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Background, method, results and conclusions
BACKGROUND: A recent shift in the e-cigarette market and the emergence of new brands of disposable 
vapes and other nicotine products such as nicotine pouches and heat-not-burn, has led to increased 
popularity of some of these products among young people. While some forms of e-cigarette marketing 
are restricted in the UK, others are permitted. We examined the whole marketing mix for e-cigarettes 
and other emerging nicotine products to examine how marketing may contribute to young people’s 
perceptions of these products and their growing popularity. METHOD: Fourteen online focus groups 
(n=50) were conducted with 11–24-year-olds across the UK in May and June 2022. We explored how 
young people respond to different types of e-cigarettes and other nicotine products and their 
marketing. To stimulate discussion and explore cues and messages within marketing communications,
participants were shown real world examples of marketing and images of different types of products. 
RESULTS: Young people were aware of a shift in the e-cigarette market and perceived widespread use 
of disposable vapes. The discussions highlighted that the marketing mix of disposable vapes, 
compared with other types of e-cigarettes, is ideal for targeting young people in terms of placement, 
accessibility, price, product design, and promotion (through traditional and social media). Participants 
described clear differences in e-cigarette product characterisation and types of vaping, but there was 
confusion and misunderstanding around other types of nicotine products. CONCLUSIONS: The 
regulatory framework in the UK aims for balance to ensure that e-cigarette
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 marketing does not attract non-smokers and non-nicotine users or discourage smokers from using e-
cigarettes to stop smoking. In such a dynamic market, it may be challenging for regulation to keep 
pace with developments in products and marketing communications. 

Main messages
Disposable vapes, through their product design and marketing, are creating appeal to young people, 
including young never smokers. Policymakers need to consider whether the existing regulatory 
framework needs strengthening to protect young people.  
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