
For the content characteristics, most
content (64%) flaunt beauty or
sensual images. This is the typical
approach used in promoting
conventional cigarettes. New nicotine-
based products are similar to
conventional cigarettes in a way where
users are mostly male [4]. As such,
associating the product with beauty and
sexuality will encourage men to engage
with the posts or will at least attract the
audience’s attention, including among
women who may be drawn by the sexy
or cool image of vaping. 

50% of the feed posts showcased or
displayed the product and regularly
incorporated the product in their posts to
promote its use. Referring to the
regulation for conventional cigarettes,
promoting cigarettes by showcasing the
product or its use is prohibited by the
law. More than a quarter (32%) of feed
posts features the enjoyment of
flavors, and 13% claimed that new
tobacco products were safe to use. 

PROMOTION MONITORING RESULTS

Online Promotion of E-Cigarette

New Products & Channels, Old Tactics

1 Month (October 2021)
monitoring is carried out on 45

selected Instagram accounts
with a minimum of 20,000

followers to monitor
promotional content on social

media and on e-commerce
Tokopedia to monitor sales

The decline in the global prevalence of cigarette smoking for the
past two decades, especially in developed countries has
contributed to a fall in tobacco industry profits. This has
prompted tobacco companies to expand their business by
producing and marketing new nicotine-based products in various
countries, including Indonesia [1],[2],[3]. 

GIVEN THE HIGH NUMBER

OF FOLLOWERS OF EACH

ACCOUNT, THE POTENTIAL

PROMOTIONAL CONTENT

COVERAGE WOULD HAVE

REACHED UP TO 2,897,327

ACOOUNTS

OBJECTIVES                                          METHODS

To determine the frequency
and characteristics of e-
cigarette promotional
content on social media
and sales volume in e-
commerce.  

Instagram monitoring of selected 45 vape
accounts showed aggressive vape
promotional activities. All posts were
encouraging the use of electronic
cigarettes, either through photos or videos
with different types of content such as
Lifestyle (58%), Tutorial (7%), Giveaway
(7%), and Challenge (6%). 

CONTENT INTERCTIONS

The highest interaction rate was 79,691 on October 9, and the
lowest was 24,273 on October 25. From the monitoring, it was
found that the rise and fall in the number of interactions
correspond with the types of content shared on each of the 45
accounts. The number of likes and comments will go up when
there is a new product launch, a giveaway, or a vaping challenge.
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Promoting through social media
influencers has directly or
indirectly led to a surge in e-
commerce sales. 

"There was a significant
increase in the number of

products offered for sale weekly
for as many as 49,320 items for
the “vape” category, and 5,691

items under the ‘vaporizer’
category”

 

CONCLUSIONS

RECOMMENDATION

SALES MONITORING RESULTS

The monitoring results of the top 5 stores according to the recommendations of the Tokopedia
algorithm, each store could sell at least 31 of its most purchased products on average per
week for different items, ranging from vaping devices to spare parts and liquid. 

Since they opened the shops on Tokopedia, flavored liquids sold the most for as many as
17,960 items or 96% of the total 18,677 e-liquids been sold. This is in line with the monitoring
results of promotional content on the Instagram where 32% of posts were promoting about
enjoying the flavors. 

 

The results of monitoring conducted
on 45 Instagram accounts showed
very massive promotional activity.
The promotional content used is
similar to what has been used by
the tobacco industry for
conventional cigarettes, the only
difference is the type of product
offered (new products) and the media
used (online).

The government needs to have the proper regulation in place to ban the
promotion of these products on social media and to strictly control their sale.

Data and information in this infographic taken from the report of Online Promotion of E-
Cigarettes in Indonesia: One-month monitoring in selected platforms
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Even though  Instagram has a policy that bans all
forms of tobacco products promotion. However, the
implementation of the policy very much depends on
the legal and regulatory framework of the country
concerned. As is the case for Indonesia, currently
there is no specific regulation for new nicotine-based
products. The tobacco industry has successfully
taken advantage of the regulatory void on
nicotine-delivery products and pushed their
products out to the market through e-commerce


