The Addiction Algorithm

How the tobacco industry orchestrates digital
exposure of youth to tobacco and nicotine marketing
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Emotional Hook: Massive Reach:

70% of sample social Content for just three

media posts use brands (Vuse, Velo,

emoticons to build and 1QOS) has been

a sense of belonging viewed over 3.4 billion

and "social validation" times, with 40% of that

among youth.’ audience being youth
under 25.2

Direct Sales: Social media posts now feature
direct links to platforms like Shopee, Lazada,
and TikTok Shop.3

Regulatory Failure: These cross-border sales
often bypass mandatory age restrictions, turning
a simple promotional post into an instant
(unregulated) sale.

Metaverse & Non-fungible Token: The industry
is moving into immersive art, virtual events,

~and "advergames" to build brand awareness in
spaces that currently have limited or no
tobacco-specific regulation.*

Algorithm Boosting: Content is engineered

to trigger platform mechanics, increasing reach
through organic-looking feeds rather than
traditional "paid ads."

Market Dominance: A single brand like ZYN
now commands nearly 68.7% of the US nicotine
pouch market among youth through these digi-
tal tactics.’

Health Warning: Contains addictive nicotine
that can harm brain development and
increase dependence.5’

Hold the Tobacco Industry Accountable
and Strengthen Platform Safeguards
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Enforce comprehensive Impose penalties on tobacco Strengthen digital platform
bans on digital tobacco and nicotine industries for safeguards to protect youth
marketing and influencer circumventing regulations. from exposure to tobacco
promotions. marketing.
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