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INTRODUCTION 

In August 2018, the Minneapolis City Council passed an ordinance authorizing a one-year moratorium on the establishment 

of new tobacco products shops in the city. The ordinance authorized Community Planning and Economic Development 

(CPED) staff to conduct a study “to evaluate the impact of tobacco products shops on communities citywide and to propose 

such amendments to the city’s official controls and other regulatory devices that the department deems necessary and 

advisable in furtherance of the city’s policy objectives.” 

To conduct the study, CPED convened a work group including representatives from the Small Business Team, Business 

Licensing and the Health Department. Between January-June 2019, the work group reviewed the changes to the numbers 

and types of tobacco retailers in Minneapolis and explored policy options for addressing the impact of additional tobacco 

shops in Minneapolis. This report includes information about: 

• Tobacco-related ordinances passed by the Minneapolis City Council between 2015-2018. 

• Changes to the number and types of tobacco retailers in Minneapolis that occurred after a 2017 

ordinance that limited sales of menthol tobacco.  

• Current density of tobacco retailers in Minneapolis. 

• Policy options and their potential effect on limiting an increase in tobacco retailers authorized to sell 

menthol.  

• Stakeholder feedback on post moratorium policy options.  

BACKGROUND 

Between 2015-2018, the Minneapolis City Council passed three ordinances to reduce tobacco use. In 2015, the City Council 

amended the Minneapolis Code of Ordinances Title 13 Tobacco, Chapter 281 to increase the price of cigar products and 

restrict the sales of flavored non-cigarette tobacco products to adult-only tobacco products shops. The 2015 ordinance 

exempted menthol, mint and wintergreen tobacco (hereafter menthol tobacco) products from the sales restriction. 

Rationale for these changes included: 

• Cheap prices made these products accessible to teens 

• Flavor associated with youth initiation 

• Easy availability 

• Marketing/advertising of tobacco products 

Once enacted on January 1, 2016, the availability of flavored tobacco products decreased from outlets 355 to 15 outlets.  

In 2017, Minneapolis City Councils amended the 2015 ordinance and removed the exemption of menthol tobacco products. 

This action limited the sale of menthol flavored tobacco to tobacco products shops and liquor stores. The rationale for this 

change is outlined in a 2017 Request for Council Action (RCA) and included: 

• Qualities of menthol that mask the harsh taste of tobacco, making menthol products more palatable to young 

people. 

• Nicotine-absorption rate of menthol products, which leads to a stronger addiction than non-menthol products. 

• Lower rates of tobacco cessation among menthol users compared to nonmenthol users.  

• Correlation between higher rates of menthol use and tobacco use among African Americans, Native Americans and 

youth.  

https://lims.minneapolismn.gov/Download/File/1483/Moratorium%20Tobacco%20Products%20Shops.pdf
https://lims.minneapolismn.gov/Download/File/182/Tobacco%20Ordinance%20RCA.pdf
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As part of the ordinance process, City Council directed staff from CPED and the Health Department to explore options for 

helping stores financially adjust to the potential impact of the ordinance. Appendix A includes a report on this project.  

When this ordinance was passed in 2017, there were 342 outlets selling menthol tobacco: 317 convenience stores, gas 

stations, liquor stores and 25 tobacco product shops.   

In 2018, the Minneapolis City Council passed an ordinance that limited sales of tobacco products in Minneapolis to people 

ages 21-years and older.  

CONSEQUENCES OF THE 2017 MENTHOL ORDINANCE 

Between passage of the menthol ordinance in August 2017 and its implementation date of August 1, 2018, the following 

occurred: 

Increase in tobacco product shops: In anticipation of fewer sales or because of them, 24 convenience store owners applied 

for land use applications and/or business licenses to establish new tobacco products shops; many more have inquired 

about doing so. Some store owners converted their convenience store to a tobacco product shop while others divided their 

convenience store into two stores: a convenience store on side with a tobacco product on the other side. By August 2019, 

there were 52 exclusive tobacco shops. The 2015 flavor ordinance did not have the same effect of increasing tobacco 

products shops. Figure 1 shows changes in the number and types of tobacco product shops from 2015 to 2019. It shows 

that the overall number of tobacco licenses decreased but the number of tobacco product shops increased to 52. As of April 

2019, there were 82 tobacco retailers (tobacco product shops and liquor stores) authorized to sell menthol tobacco.  

Figure 1 

 

Technical notes: Tobacco dealers includes tobacco outlets (convenience stores, gas stations, etc.) and liquor stores with tobacco licenses.  

 
Increase in the availability of flavored tobacco products: Figure 1 also shows the overall decrease in the availability of menthol 
tobacco since 2017 and increased availability of other flavored tobacco products (e.g., little cigars, electronic cigarettes,  
smokeless tobacco) during the same time-period.  

 
Increase in rezoning requests: The zoning code and business licensing provision within the Code of Ordinance prohibit tobacco 
products shops in C1 zoning. Many retail outlets with tobacco licenses located in the C1 zoning district. To establish a tobacco 
product shop in a C1 zoning district, business owners must petition to rezone their property to the C2 district. Several requests 
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to rezone properties have been denied by the City Planning Commission and City Council. In addition, retail outlets that are 
not located in storefront buildings typically need to apply for a conditional use permit to establish a second retail space within 
their building.  
 
Rezoning requests are evaluated by CPED staff using guidance from the City’s comprehensive and small area plans. 
Recommendations to approve or deny rezoning applications must rely on adopted City policy and therefore are highly site 
subjective. In addition, each rezoning and/or conditional use permit request requires a land use application and public hearing 
in front of the Planning Commission which requires staff time for analysis, report writing, and presentation. 

CURRENT DENSITY OF TOBACCO RETAILERS IN MINNEAPOLS 

Higher density of tobacco retailers is associated with higher rates of smoking. In many communities throughout the United 

states, tobacco retailers are more heavily concentrated in low income neighborhoods with a higher concentration of people 

of color. Correspondingly, smoking rates are higher in these populations (share stats).  

There is a higher per capita rate of tobacco dealers in Minneapolis neighborhoods with at least 40% of residents living 

poverty and at least 50% of the residents are people of color. Figure 2 shows that 33% of neighborhoods in low income 

areas of Minneapolis have a per capita tobacco density rate at 1.1 – 3.0 per 1000 residents compared to 19% of 

neighborhoods in areas without concentrated poverty. Downtown Minneapolis is an anomaly with 7.5 tobacco retailers per 

1000 residents.   

Figure 2 
Distribution of Tobacco Retailers in Minneapolis across Areas of Poverty and higher concentrations of residents of who 

identify as people of color 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Legend 

Racial equity analysis 

Census tracts with high levels of    

poverty and residents who are 

people of color 

Number of tobacco licenses per 1,000 

residents 

1.1 – 1.9 / 1,000  

2 – 2.9 / 1,000  

7.5 / 1,000  

Less than 1 / 1,000 or unstable 

number with too few residents to 

calculate 

Technical notes: Shaded areas of the map represent various density levels of tobacco retailers in Minneapolis in 2019. Areas with stripes have 
been identified by the Met Council as Areas of Concentrated Poverty where 40% or more of residents live in poverty and 50% or more of the 
residents identify as people of color (ACP50).   
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Table 1 shows the distribution of tobacco dealers, tobacco product shops and liquor stores per ward in Minneapolis.  
 

Table 1 
Distribution of Tobacco Licensees by type and ward, April 2019 

 
 

 

 

 

 

 

 

 

 

 

POST MORATORIUM STRATEGIES  

The workgroup explored policy options that could be put in place before the moratorium is lifted that would maintain limits 

on the availability of menthol and other flavored tobacco products and establish new, non-land use criteria for the 

placement of tobacco product shops. CPED presented six policy options to the Zoning and Planning Committee on April 

11th. Based on committee members reactions, the workgroup further explored the following policy strategies:  

• Cap the number of tobacco product shop licenses 

• Limit the proximity between tobacco product shops 

• Eliminate sales of flavored tobacco in Minneapolis.  

Limit the proximity between tobacco products: This strategy, commonly knowns as a spacing ordinance would require 

tobacco products shops to be located a minimum distance from other tobacco products shops. Minimum spacing can also be 

applied to youth-oriented institutions (e.g., schools, parks). Spacing can prevent or reduce concentration of tobacco product 

shops but does not necessarily prevent additional tobacco product shops from opening. There is evidence that spacing can 

reduce retailer density in the lowest income neighborhoods. Appendix 2 includes diagrams showing the current distances 

between tobacco product shops and liquor stores (i.e., stores authorized to sell menthol) and areas where additional tobacco 

products shops could be opened with no spacing, 2000-foot and 3000-foot spacing requirements in Minneapolis.  

Cap the number of tobacco products shop licenses: This strategy sets a limit (i.e., a cap) on the on the number of tobacco 

product shops specifically or all tobacco licenses. A cap can be set at the current number of license (to prevent additional 

licenses) or a lower number (to reduce the overall number of licenses over time). Caps can be set for an entire city, per-area 

such as a ward or community, or on a per-capita basis. Caps achieve their public health impact through attrition. Citywide 

caps can limit or reduce the number of tobacco product shops but do not necessarily prevent their concentration in specific 

 
Ward 

C-stores, gas 
stations, etc. 

Exclusive 
tobacco dealers 

Liquor stores 
with tobacco 

license 

 
Total 

1 22 3 2 27 

2 8 3 4 15 

3 44 7 6 57 

4 16 0 2 18 

5 26 1 3 30 

6 23 6 2 31 

7 35 9 2 46 

8 18 1 0 19 

9 15 8 2 25 

10 20 11 2 33 

11 10 2 1 13 

12 15 1 1 17 

13 8 0 3 11 

Total 254 52 30 336 
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communities. Per the City Attorney’s office, capping is a possibility, but staff materials will have to develop a robust 

rationale for restricting licenses in this way, with additional analysis would be needed for a ward-based approach. 

Combination of capping and spacing: Together, these policies could control the overall number of tobacco retailer outlets 

and their distribution in a city. Combining capping and spacing also accommodates potential future changes to zoning 

districts. With a spacing requirement alone, additional tobacco products shops could be opened if areas transition to C1 

zoning. A capping provision would prevent this from happening. 

Eliminate the sales of all flavored tobacco: Rather than limiting the number, spacing, and/or type of store that can sell flavored 

tobacco (including menthol), this policy eliminates the sale of all flavored tobacco products in a jurisdiction.  

Table 2 provides examples of these policies in other cities and describe their potential impact in Minneapolis.  

Table 2 

Policy options for addressing increases tobacco product shops and tobacco density in low income areas of Minneapolis 

 

Policy option Examples from other cities Implications for Minneapolis 

Require 
minimum 
spacing 
between 
tobacco product 
shops 

St. Paul, Minnesota: St. Paul has a 
longstanding ordinance requiring a ½ mile 
distance (front door to front door) between 
tobacco product shops. To make it clear 
which tobacco outlets are subject to the 
spacing requirement, St. Paul adopted a new 
definition and separate license for tobacco 
products shops. In late 2018, nine stores 
applied for a variance to St. Paul’s Board of 
Zoning Appeal and two were granted. One of 
the stores that was denied a variance 
appealed the board’s decision to the City 
Council, which denied its appeal. Liquor 
stores, which can menthol tobacco products, 
are not subject to St. Paul’s spacing 
ordinance.  
 
 

o With current zoning and no minimum spacing 
requirements, each ward could accommodate 
additional tobacco shops and liquor stores that 
could sell menthol.  

o With current zoning and a 2000-foot buffer 
requirement between outlets that can sell 
flavored and menthol tobacco (i.e., liquor stores 
and tobacco product shops), all wards except 10 
could accommodate additional tobacco products 
shops or liquor stores with tobacco licenses.  

o With a 3000-foot buffer, wards 2,6,7,9, and 10 
could not accommodate additional tobacco 
products shops or liquor stores with tobacco 
licenses. The other wards could not accommodate 
additional tobacco shops.  

 
o As of June 2019, each ward except 13 has 

menthol-selling outlets spaced closer than 2000 
feet. Over time and through attrition, these wards 
would experience a reduction in tobacco density 
with a 2000-foot or a 3000 -foot buffer.  

Set a cap on the 
number of 
tobacco licenses 

San Francisco, CA limited the number of all 
tobacco retailers to 45 per district (total 495). 
The per district amount was set slightly 
higher than number of outlets (37) in the 
district with the fewest tobacco dealers. 
Effect: There were 1,001 tobacco retailers 
when the cap was set. In 10 months, there 
was an overall 8% reduction in tobacco 
retailers with the greatest decrease (13%) in 
the district with the highest number of 
retailers.  
 

o Minneapolis could create a cap on all tobacco 
licenses or specific ones such as tobacco products 
shops and liquor stores.  

o If Minneapolis only capped licenses for places that 
can sell menthol and other flavored tobacco 
products, an “as is” cap would set the number 
tobacco product shops at 52 and liquor stores 
with a tobacco license at 30.   

o Minneapolis currently has three wards with a per 
capita tobacco retailer density greater than 
1/1000 residents. A Philadelphia-style cap of 
1/1,000 would prevent additional tobacco 
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St. Paul, MN set the cap at the current 
number of tobacco retail stores (242). 
Because St. Paul has one type of tobacco 
license (with a designation of ‘tobacco 
product shop’ when appropriate), some 
stores transitioned into tobacco products 
shops while still staying under the “cap.”  
 
Philadelphia, Pa capped the number of 
tobacco retailers to one per 1,000 residents 
for each of its 18 districts. The policy went 
into effect in 2017. In one year, there was an 
9% overall reduction in tobacco retailers.  

retailers from opening in wards 3, 7, and 10. If 
applied only to tobacco product shops, a 1/1000 
cap would not prevent additional tobacco product 
shops from opening in Minneapolis.  

 
 A cap on tobacco products shops only (vs. all 
tobacco licenses) would not reduce the current 
inequity in tobacco density in Minneapolis where 
there are higher concentrations (per capita) of 
tobacco licenses in areas with greater concentration 
of people of color and people living in poverty 
compared to other areas of the city.  

Combination of 
capping and 
minimum 
spacing 

St. Paul, MN has both of these provisions. Its 
capping ordinance passed in 2018 was set at 
the current number (242 at the time) and 
applies to all tobacco licenses. There are no 
data available yet on the impact of the 
combined policies.  

These policies together could control the overall 
number of tobacco retailer outlets and their 
distribution in Minneapolis. If a tobacco license 
became available because the current number of 
licenses did not exceed the cap, a retailer could 
open a tobacco products shop if it is located farther 
than the minimum spacing requirement. Combining 
capping and spacing also accommodates future 
changes to zoning districts. With a spacing 
requirement alone, additional tobacco products 
shops could be opened if areas transition to C1 
zoning. A capping provision would prevent this from 
happening.  

Eliminate sales 
of all flavored 
tobacco in 
Minneapolis 

San Francisco, CA and two Minnesota cities 
(Lilydale and Mendota Heights) have 
eliminated sales of all flavored tobacco 
products (including menthol) in their cities.  
 
San Francisco’s City Council passed its 
ordinance in 2017. Opponents obtained 
enough resident signatures to put a measure 
to repeal the ordinance on citywide ballot in 
June 2018. Residents voted to keep the 
flavored tobacco policy in place. There are no 
data yet indicating the ordinance’s impact on 
tobacco use.  

Between 2017 and 2018, 27 stores in Minneapolis 
invested in converting to a tobacco product shop or 
dividing their store to add a tobacco product shop.  
 
There are vape shops and lounges in Minneapolis, 
but these are considered exclusive tobacco products 
shops and are subject to the same requirements as 
tobacco products shops.  
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RELATED CONSIDERATIONS 

There are three issues to address in Minneapolis for the capping and/or spacing strategies to achieve their intended effects: 

• One license type for tobacco dealers and exclusive tobacco dealers. 

• Definition of a tobacco products shop.   

• Liquor stores current ability to sell menthol tobacco products 

One license type: In Minneapolis, there is one tobacco license. All 

Minneapolis tobacco retailers—convenience stores, liquor stores, vape 

stores and “smoke shops” have the same tobacco license and are 

categorized as a tobacco dealer or an exclusive tobacco dealer (i.e., 

tobacco product shop). St. Paul, MN has the same type of tobacco 

license. It created a separate definition and license type for tobacco 

products shops to clarify which stores the spacing ordinance applied. 

Furthermore, a separate license could be useful if Minneapolis applied a 

license cap to tobacco product shops and liquor stores that sell menthol 

instead of applying it to all tobacco detailers.  

Definition of tobacco product shop: Under Minneapolis current 

definition of a tobacco product shop, retailers can also hold an accessory 

use license and/or a grocery license. In some cases, stores achieve the 

90% sales requirement to be considered a tobacco product shop and sell 

menthol and other flavored tobacco while operating more like a 

convenience store (i.e., selling chips, soda, staple foods, etc.) than a 

tobacco product shop. To avoid this, Minneapolis could model the 

definition of tobacco product shops on its definition of off-sale liquor 

stores, which cannot hold a grocery store license.  

Liquor stores with tobacco licenses: To limit the availability of menthol 

products (original intent), a minimum spacing ordinance could apply to 

liquor stores and tobacco product shops.  

Tobacco License Holder Outreach 

Small Business Team staff and staff from other departments have 

conducted outreach to corner store tobacco dealers (Appendix A) and 

conducted stakeholder outreach during the moratorium regarding 

potential policy outcomes (Appendix C). Tobacco license holder 

reactions to proposed policy solutions have been predominantly 

negative. 

 

  

Minneapolis 
Definition of Tobacco 
Product Shop 

Tobacco products shop means a retail 

establishment with an entrance door 

opening directly to the outside that derives 

at least ninety (90) percent of its gross 

revenue from the sale of tobacco products, 

loose tobacco, plants, or herbs and cigars, 

cigarettes, pipes, and other smoking 

devices for burning tobacco and related 

smoking accessories and in which the sale 

of other products is merely incidental. 

"Tobacco products shop" does not include a 

tobacco department or section of any 

individual business establishment with any 

type of liquor, food, or restaurant license. 

Vape stores are considered an exclusive 

tobacco product shop in Minneapolis.  
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Appendix A 

Small Business Team Outreach  
to Corner Store Tobacco Dealers  

Background  

A staff team including representatives of Business Development, Business Licensing, Health, and the Small Business Team 

collaborated to design an approach to supporting these businesses.  Initial research to help identify what an effective 

strategy may look like included:   

• Preliminary interviews with a selection of convenience store owners  

• Literature review of strategies used by national tobacco-prevention support organizations  

• Interviews with staff in other locations that have adopted or considered tobacco restrictions 

• Review of existing City programs  

Additionally, the strategies developed needed to be feasible within the resources allocated, a $30,000 grant from ClearWay 

Minnesota awarded to the Minneapolis Heath Department.1  

From initial research, store owners anticipated significant drops in revenue. Convenience and corner store owners self-

reported approximately 50% of overall sales are tobacco and stores located in North Minneapolis self-reported 80% to 90% 

of tobacco sales are menthol. Most store owners did not have a strategy in place for replacing lost revenue. Nationally, very 

few places have implemented menthol restriction and of those that have had menthol restrictions have not established 

robust business support programs for the impacts stores. Anti-tobacco retailer support focuses on general business support 

and best practices in healthy retailing and grocery like store makeovers. Finally, existing City of Minneapolis programs such 

as Business Technical Assistance Program (BTAP) offers general retail support. 

Given the research findings above, the staff team determined that the most effective use of resources would be 

individualized outreach to independently owned convenience and corner stores store. The purpose of these store visits was 

to promote existing small business assistance services that are available through Community Planning and Economic 

Development and Healthy Corner Store resources available through the Minneapolis Health Department. To increase 

awareness among Minneapolis convenience store owners about the new ordinance and assess their technical assistance 

needs. 

Outreach to convenience and corner stores were done in two phases. For each phase, a Solicitation for Professional 

Services was requested. 

Phase 1: April – June 2018: Avanti Group, LLC and West Bank Business Association responded to a Solicitation for 

Professional Services to conduct convenience store assessment and outreach to convenience store owners with 

appropriate B-TAP and business resources if needed. Outreach in this phase was before the menthol restriction ordinance 

went into effect. 

Phase 2: August – December 2018: Through Target Market, hired Bennett Consulting, LLC to conduct more outreach after 

the menthol restriction ordinance went into effect. 

                                                                 
1 https://lims.minneapolismn.gov/File/2017-01339; https://lims.minneapolismn.gov/File/2018-00692  

https://lims.minneapolismn.gov/File/2017-01339
https://lims.minneapolismn.gov/File/2018-00692
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Results 

The outreach efforts focused on convenience and corner store that are independent, locally owned. Business licensing 
provided a list of tobacco licenses that included a total 312 stores with tobacco licenses. Corporate stores (Cub, Walgreens, 
Super America and Holiday) were not included. Bars, restaurants, liquor stores and full tobacco shops were also not 
included. Of the total number of licenses, 104 store visits were completed during the two phased outreach efforts. 

For each corner store visited, a store encounter form was completed to learn about the expected and current impacts of 
the menthol restriction to the business, store owners planned strategies to recuperate from loss of menthol sale, and 
answer store owner’s questions. 

 

Result of Store Visits  
104 Complete store visits with owner/manager 

40 Tobacco shops 
16 No longer sells tobacco 
32 Liquor stores with tobacco license 
43 Corporate stores (Cub, Walgreens, Super America and Holiday) 

9 Store out of business 
25 Bar/Restaurants 
44 Not reached or unresponsive  

312 Total list of Tobacco Dealer Licenses 

 

Findings: Several themes emerged from the in-person visits with stores: 

• Awareness: store owners were aware of the menthol restriction. Health Department sent out written 
communication about the menthol restriction ordinance to tobacco license dealers. 

• Financial loss: stores self-reported range of revenue declines due to menthol restriction. Tobacco sales is one of 
top three items of revenue for most of the convenience and corner stores accompanied with beverages (sodas, 
milk, and juice) and snacks.  

• Loss of customers and employees: many owners spoke to how they felt the restriction took from small businesses 
and gave business to tobacco shops and liquor stores. “My employees are from the neighborhood, I can’t afford 
them.” 

• Racial element: some owners felt the menthol restriction had racial element and that it was directly targeting them 
and their communities or put them out of business.  

• Zoning restrictions: stores zoned C1 district unsuccessfully attempted to rezone to C2 district to either convert 
convenience store to full tobacco or split the store to establish separate tobacco shop.  

• Out of Business: owners reported significant impact to business that they can no longer stay in business. As a 
result, some sold their business while others closed the business.  

• Unfair restriction: owners expressed how the restriction was unfair to their businesses type (convenience stores) 
and not to tobacco shops or liquor stores. That the menthol restriction was racially directed at the owners and 
their community. Stores expressed frustration with menthol restriction that despite getting certificates from the 
City for doing well and not selling to minors. “They are not trusting us to do our job.” 

• Tobacco License Fee: owners mentioned the tobacco license fee was no longer worth it. “Minneapolis is very hard 
to conduct business in...” 

Resources: Health Department and CPED offer many resources and services to help store owners adjust to menthol sales 
restrictions. The table below shows a tailored resource list the staff team created for convenience and corner store owners. 
The types of resources available include loans for business improvement, purchasing equipment, façade improvement 
grant, and technical assistance. 
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• The most referred resource was BTAP for business consultation but also because some of the providers serve as 
the City’s participatory lenders and administer most of the loan programs listed in the table.  

• Many store owners were hesistant to taking out a loans however, a few were interested and were referred to 
providers.  

• Great Streets Façade Imporvement Program was the 2nd most referred resource. At each store visit, a map and 
contact information for program administers was provided.  

• Several stores were referred to E-TAP and energy efficiency loan providers. 

 

Resource Guide to Retail Convenice and Corner Stores 

Financial Tools Referrals 

2% Loan   Small business loans for building improvements and certain 
equipment.  

6 

Alternative Fiancing 
Program 

Small business loans for building improvements and certain 
equipment. This program is available to all eligible borrowers 
wishing to utilize “rate of return-based” loans rather than 
“interest-based” loans. 

5 

Energy Efficiency 
Loans 

Loan for energy efficiency improvements in commercial 
properties 

6 

Health & Safety Loan 
Program 

Finance for code compliance investments including physical 
improvements such as grease traps, floor drains, and food 
service equipment. 

N/A 

Great Streets Façade 
Matching Grants  

Façade improvements including windows, doors, signage, 
awning, lighting, murals. 

10 

Equipment grants 
and loans 

Good Food Access Program (GFAP) Equipment and Physical 
Improvement Grant. Grocery and Convenience stores can apply 
to purchase and install equipment or make other 
improvements. 

4 

Technical Assitance   

Business Technical 
Assistance Program 
(B-TAP) 

Program provides direct business consulting services to new 
and existing businesses located in Minneapolis. 

36 

Energy Technical 
Assitance Porgam 

Program supports the implementation of energy cost-savings 
practices into everyday operations in small businesses located 
in the City of Minneapolis.  

6 

Additional Resources through Health Department  

Individual technical 
assistance 
 
 
 
 
 

Minneapolis Health Department's Healthy Living Team can visit 
a store to talk to the owner about the staple foods ordinance 
requirements, help them identify products that will meet the 
requirements, discuss store layout/design to promote healthy 
food options, train owners and staff on inventory management 
(especially how to handle fresh produce to minimize waste), 
and provide ideas for in-store marketing and promotions 
activities (e.g. taste tests or financial incentives), 

N/A 
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Health Food 
Merchandising Kit 

Convenience stores can receive a free merchandising kit. The 
kits are valued at $100 and include multiple sizes of display 
baskets, reusable price tag signs, plus small and large stickers 
for cooler doors/windows. To receive this merchandising kit, 
please email healthyliving@minneapolismn.gov 

5 

Procurement 

 

Healthy Living Team can help make connections to 
suppliers/distributors if stores don’t currently have a 
mechanism for obtaining staple foods, especially fresh fruits 
and vegetables. 

N/A 

SNAP/EBT and WIC 
program 
authorization 
assistance 

Minneapolis Health Department's Healthy Living Team can help 
convenience stores apply to become authorized to accept 
SNAP/EBT or WIC, which are additional revenue sources and 
help increase customer demand for healthy foods. 

N/A 

 

Considering the revenue loss from menthol sales, some stores had existing alternative sources of revenue like delis, gas 
station, coffee stand, lottery ticket sales, and UPS drop off/pick-ups that that could bring in additional traffic to the stores. 
Other stores considered adding new businesses to continue to stay in business: 

• Deli 

• Sandwich shop 

• Pizza shop 

• Phone shop 

• Introducing new product (cultural products) 

However, many reported that it was hard for them to take out a loan for new business while their corner store is already 
struggling. Stores ready to add new business were referred to a B-TAP provider for technical support and for loan. Some 
stores reported that they plan to eliminate tobacco sales from their business and try to provide other culturally appropriate 
products for their customers.  

Overall, store owners self-reported significant revenue loss due to the menthol restriction. Due to the zoning and square 
footage of their business, stores were not able to rezone to convert to full tobacco or split their stores. The resources 
offered did little to alleviate the impact to their sales. Their reaction to the menthol restriction was that the city does not 
support convenience and corner store businesses. The resources made available were helpful to owners interested in 
expanding their business.  

 

  



 

13 
 

Appendix B 

Maps Indicating Impact of Minimum Spacing Requirements
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Appendix C 

 

 

Tobacco Moratorium – Feedback from Stakeholder Meetings 

Methodology  

Staff from the Minneapolis Small Business Team hosted two listening sessions to get stakeholder feedback on the policy 
options within the tobacco moratorium study, specifically, those business owners that would be potentially impacted by 
any changes.  These meetings were held on May 28th at Sabathani Community Center in South Minneapolis and Thursday, 
May 30th at EMERGE in North Minneapolis.  Email invitations were sent to all tobacco license holders, and shared with 
business associations.  The email invitation also included a link to a survey to RSVP and/or provide written responses to the 
policy options; the survey received 16 responses.  A total of 26 business owners attended these two meetings, several 
attended both dates.   

An additional meeting with five representatives of the Coalition of Neighborhood Retailers took place on June 3rd at the City 

Public Service Center, organized at the request of the Coalition.  Below is a summary of the themes heard at these 

discussions.   

Themes  

Participants did not understand the purpose of the moratorium 

• Participants felt surprised that the City would be surprised that new tobacco shops would open following the 

menthol restriction, as they felt like that outcome was communicated by store owners during the flavor 

restrictions hearings.   

• Many agreed with the rationale for restricting youth access, and were generally accepting of the T21 ordinance, 

but did not agree with the connection between youth access and new exclusive tobacco (standalone or “splits”) 

since those spaces are age-restricted. 

 

Participants’ expectations of the moratorium study differed from the study description included in the ordinance. 

Participants expected the moratorium study would be an economic and health impact study of the menthol sales 

restrictions and other tobacco-related ordinances. Participants demanded that the City still complete one.   

• The overall negative financial impact of menthol sales restrictions was and continues to be substantial for 

convenience stores.  Stores have lost significant revenue and customer traffic, leading to reduced profit, reduction 

of employee hours and/or layoff, reduced orders for other, non-tobacco products, and in some cases, sale or 

closure of businesses.  These declines have also contributed to lower value of the business at sale.   

• The general perception is that menthol sales overall have not actually declined, but have been displaced to smoke 

shops, liquor stores, and convenience stores outside of Minneapolis, particularly inner-ring suburbs.  Some pointed 

to a study done by MSA in Duluth following flavor restrictions there that show displacement of sales.   

• There is not data showing a public health impact locally, and participants felt that this would be necessary to move 

ahead with any additional changes.   

• Menthol sales restrictions, and potential new tobacco policies, should be considered in the context of the 

cumulative impact of changes impacting convenience stores, including Minimum Wage, Safe and Sick Time, T21, 

Staple Foods, and Green to Go.  
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There is a sentiment that the City is picking winners and losers.  

• The menthol sales restrictions, and the policies being considered as part of the moratorium study, would benefit 

some businesses and harm others.  For example, there is a benefit for smoke shops and liquor stores, that can still 

sell menthol vs. convenience stores that cannot. A similar benefit is going to convenience stores in the inner-ring 

suburbs vs. those in Minneapolis. Participants expressed their belief that the menthol ordinance was not reducing 

menthol use because smokers were purchasing menthol products outside of Minneapolis.    

• Spacing and/or capping would benefit those stores who have already gotten an exclusive tobacco license vs. those 

who either didn’t get in before the moratorium or cannot get an exclusive tobacco license due to zoning.  

• Underlying much of the sense of unfairness or frustration is that 

the City is focused on menthol products, which are popular 

among African-American consumers, vs. ‘regular’ tobacco. Some 

also mentioned the public support for recreational marijuana by 

some City leaders as adding to the perception of inconsistency.    

Participants focused more on the menthol ordinance itself than post 

moratorium policy options; however, participants offered the following considerations for potential capping and spacing 

ordinances.  

• Some participants felt they had insufficient data to adequately respond to post moratorium policy options.  

• Any spacing or capping ordinance should specify what would happen to a license at the sale of a business and/or 

building. Participants wanted assurances that a new owner would be allowed to operate at that location if a 

current owner left. If a new owner could not continue operations, it could significantly depress the sale price of the 

business/building.  

• Policy makers should take into consideration the impacts to different types of retailers- convenience stores, 

‘smoke shops’, cigar shops, e-cigarette/vape shops. For example, under the current definition of tobacco product 

shop, minimum spacing of tobacco product shops would prevent a cigar shop and vape shop from being near each 

other even though they don’t sell the same products. 

• Banning all flavored tobacco for all retailers would virtually eliminate e-cigarette/vape shops, as most products 

sold by those retailers are flavored.  

• Any policy direction should consider future products that may come to market, whether that is products that don’t 

exist today or products that are not currently legal (marijuana). 

• There was limited discussion on the option to change the definition of exclusive tobacco shops from the 90% sales 

to a definition of selling only tobacco- and tobacco-related products; however, some indicated that the 90% is 

difficult to manage and enforce.  

Participants had additional suggestions for the City to consider, including: 

• Repeal the menthol sales restriction ordinance.   

• Allow all convenience stores to have an age-restricted ‘tobacco room’ for unflavored and menthol cigarettes, but 

not the full spectrum of products (cigars, other flavors) that exclusive tobacco stores have. 

• Consider restrictions on advertising and display instead of restrictions on sales.   

• Advocate for bans on online sales.  E-cigarette/vape products as well as tobacco accessories, e.g. rolling papers can 

currently be ordered online with limited age-verification processes.  

• Enforce against illegal sales of menthol products, stores and street sales.   

• Provide additional meeting time (outside of a formal public hearing) to provide feedback on proposed policies with 

Council Members present.  

 

“When you see winners and losers, 

that’s hard to explain… and if you’re 

a ‘loser’ you want to know that it’s 

making a difference” 


