
Protecting Youth from Tobacco and ESDs

“Not In My Space” is a youth-centered advocacy campaign that pushes back 
against the infiltration of tobacco and electronic smoking devices (ESDs)  
into environments where young people live, learn, and grow. It amplifies 
youth voices to reclaim their spaces—schools, parks, homes, and even digital 
platforms—and demand that these be 100% free from the marketing, sale, and 
use of harmful tobacco and nicotine products.

What the Evidence Says
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• �Most smokers start young: Nearly 9 in 10 
adult smokers tried their first cigarette by 
age 18.1 

• �Youth are especially vulnerable to nicotine 
addiction and long-term health harm.2,3 

• �Tobacco and ESD companies deliberately 
design products and marketing to attract 
youth using flavors, colors, influencers, and 
online platforms.4,5

• �The tobacco industry spends billions globally 
each year on advertising and marketing, with 
evidence that these  tactics both recruit new 
users and discourages current tobacco users 
from quitting.6 

• �E-cigarette use among youth has been rising 
in Asia and globally,7with flavored products as 
the main driver of initiation.8

• �Exposure to tobacco advertising significantly 
increases the likelihood of youth smoking.9 

To protect young people from the growing influence of the tobacco and vape industry, we must act on these key 
pillars: protecting youth spaces, exposing industry tactics, empowering youth voices, and pushing for strong 
policies. The industry targets youth through sweetened flavors, deceptive marketing, and a strong presence  
in physical and digital spaces. But young people are speaking up—demanding healthier environments and calling 
out these manipulative tactics. By supporting youth-led movements and enforcing strong laws, we can reclaim 
and safeguard youth spaces from industry interference. Here are four critical actions to turn these pillars into  
real protection.

Shield Youth from Harmful Marketing Ban Flavors: Sweet Lies Don’t Belong 
in Youth Spaces

• �Ban ads, packaging, and social media 
content that target young people.

• �Stop brand placements and influencer 
partnerships in youth-centered spaces 
(e.g., music festivals, gaming platforms).

• �Prohibit event sponsorships, promotional 
booths in schools, malls, and marketing 
and promotions on digital platforms.

• �Flavored tobacco and vapes hook youth, 
Studies show that 90% of US youth 
e-cigarette users use flavored products.10

• �Ban all flavored tobacco and nicotine 
products.
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Why Focus on Youth?

Four Actions to Protect Youth Spaces



SEATCA is a multi-sectoral non-governmental alliance promoting health and saving lives by assisting  
ASEAN countries to accelerate and effectively implement the tobacco control measures contained in the WHO FCTC.  

www.seatca.org @SEATCA @SEATCA @SEATCAdotorg

3 4Strengthen Youth Protections from Sales Keep Youth Spaces 100% 
Smoke- and Vape-Free 

Policymakers
Enact and enforce 

strong bans on 
flavored products, 

youth marketing, and 
sales near schools.

Advocates
Share campaign 

messages, organize 
events, and monitor 

and report violations.

Schools & Parents
Enforce smoke and 

vape-free campuses 
and homes. 

Youth
Speak out, join the 
campaign, and call 
out marketing that 

targets you. 

• �Raise the minimum age of access for all 
nicotine products to 25 years old.

• �Enforce strict age-verification and close 
online loopholes.

• �Ban points-of-sale near schools, 
playgrounds, and where youth gather.  

• �Enforce comprehensive smoke-free 
and vape-free policies in all indoor and 
outdoor public places where people live, 
work, learn, and gather

How You Can Contribute
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