.14 28.36 27.2 2385.3

Total 14.6 129.2 114.6 785.1 49.10 749.03 699.9 1425.5

All products Total 7451.9 7739.1 287.2 3.9| 14627.5| 17798.8 3171.3 21.68




Tobacco and vape gross profits by product type

Results Table R14. Tobacco and vape product gross profits by product type; September 2019 and September 2022

Weekly profits per store

Gross margins

Sep 2019 |Sep 2022 | Sep 2019 to Sep 2022 |Sep 2019 |Sep 2022 |(Sep 2019 to Sep 2022
Mean (£) |Mean (£) | Absolute Per cent |Mean (%) |Mean (%) | Absolute | Per cent
change (£) |change (%) change | change
(%) (%)

Tobacco Factory-made cigarettes 211.61 249.83 38.21 18.1 6.8 8.0 1.1 16.2
RYO 83.11 116.97 33.87 40.8 9.4 9.6 0.3 2.8

Cigarillo 3.96 8.16 4.20 106.1 13.8 10.6 -3.2 -23.0

Cigars other 0.63 0.79 0.16 26.3 14.3 16.4 2.0 14.3

Pipe 0.59 0.51 -0.08 -12.8 11.1 12.3 1.1 10.3

Heated tobacco sticks 0.22 1.74 1.52 695.8 11.3 9.2 -2.1 -18.9

Snuff 0.05 0.05 0.00 0.2 19.8 20.6 0.7 3.8

Chewing tobacco 0.00 0.01 0.01 NA 0.0 11.3 11.3 NA

Tobacco unclassified 0.04 0.12 0.08 172.2 28.2 26.0 -2.2 -7.9

Total 300.20 378.17 77.97 26.0 7.5 8.5 1.0 13.5

Smoking accessories |Total 49.57 61.01 11.44 23.1 45.7 44.9 -0.8 -1.7
Vape E-liquid 15.84 16.31 0.47 3.0 47.7 47.3 -0.4 -0.8
Pod/cartridge refill 2.37 3.19 0.82 34.5 28.4 24.6 -3.8 -13.4

Disposable device 0.09 246.34 246.25| 273145.6 34.9 36.8 1.9 5.3

Vape kit 1.73 1.02 -0.71 -40.9 28.2 27.4 -0.8 -2.9

Vape unclassified 0.34 10.73 10.39 3070.9 29.7 37.8 8.2 27.6

Total 20.38 277.60 257.22 1262.4 41.5 37.1 -4.4 -10.7

All products Total 2667.08| 3732.64 1065.56 40.0 18.2 21.0 2.7 15.0
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Total numbers of stores, transactions and product units

Results Table R15. Total numbers of stores, transactions and product units; September 2019,

September 2022
Weekly counts (n)
Sep 2019 Sep 2022

n n
Dataset cases 9,957,056 10,397,429
Stores 1,503 1,503
Transactions 3,901,682 3,692,202
Product units 11,200,152 11,631,856
Transactions per store 2,595.93 2,456.55
Product units per store 7,451.86 7,739.09
Product units per transaction 2.87 3.15
Stores with no tobacco transactions 0 0
Stores with no vape transactions 143 51
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