Unmasking Q

the Digital

Protect the Youth from Digital Tobacco & Nicotine Marketing

Extending the Frontiers of Addiction

The tobacco and nicotine industry has moved
beyond traditional billboards to dominate the
digital spaces where youth live, learn, and play.
By using high-concentration nicotine salts and
youth-appealing flavors, these nicotine products
are engineered to drive rapid addiction.® % 3

Beyond the hook of dependency, these products
deliver toxic aerosols**® that cause cell damage,”®
permanent lung injury, and impaired brain
development.®!® To protect current and future
tobacco-free generations, we need to unmask
these digital tactics and reclaim our digital spaces.

Digital Nicotine Marketing is a Youth Crisis

The industry uses digital channels to bypass traditional advertising bans through "lifestyle normalization

Massive Global Reach

Unlike visible traditional ads, digital
marketing is often invisible from the
general public, using sophisticated
algorithms to target youth directly.

Threats from New Products

This digital dominance is particularly
evident with newer products, like
nicotine pouches. For instance, a single
brand, ZYN, now commands nearly
68.7% of the US youth market through
aggressive social media campaigns and
influencer endorsements.*

Youth Exposure by Design

Platforms reward high engagement,
meaning  industry-linked  content
often  reaches minors through
organic-looking feeds rather than
accidental exposure.
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Hidden & Targeted

Content for just three brands (Vuse,
Velo, and 1QOS) has been viewed over
3.4 billion times on social media,
reaching more than 385 million people.
40% of this audience is 150 million
youth under 25 years old.*

Peer-to-Peer Amplification

Industry-linked  content  spreads
exponentially through likes, shares,
and reposts, creating a false sense of
"social validation" that makes nicotine
use seem normal.

Systemic Digital Addiction

Monitoring in the Philippines revealed
over 5,500 publicly visible posts from
just 39 e-cigarette and HTP brands over
a six-month period.*® Evidence shows
they use digital language to connect
with the youth, with 70% of sample
social media posts using emoticons to
build “social validation.”



Unmasking Industry Tactics

We must expose how the industry repackages addiction for the digital age.

Tactic How it Works

Influencer Brands provide indirect compensation

"Grey Zones" (free product samples, gifts, travel) to
influencers who present commercial
intent as authentic personal content.

Algorithm Industry content is designed to trigger

Boosting platform mechanics, boosting reach
without needing "paid ads".

Fleeting Use of Stories (Instagram/TikTok) and

Content disappearing live streams limits the ability

of regulators to document and act
on violations.

Trend Influencer

Designed to be strategic and subtle so that

Marketing it appears very natural and not contrived,
making the marketing intent invisible to
the general public.'

E-commerce Social media posts have direct links to

Convergence Shopee, Lazada, and TikTok Shop and

bypass age restrictions, turning a
promotional post into an instant sale.

Next Generation

Tobacco companies are using the

Marketing metaverse and NFTs (non-fungible token)
to bypass regulations, using immersive art
and virtual events to build brand
awareness.’
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The Regional Challenge

Digital marketing is a systemic, regional problem that no single country can solve alone:

&

Borderless
Content

Marketing hosted in
one country is instantly
viewed across multiple

nations.®

&

Jurisdictional
Gaps
National laws struggle
to hold global platforms
accountable when their
headquarters are outside
local jurisdiction.

&

Fleeting
Evidence

lllegal digital marketing
disappears quickly,
making monitoring,
evidence collection, and
enforcement difficult.

Call to Action

We demand accountability from both the tobacco and nicotine industry and
digital platforms. We are calling fo

Platform Accountability

Platforms must be held
responsible for ensuring that
they do not host or amplify
tobacco and nicotine content
and cross-border sales.

Comprehensive Digital
Marketing Bans

A total prohibition of digital
tobacco and nicotine
advertising and influencer
promotions, and algorithm-
driven marketing.

Regional Coordination

ASEAN countries must align to
ban all forms of digital
tobacco and nicotine
marketing.
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