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INTRODUCTION   
Greater availability of alcohol through off-premise outlets has 
been associated with greater health risks for neighborhood 
residents. These outlets tend to concentrate in neighborhoods 
with lower-income and non-dominant minority populations, but 
may also be located in higher-income and White neighborhoods. 
To assess and understand the development of local neighborhood 
alcohol, tobacco, and cannabis markets, we used a mixed 
qualitative-quantitative approach.  

METHODS  
OFF-PREMISE OUTLETS ASSESSMENTS (N=403)   

◆ License name; Alcohol products; Fresh produce; Cigarettes 
and blunts 

◆ Area census data (block group)  

OFF-PREMISE OUTLET MANAGER INTERVIEWS (N=40)  

◆ Sample stratified by store and neighborhood conditions 

◆ Queried qualitative data for decision-making processes about 
alcohol sales  

◆ Triangulated with consultant insights (former distributor)  

CONCLUSIONS    
In our Northern California region, off-
premise alcohol sales outlets operated in a 
complex socio-economic system of 
interdependencies. Various mechanisms 
dictated how alcohol markets and alcohol 
contexts became differentiated. Customer 
requests and distributor’s 
recommendations shaped alcohol 
environments in independently owned 
stores, which were the majority of stores in 
our sample. Corporate managers made 
alcohol sales decisions in chain outlets. 
These factors may apply as well to the 
development of commercial tobacco and 
cannabis markets. Our findings may be 
unique to California’s underregulated 
alcohol environments.  
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QUANTITATIVE RESULTS  

76.2% of stores were independently owned. 23.8% of our stores are chain or franchise stores. 
These include: 7-Elevens; Safeways; CVSs; Arco; Walgreens; and Trader Joe’s. Independent  
stores ranged widely in operating and neighborhood characteristics.  

 

 

 

 

 

 

 

 

 

Outlets with liquor or spirits in the name tend to have general licenses, sell spirits, have alcohol 
account for at least half of inventory, and sell cigarettes, blunt wrappers, malt liquor, and fortified 
wine.  They tend not to be chain stores or to sell fresh produce. They are not significantly related 
to neighborhood income or poverty levels. 

Chain alcohol outlets tend to be located in higher-income and lower-poverty neighborhoods, and 
are more likely to sell produce but less likely to sell cigarettes, malt liquor, or fortified wine. 

Off-premise outlets in economically-disadvantaged areas are more likely to sell cigarettes, blunt 
wrappers, malt liquor, and fortified wine.  

QUALITATIVE RESULTS  

In independent stores, managers made decisions based on:  

1) Distributors’ suggestions and shelf stocking  

2) Requests from neighborhood-based customers  

3) Niche marketing  

In chain stores, decisions were made by off-site corporate managers. 

 

They'll send their sales guy in there, and he'll stay in the store two 
hours merchandising, dusting the wine bottles, resetting the shelf. 
They get ownership of a lot of the shelf space and floor space in 
the store because they spend the time.  

Some people request. We buy it from distributor, and some people 
come and say, “Can you order this beer for me?” And we order it 
for them. It doesn't matter if you have one customer, then you're 
going to order it and put it on the shelf and then other people start 
buying it also.  

R: It's kind of a niche that we've gone after. 

I: You have many kinds of gin.  

R: We do, but therein lies the problem. You can't request, "Can you 
get this particular beer," because that has to go through corporate, 
and it has to be put in what's called a flex order guide. If it's not in 
that flex order guide, I can't get it. It's got to be approved from 
corporate and then they decide, "Okay, do we want to carry this? 
Who is it going to appeal to and what's our margin?  

I: Do you get requests from customers?  


