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1 EXECUTIVE SUMMARY

Background: Smoke-Free Nova Scotia (SFNS) has identified working towards developing a
tobacco endgame framework as a priority initiative. To support the development of a
comprehensive tobacco endgame framework, SFNS sought to have an industry surveillance
scan completed to gain insight into how the tobacco/vape industry conducts business within the
province of Nova Scotia and to better understand if current checks and balances in place are
successful, as well as any gaps within industry enforcement that should be addressed in future
advocacy. The primary goal of this industry surveillance scan was to collect information on the
tobacco and vaping industries’ practices in Nova Scotia since 2018.

Methods: The industry surveillance scan took place over the course of six months (January to
June 2023). Research for the scan took place across several waves. First, an extensive search
was conducted to identify all active vape shops in the province. Second, keyword searches
were carried out on social media platforms to determine which content was easily accessible to
young people living in Nova Scotia. Third, a grey literature search of news media stories on
tobacco and vaping was conducted. Fourth, an exhaustive search was conducted on the history
of the tobacco industry’s involvement in vaping. Fifth, a search was done on the history of
tobacco and vaping regulations in each province. Lastly, interviews were conducted with public
health officers to gather information on their experiences with policy enforcement.

Findings: At present, there are approximately 50 active vape shops in Nova Scotia across 28
geographic locales. Despite bans on vaping advertising, a variety of vaping content (including
ads) can be seen on all popular social media platforms. Each social media platform contains
different types of social media content. News stories for each year can be categorized according
to themes. As time has gone on, news stories for vaping have become less common. The
tobacco industry has been involved in vaping for the past 10 years, with their involvement
becoming more significant in recent years. Many popular vape brands are owned by tobacco
companies, and many pro-vaping organizations are funded by tobacco companies. Regulations
have been introduced and/or promised in all 13 Canadian territories. Compliance with policies
has been high. Most policy violations are handled through education initiatives. 28 summary
offence tickets have been handed out in Nova Scotia, almost all related to flavoured vape juice.
Youth purchasing remains to be a significant hurdle.

Conclusions: In all, despite the gains made with respect to tobacco and vaping in Nova Scotia,
these industries continue to thrive. Tobacco and vaping have adapted to the changing policy
landscape and continue to find ways to circumvent legislation. The findings from this scan
highlight several areas for policy reform and future research. Recommendations for change and
future directions for research are discussed at the end of this report.
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2 Background

Smoke-Free Nova Scotia (SFNS) is provincial coalition that has been committed to reducing the
use of tobacco industry products and their harms in Nova Scotia since 1976. SFNS’s vision is to
have a province where the air is cleaner, the public is healthier, and people are not subject to
pressures to use tobacco industry products. SFNS is currently in a rebuilding phase and has
provided an opportunity to refocus advocacy efforts. To support work in line with their mission,
in June 2022, the coalition undertook a strategic planning session to identify priority action areas
in line with their strategic goals. Their strategic goals include:

1. To support, encourage, and undertake initiatives which discourage tobacco industry
products in order to promote health.
To advocate for and promote public health policy related to commercial tobacco and
vaping products.
To increase public awareness of the harms related to tobacco, vaping, and cannabis.
To support a comprehensive and collaborative approach to the commercial tobacco
endgame strategy.

The World Health Organization (WHO) defines the tobacco industry as “Manufacturers,
importers, and distributors of tobacco products and processors of tobacco leaf — an entire group
of businesses whose only goal is to make profits directly or indirectly from tobacco products” [1].
Similarly, the vaping industry refers to manufacturers, importers, and distributors of electronic
nicotine delivery systems (ENDS) [2]. In Canada, both tobacco and vaping products are
regulated under the Food and Drugs Act [2]. Despite being separate entities, there exists a
longstanding overlap between the tobacco and vaping industries [3].

SFNS has identified working towards developing a tobacco endgame framework as a priority
initiative to support future advocacy designed to achieve the above-stated strategic goals. To
support the development of a comprehensive tobacco endgame framework, SFNS sought to
have an industry surveillance scan completed to gain insight into how the tobacco and vape
industries conducts business within the province of Nova Scotia and to better understand if
current checks and balances in place are successful, as well as any gaps within industry
enforcement that should be addressed in future advocacy.

In Canada, the smoking rate amongst Canadians is approximately 11% in adults (aged 25+),
approximately 9% in young adults (aged 20-24), and approximately 3% in youth (aged 15-19)
[4]. These rates have all decreased over the last several decades [4]. Despite this, smoking
remains to be a significant public health concern for Canadians. For instance, it is well
established that smoking can lead to a variety of negative health outcomes, the most significant
of which is lung cancer [5]. Similarly, vaping remains to be a significant public health concern. At
present, the vaping rate in Canada is 3% in adults, 13% in young adults, and 14% in youth [4].
Over the last several years, vaping has continued to increase amongst young people [6].
Despite a decline in vaping during the COVID-19 pandemic, vaping rates remain high [7].
Research on vaping in young people has returned several concerning findings including a high




rate of negative side effects [8], concurrent alcohol, cannabis, and tobacco use [9], high levels
of nicotine dependence [10], and a lack of desire to quit [11]. Furthermore, there is research
demonstrating that young people who never smoked may transition into cigarette smoking after
first taking up vaping [12]. In all, the current body of knowledge on smoking and vaping
describes a landscape that requires policy and regulation to promote the well-being of young
Canadians.

2.1 Aim and Objectives

The primary goal of this industry surveillance scan was to collect information on the tobacco and
vaping industries’ practices in Nova Scotia since 2018. To achieve this goal, the industry
surveillance scan had the following objectives:

1. Conduct surveillance on tobacco and vaping industry practices in Nova Scotia over a
six-month period.

a. Explore the various business tactics of tobacco and vape companies, including

their social media presence and their promotion practices.

b. Visit vape shops to view in-store advertising and business design/layout.
Examine compliance with, and the enforcement of, various policies (i.e., Tobacco
Access Act, Smoke-Free Places Act) that target smoking and vaping in Nova Scotia.

a. Examine enforcement complaints, policies, and practices, as well as the number

of complaints, successes, and challenges with enforcement.

b. Interview public health officers on their experiences with enforcement both before

and since the passing of the most recent vaping legislation.
Explore the relationship between the tobacco and vaping industries.
Explore tobacco and vaping organizations to determine stakeholder ties to the tobacco
and vaping industries in Nova Scotia.
Complete a grey literature search (e.g., newspaper articles, op-eds, social media) for the
presence of the tobacco and vaping industries in Nova Scotia over the past 5-years and
ongoing scan through the project.

The purpose of this report is to support SFNS and stakeholder partners to strengthen their
advocacy on the need for healthy public policies relating to the commercial tobacco and vaping
industries. This industry surveillance scan highlights that the tobacco and vaping industries
continue to thrive despite the current policy landscape. This scan also provides insight into the
policy enforcement and experiences of public health officers who are tasked with ensuring the
compliance of the tobacco and vaping industries. Finally, this scan provides recommendations
on future advocacy to support the effectiveness of tobacco and vaping policies, as well as what
gaps in policy remain.

3 Methods

The industry surveillance scan took place over the course of six months (January to June 2023).
Research for the scan took place across several waves. First, to explore the business tactics of




tobacco and vape companies, an extensive search was conducted to identify all active vape
shops in the province. These shops were all mapped using Google’s map creator tool. In
addition, all schools in the vicinity of the vape shop were mapped, as were all retail locations
where tobacco and cannabis can be purchased. The websites for these shops were then visited
to gain an understanding of their promotion practices and the types of products they sold, as
well as whether they had an age verification process. Further, all social media accounts linked
to these shops were visited to catalogue the content they post and whether they do product
advertising.

An additional point of interest for this scan was to determine the state of social media content
with respect to vaping. To accomplish this, keyword searches were carried out on several social
media platforms (e.g., TikTok, Instagram) to determine which content was easily accessible to
young people living in Nova Scotia. The focus of this search was on Canadian content. Social
media content was then summarized and categorized to help describe the different types of
content available on each platform.

Next, a search of the grey literature was conducted. Specifically, newspaper articles containing
information about vaping, tobacco, and cannabis from 2018 to present were consulted. Specific
focus was paid to articles about vaping legislation and violations of said legislation. Keyword
searches were carried out across all relevant news media platforms in attempts to create an
exhaustive list of news content. All news media was then summarized and categorized to help
describe the different types of news media content that has been posted over the last five years.

Throughout the entirety of the project, news sites were monitored for new and developing
stories.

Third, to explore the relationship between the tobacco and vaping industries, an exhaustive
search was conducted on the history of the tobacco industry’s involvement in vaping. First, a
timeline was created to document when each of the major tobacco companies became involved
in vaping. To make this more achievable, an exhaustive list of all known vaping brands was
generated to determine which were independently owned and which were owned by tobacco
companies. Next, the financial ties between the tobacco and vaping industries were explored.
These ties included both vape companies owned by tobacco companies, as well as any funding
partnerships that exist between tobacco and vaping companies or their representatives. Lastly,
the links between relevant stakeholders were explored. These included the links between
tobacco and vape company CEOs and directors, vaping organization board members, funders
and shareholders, public health employees, politicians, and any other relevant parties identified.

Fourth, research was conducted on the history of tobacco and vaping regulations in each
province, as well as any legislation introduced at the federal level. The goal of this research was
twofold. First, a scan of Nova Scotia’s legislation allowed for the development of a rollout
timeline. Second, as Nova Scotia was the first province to champion vaping regulations, a scan
of other provincial and federal legislation allowed for a comparison of how other provinces have
followed in Nova Scotia’s footsteps, as well as how federal legislation has shaped the provincial




regulatory landscape. This research culminated in the creation of a comprehensive regulatory
timeline of all tobacco and vaping and legislation introduced in Canada over the last decade.

Lastly, research was conducted on various pieces of legislation related to tobacco and vaping.
Although several pieces of legislation were explored, most attention was paid to the Tobacco
Access Act and the Smoke-Free Places Act. Furthermore, to better understand the experiences
of public health officers with the enforcement of these acts, semi-structured interviews were
conducted with two different public health officers. These interviews were informal in nature and
took place over Microsoft Teams. A list of interview questions was created beforehand to
facilitate conversation. The goal of each interview was to understand the experiences of that
officer with the enforcement process, issues with compliance, challenges with enforcing
legislation, and shortcomings of current policies. Each interview lasted approximately 30
minutes.

4 Findings

4.1 The Locations of Vape Shops in Nova Scotia

At present, there are approximately 50 vape shops in Nova Scotia spanning across 12
counties®. This number is smaller than it was in 2018. There are two primary reasons why the
number of vape shops has decreased in the last five years. The first, most evident reason, is the
passing of various pieces of anti-vaping legislation between 2020 and 2022. The second reason
is the impact the COVID-19 pandemic has had on small businesses. Research has shown that
the COVID-19 pandemic has forced some small business owners in Canada to close their
businesses entirely [13]. Despite this, a significant number of vape shops remain in operation.

4.1.1 Antigonish County

As of the 2021 census, the population of Antigonish County was approximately 5,500.
Approximately 12% of the residents of Antigonish County are between the ages of 10 and 19
[14]. At present, there is one active vape shop in Antigonish County.

Antigonish. There is currently one operating vape shop in Antigonish. A map of Antigonish,
including the vape shop, tobacco retail locations, and schools is presented in Figure 1.

The Vapour Trail. This vape shop is located in a small strip mall alongside several other
businesses. There is one sign on the front of the building advertising the store. There is signage
on the door informing the public that the store is 19+.

There are three schools in Antigonish that are in close proximity to the vape shop:

1. Antigonish Education Centre.
2. Dr. John Hugh Gillis Regional High School.

1 Note that not all counties in Nova Scotia have a currently operating vape shop.




3. St. Andrew Junior School.
4.1.2 Cape Breton County

As of the 2021 census, the population of Cape Breton County was approximately 98,500.
Approximately 10% of the residents of Cape Breton County are between the ages of 10 and 19
[14]. At present, there are seven active vape shops in Cape Breton County.

Glace Bay. There is currently one operating vape shop in Glace Bay. A map of Glace Bay,
including the vape shop, tobacco retail locations, and schools is presented in Figure 2.

Coastal Vapor. This vape shop is located in a small strip mall alongside several other
businesses. There is one sign on the front of the building advertising the store. There are a
variety of products on display inside. The store space itself is quite small.

There are four schools in Glace Bay that are in close proximity to the vape shop:

Glace Bay Elementary School.
Glace Bay High School.

Oceanview Education Centre.
St. Anne’s Elementary School.

New Waterford. There is currently one operating vape shop in New Waterford. A map of New
Waterford, including the vape shop, tobacco retail locations, and schools is presented in Figure
3.

Cloud Ripper Vape Co. This vape shop is located in a converted house. There is ho signage on
or in front of the building. It is in my professional opinion that this is an illegitimate vape shop.

There are two schools in New Waterford that are in close proximity to the vape shop:

1. Breton Education Centre.
2. Greenfield Elementary School.

North Sydney/Sydney Mines. There are currently two operating vape shops in North
Sydney/Sydney Mines. A map of North Sydney/Sydney Mines, including the vape shop, tobacco
retail locations, and schools is presented in Figure 4.

Coastal Vapor. This vape shop is located in a small strip mall alongside several other
businesses. There is one sign on the front of the building advertising the store. There are a
variety of products on display inside. The store space itself is quite small.

Dabbit Supply Co. This vape shop is located in a converted house. There is no signage on or in
front of the building. It is in my professional opinion that this is an illegitimate vape shop.




There are four schools in North Sydney/Sydney Mines that are in close proximity to the vape
shops:

Ferrisview Elementary School.
Jubilee Elementary School.
Memorial High School.
Sydney Mines Middle School.

Sydney. There are currently three operating vape shops in Sydney. A map of Sydney, including
the vape shop, tobacco retail locations, and schools is presented in Figure 5.

Caper Four 20. This vape shop is located next to a house. There are several signs on the
building advertising the store.

Coastal Vapor. This vape shop is located in a small strip mall alongside several other
businesses. There is one sign on the front of the building advertising the store. There are a

variety of products on display inside. The store space itself is moderately sized.

Pipers and Puffs. This vape shop is located in a converted house. There is one sign on the front
of the building advertising the store.

There are one school in Sydney that is in close proximity to the vape shops:
1. Sydney Academy.
4.1.3 Colchester County
As of the 2021 census, the population of Colchester County was approximately 51,500.
Approximately 10% of the residents of Colchester County are between the ages of 10 and 19

[14]. At present, there are three active vape shops in Colchester County.

Truro. There are currently three operating vape shops in Truro. A map of Truro, including the
vape shop, tobacco retail locations, and schools is presented in Figure 6.

Robie Street Vape. This vape shop is located in a small strip mall next to several businesses.
There is one sign out front advertising the store.

Touch of Glass. This vape shop is located in a small strip mall next to a café. There is one sign
out front advertising the store. They have many products visibly on display when one enters the
establishment. The store space itself is very large.

Vaporhub. This vape shop is located in a converted hotel lobby. There is one sign out front
advertising the store. There is signage on the door informing the public that the store is 19+.




They have many products visibly on display when one enters the establishment. The store
space itself is moderately large.

There are four schools in Truro that are in close proximity to the vape shops:

Central Colchester Junior High School.
Cobequid Education Centre.

Truro Elementary School.

Truro Middle School.

4.1.4 Cumberland County

As of the 2021 census, the population of Cumberland County was approximately 30,500.
Approximately 10% of the residents of Cumberland County are between the ages of 10 and 19
[14]. At present, there are two active vape shops in Cumberland County.

Amherst. There are currently two operating vape shops in Amherst. A map of Amherst, including
the vape shop, tobacco retail locations, and schools is presented in Figure 7.

Albion Vapor Shop. This vape shop is located in a standalone building. There is no signage out
front advertising the store.

Crescent Vape. This vape shop is located in a standalone building. There is one sign out front
advertising the store. They have many products visibly on display when one enters the
establishment. The store space itself is small.

There are four schools in Amherst that are in close proximity to the vape shops:
Amherst Regional High School.
EB Chandler Junior High School.
Spring Street Academy.
West Highlands School.

4.1.5 Dighy County

As of the 2021 census, the population of Digby County was approximately 17,000.
Approximately 9% of the residents of Digby County are between the ages of 10 and 19 [14]. At
present, there is only one active vape shop in Digby County.

Digby. There is currently one operating vape shop in Digby. A map of Digby, including the vape
shop, tobacco retail locations, and schools is presented in Figure 8.

Water's Edge. This vape shop is located in a converted house. There is no signage out front.




There are two schools in Digby that are in close proximity to the vape shop:

1. Digby Elementary School.
2. Digby Regional High School.

4.1.6 Halifax County

As of the 2021 census, the population of Halifax County was approximately 440,000.
Approximately 10% of the residents of Halifax County are between the ages of 10 and 19 [14].
At present, there are 25 active vape shops in Halifax County spanning across six population
centers.

Bedford. There is currently one operating vape shop in Bedford. A map of Bedford, including the
vape shop, tobacco retail locations, and schools is presented in Figure 9.

U-Vape. This vape shop is located in a long strip mall alongside several other business. There
is one sign on the front of the building advertising the store. Their products are visibly on display
when one enters the establishment. The store space itself is moderately sized.

There are six schools in Bedford that are in close proximity to the vape shop:

Bedford South Elementary School.

Ecole Beaubassin.

Ecole Rockingham.

Ecole Secondaire du Summet.
Grosvenor-Wentworth Park Elementary School.
Park West School.

Dartmouth. There are currently six operating vape shops in Dartmouth. A map of Dartmouth,
including the vape shop, tobacco retail locations, and schools is presented in Figure 10.

The Cloud Factory. This vape shop is located in a small strip mall alongside several other
businesses. There is one sign on the front of the building advertising the store. They have many
products visibly on display when one enters the establishment. The store space itself is large.

E-ssentials. This vape shop is located in a small strip mall alongside several other businesses.
There is one sign on the front of the building advertising the store. They have many products
visibly on display when one enters the establishment. The store space itself is very small.

The Foggy Coil. This vape shop is located in a large strip mall alongside several other
businesses. There is one sign on the front of the building advertising the store. The store has a
modern design. They have many products visibly on display when one enters the establishment.
The store space itself is large.




Radical Concepts. This vape shop is located in a small strip mall alongside several other
businesses. There is one sign on the front of the building advertising the store. There is signage
on the door informing the public that the store is 19+. They have many products visibly on
display when one enters the establishment. The store space itself is very large.

Smoke-less. This vape shop is located in a small strip mall alongside several other businesses.
There is one sign on the front of the building advertising the store. They have many products
visibly on display when one enters the establishment. The store space itself is small.

U-Vape. This vape shop is located in a small strip mall alongside several other businesses.
There is one sign on the front of the building advertising the store. There is signage on the door
informing the public that the store is 19+. There is an advertisement outside the store promoting
quitting smoking. Their products are visibly on display when one enters the establishment. The
store space itself is modernly designed and moderately sized.

Up in Smoke Shoppe. This vape shop is located in a large strip mall alongside several other
businesses. There are two large signs on the front of the building advertising the store. There is
signage on the door informing the public that the store is 19+. They have a large variety of
products visibly on display when one enters the establishment. The store space itself is
modernly designed and large in size.

The Vapour Trail. This vape shop is located in a small strip mall alongside two other
businesses. There is one sign on the front of the building advertising the store. There is signage
on the door informing the public that the store is 19+. Their products are visibly on display when
one enters the establishment. The store space itself is quite small.

There are 27 schools in Dartmouth that are in close proximity to the vape shops:

1.
2.
3.
4.
5.
6.
7.
8.
9.

Admiral Westphal Elementary School.
Astral Drive Junior High School.
Auburn Drive High School.
Bel Ayr Elementary School.
Bicentennial School.
Brookhouse Elementary School.
Caldwell Road Elementary School.
Caledonia Junior High School.
Churchill Academy.
. Colby Village Elementary School.
. Cole Harbour District High School.
. Colonel John Stuart Elementary School.
. Dartmouth High School.
. Dartmouth South Academy.
. Ellenvale Junior High School.
. Eric Graves Memorial Junior High School.
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17. George Bissett Elementary School.
18. Hawthorn Elementary School.

19. lan Forsyth Elementary School.

20. Joseph Giles Elementary School.

21. Kings View Academy.

22. Michael Wallace Elementary School.
23. Mount Edward Elementary School.
24. Portland Estates Elementary School.
25. Robert Kemp Turner Elementary School.
26. Sir Robert Borden Junior High School.
27. Woodlawn High School.

Fall River. There is currently one operating vape shop in Fall River. A map of Fall River,
including the vape shop, tobacco retail locations, and schools is presented in Figure 11.

The Vapour Trail. This vape shop is located in a small strip mall alongside three restaurants.
There is one sign on the front of the building advertising the store. There is signage on the door
informing the public that the store is 19+. Their products are visibly on display when one enters
the establishment. The store space itself is quite small.

There are three schools in Fall River that are in close proximity to the vape shop:

1. Ash Lee Jefferson School.
2. George P. Vanier Junior High School.
3. Lockview High School.

Halifax Proper. There are currently nine operating vape shops in Halifax proper. A map of
Halifax proper, including the vape shops, tobacco retail locations, and schools is presented in
Figure 12.

Darth Vapor. This vape shop is located in a small standalone building. There is one sign on the
front of the building advertising the store. There is signage on the door informing the public that
the store is 19+. They have many products visibly on display when one enters the
establishment. The store space itself is small.

Glass on Glass. This vape shop is located in a small strip mall alongside several other
businesses. There is one sign on the front of the building advertising the store. They have many
products visibly on display when one enters the establishment. The store space itself is small.

Mary Janes. This vape shop is located in an old building alongside several other businesses.
There is a sign on the front of the building advertising the store, as well as painted mural on the
face of the building. They have many products visibly on display when one enters the
establishment. The store space itself is small.




U-Vape. This vape shop is located in a small strip mall alongside several other businesses.
There is one sign on the front of the building advertising the store. There is sighage on the door
informing the public that the store is 19+. Their products are visibly on display when one enters
the establishment. The store space itself is moderately sized.

Vapor Max. This vape shop is located in a large strip mall alongside several other businesses.
There is one sign on the front of the building advertising the store. Their products are visibly on
display when one enters the establishment. The store space itself is quite small.

Vaporhub. This vape shop is located in a small strip mall alongside several other businesses.
There is one sign on the front of the building advertising the store. There is also an official
government sign on the front of the building saying that e-cigarettes have been restricted. They
have many products visibly on display when one enters the establishment. The store space
itself is small.

The Vapour Trail Fairview. This vape shop is located in a small strip mall with several other
businesses. There is one sign on the front of the building advertising the store. There is signage
on the door informing the public that the store is 19+. Their products are visibly on display when
one enters the establishment. The store space itself is quite small.

The Vapour Trail Spryfield. This vape shop is located in what used to be a house. There is one
sign on the front of the building advertising the store. There is signage on the door informing the

public that the store is 19+. Their products are visibly on display when one enters the
establishment. The store space itself is quite small.

2411 Vape and Cannabis Accessories. This vape shop is located in a building with one other
business. There are several signs on the front of the building advertising the store. The
storefront is very eye-catching compared to others. There is signage on the door informing the
public that the store is 19+. Their products are visibly on display when one enters the
establishment. The store space itself is moderately sized.

There are 18 schools in Halifax proper that are in close proximity to the vape shops:

Armbrae Academy.

Burton Ettinger Elementary School.
Central Spryfield Elementary School.
Citadel High School.

Clayton Park Junior High School.
Duc d’Anville Elementary School.
Ecole Mer et Monde.

Fairview Heights School.

Fairview Junior High School.

10 Gorsebrook Junior High School.

11. Halifax Grammar School.
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12. Inglis Street Elementary School.
13. Joseph Howe Elementary School.
14. Kings View Academy.

15. Oxford School.

16. Shambhala school.

17. Silver Crescent Academy.

18. St. Mary’s School.

Lower Sackville. There are currently four operating vape shops in Lower Sackville. A map of
Lower Sackville, including the vape shops, tobacco retail locations, and schools is presented in
Figure 13.

Hemp Heaven. This vape shop is located in a small strip mall alongside several other
businesses. There is a sign on the front of the building advertising the store. There is signage
on the door informing the public that the store is 19+. They have many products visibly on
display when one enters the establishment. The store space itself is very large and very busy.

Mary Janes. This vape shop is located in a small strip mall alongside several other businesses.
There is a sign on the front of the building advertising the store, as well as a stylized banner.
There is signage on the door informing the public that the store is 19+. They have many
products visibly on display when one enters the establishment. The store space itself is very
large.

Vaporhub. This vape shop is located in a small strip mall alongside several other businesses.
There is a small sign on the front of the building advertising the store. There is sighage on the
door informing the public that the store is 19+. They have many products visibly on display
when one enters the establishment. The store space itself is moderately large.

The Vapour Trail. This vape shop is located in a small strip mall alongside a hemp supply store
and an adult entertainment store. There is a small sign on the awning of the building advertising
the store. There is signage on the door informing the public that the store is 19+. Their products
are visibly on display when one enters the establishment. The store space itself is quite small.

There are 15 schools in Lower Sackville that are in close proximity to the vape shops:

AJ Smeltzer School.

Caudle Park Elementary School.
Cavalier Drive School.

Ecole du Grand-Portage.

Harry R. Hamilton Elementary School.
Hillside Park Elementary School.
Leslie Thomas Junior High School.
Millwood Elementary School.
Millwood High School.
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10. Rocky Lake Elementary School.

11. Rocky Lake Junior High School.

12. Sackville Heights Elementary School.
13. Sackville Heights Junior High School.
14. Sackville High School.

15. Smokey Drive Elementary School.
16. Sycamore Elementary School.

Tantallon. There are currently two operating vape shops in Tantallon. A map of Tantallon,
including the vape shops, tobacco retail locations, and schools is presented in Figure 14.

Vapor Head. This vape shop no longer has a physical location. All their business is conducted
online.

The Vapour Spot. This vape shop is located in a small, modernly designed building. There is a
sign on the awning of the building advertising the store. There is signage on the door informing
the public that the store is 19+. None of their products are visible inside. The store space itself is
quite small.

There are four schools in Tantallon that are in close proximity to the vape shops:

Bayview High School.

Saint Margaret’'s Bay Elementary School.
Tantallon Junior Elementary School.
Tantallon Senior Elementary School.

4.1.7 Hants County
As of the 2021 census, the population of Hants County was approximately 45,000.
Approximately 12% of the residents of Hants County are between the ages of 10 and 19 [14]. At

present, there are three currently active vape shop in Hants County.

Elmsdale. There is only one operating vape shop in EImsdale. A map of Elmsdale, including the
vape shop, tobacco retail locations, and schools is presented in Figure 15.

Leno’s Stop Shop. This vape shop is located in a standalone building. There are several signs
out front. There are a variety of products displayed inside.

There are three schools in EImsdale that are in close proximity to the vape shop:

1. Elmsdale District School.
2. Enfield District Primary School.
3. Maple Ridge Elementary School.




Windsor. There are two operating vape shops in Windsor. A map of Windsor, including the vape
shop, tobacco retail locations, and schools is presented in Figure 16.

Cloud 9 Novelties. This vape shop is located in a standalone building. There is one sign out
front. The shop doubles as an adult entertainment store. They have very few products displayed
inside.

Vaper’s Attic. This vape shop is located in a standalone building. There is no sighage out front.
There are a variety of products displayed inside.

There are three schools in Windsor that are in close proximity to the vape shops:
1. Kings-Edgehill School.

2. West Hants Education Centre.
3. Windsor Elementary School.

4.1.8 Inverness County

As of the 2021 census, the population of Inverness County was approximately 17,500.
Approximately 10% of the residents of Inverness County are between the ages of 10 and 19
[14]. At present, there is one active vape shop in Inverness County.

Port Hawkesbury. There is currently one operating vape shop in Port Hawkesbury. A map of
Port Hawkesbury, including the vape shop, tobacco retail locations, and schools is presented in
Figure 17.

Island Hemp. This vape shop is located in a converted house. There is one sign on the front of
the building advertising the store. There are a variety of products on display inside. The store
space itself is quite large.

There are two schools in Port Hawkesbury that are in close proximity to the vape shop:

1. Strait Area Education and Recreation Centre.
2. Tamarac Education Centre.

4.1.9 Kings County

As of the 2021 census, the population of Kings County was approximately 63,000.
Approximately 10% of the residents of Kings County are between the ages of 10 and 19 [14]. At
present, there are two vape shops in Kings County.

New Minas. There are currently two operating vape shops in the New Minas area. A map of
New Minas, including the vape shop, tobacco retail locations, and schools is presented in Figure
18.




Fundy Vapors. This vape shop is located in a standalone building. There are several signs out
front.

The Vapour Trail. This vape shop is located in a small strip mall. There is no sighage out front.
There are three schools in New Minas that are in close proximity to the vape shops:

1. Evangeline Middle School.

2. Horton High School.

3. New Minas Elementary School.
4.1.10 Lunenburg County
As of the 2021 census, the population of Lunenburg County was approximately 48,600.
Approximately 8% of the residents of Lunenburg County are between the ages of 10 and 19

[14]. At present, there is one currently active vape shop in Lunenburg County.

Chester. There is only one operating vape shop in Chester. A map of Chester, including the
vape shop, tobacco retail locations, and schools is presented in Figure 19.

Chester Vapour Supplies. This vape shop is located in a standalone building. There is no
signage out front. There are a variety of products displayed inside.

There are two schools in Chester that are in close proximity to the vape shop:

1. Chester Area Middle School.
2. Chester District School.

4.1.11 Pictou County
As of the 2021 census, the population of Pictou County was approximately 43,500.
Approximately 11% of the residents of Pictou County are between the ages of 10 and 19 [14]. At

present, there are three currently active vape shops in Pictou County.

New Glasgow. There are three operating vape shops in New Glasgow. A map of New Glasgow,
including the vape shop, tobacco retail locations, and schools is presented in Figure 20.

Kickin’ Ash. This vape shop is located in a small strip mall. There is no signage out front.

Platinum Smoking Supplies. This vape shop is located in a small strip mall. There is one sign
out front advertising the store. There are a variety of products displayed inside. The store space
itself is small.




The Vapour Trail. This vape shop is located in a small strip mall. There is one sign out front
advertising the store. There are a variety of products displayed inside. The store space itself is
small.

There are six schools in New Glasgow that are in close proximity to the vape shops:

AG Baillie Memorial School.

Dr. WA MacLeod Consolidated School.
GR Saunders Elementary School.

New Glasgow Academy.

North Nova Education Centre.

Walter Duggan Consolidated School.

4.1.12 Yarmouth County

As of the 2021 census, the population of Yarmouth County was approximately 25,000.
Approximately 10% of the residents of Yarmouth County are between the ages of 10 and 19
[14]. At present, there is only one active vape shop in Yarmouth County.

Yarmouth. There is currently one operating vape shop in Yarmouth. A map of Yarmouth,
including the vape shop, tobacco retail locations, and schools is presented in Figure 21.

The Vapour Trail. This vape shop is located in a small strip mall alongside several other
businesses. There is a small sign outside the building advertising the store. There is sighage on
the door informing the public that the store is 19+. Their products are visibly on display when
one enters the establishment. The store space itself is quite small.

There are three schools in Yarmouth that are in close proximity to the vape shop:
1. Bridgeway Academy.

2. Yarmouth Consolidated Memorial High School.
3. Yarmouth Elementary School.

4.2 Business Tactics of Vape Shops in Nova Scotia

Most of the vape shops in Nova Scotia have websites and at least one social media profile.
Vape shops that are part of larger chains share the same website and social media profiles. The
websites and social media profiles of each vape shop in Nova Scotia will be discussed in this
section.

4.2.1 Albion Vapor Shop




Albion Vapor Shop has a website, though there is currently no content on it. They have a
Facebook page, but they have not posted since 2020. At this time, they used to regularly
advertise products.

4.2.2 Caper Four 20

They do not have a website. They do have a Facebook page, though they have not posted in
over two years. They also have an Instagram page, though they have not posted in over three
years.

4.2.3 Chester Vapour Supplies

They do not have a website. They do have a Facebook page and post regularly. Most of their
posts are about the unique products they sell (e.g., uncommon food and drink items). They also
have an Instagram page that contains the same content as the Facebook page. These pages
have sizeable followings.

4.2.4 The Cloud Factory
The Cloud Factory does not have a website. They do have a Facebook page. They have not

posted on this page since 2020. Their final posts revolved around the flavour ban. Prior to this,
they used to post regular product advertisements and would conduct product giveaways.

Although flavours are not advertised on Facebook, there are several images of them holding
flavoured products available on Google.

4.2.5 Cloud Ripper Vape Co

They do not have a website. They do have a Facebook page, but it does not appear to be
active.

4.2.6 Cloud 9 Novelties

They have a website. You are required to verify your age upon entering. If you specify that you
are not at least 19 years of age, you are redirected to the Google homepage. The website has a
simple design. They advertise cannabis products and adult toys, and all prices are listed. You
are able to purchase items online. They also have a Twitter page, although they have not
posted since 2015.

4.2.7 Coastal Vapor
None of the Coastal Vapor locations have a website. They do all share the same Facebook

page, however. They have a sizeable following, though they have not posted in over two years.
They used to regularly advertise products, including flavoured products.




4.2.8 Crescent Vape

Crescent Vape has a very simple website design. It contains photos of some of their products,
as well as directions to the business, store hours, and reviews. They also have a Facebook
page with a sizeable following. They have not posted since late 2021. Most of their Facebook
posts are about business closures. From their website and social media posts, it does appear
that they still stock flavoured products.

4.2.9 Dabbit Supply Co
Dabbit Supply Co has no website or social media presence.
4.2.10 Darth Vapor

Darth Vapor’s website cannot be accessed without a password. They do not have any social
media pages.

4.2.11 E-ssentials

The E-ssentials website is very basic. You do not need to verify your age upon entering. You
can create an account for what appears to be online shopping, although there are no products
listed. E-ssentials also has a Facebook page, though they have only posted sporadically.

4.2.12 The Foggy Coil

The Foggy Coil has a very modernly designed website compared to most vape shops. You must
verify your age upon entering the site. If you fail the age verification process, you are not
permitted to access the site. You can create an account for online shopping. All their products
and prices are listed on the website. There are no flavoured products listed. The Foggy Caoil is
more active than most other vape shops in Nova Scotia on social media. They have a Facebook
page, although they only post sporadically. They were very active during the lead up to the
flavour ban. Most of their posts now are product advertisements. They also have a Twitter and
Instagram page, although their last posts were in 2019 and 2020, respectively.

4.2.13 Fundy Vapors

Fundy Vapors no longer has a website. They do, however, have a Facebook page with a
sizeable following. They post somewhat frequently. In addition to advertising products, they
actively post to this day about anti-vaping legislation. They also have a Twitter page, though
they have not posted since 2015.

4.2.14 Glass on Glass

Glass on Glass has no website or social media presence.
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4.2.15 Hemp Heaven

Despite being a chain, none of the Hemp Heaven locations have a website. They do, however,
all share the same Facebook page. This page is very active and posts multiple times a day.
Most of the content is internet memes. They do occasionally advertise their products, although
this is sporadic. This page has a sizeable follower count. While it does not appear that they sell
flavoured vape juice, they do sell flavoured bong water.

4.2.16 Island Hemp

They do not have a website. They do have a Facebook page with a sizeable following. Most of
their posts are product advertisements. While it does not appear that they sell flavoured vape
juice, they do sell flavoured bong water.

4.2.17 Kickin” Ash

Kickin’ Ash has a very simple website that contains just business hours and reviews. They have
a Facebook page. They post regularly, but their posts are exclusively about business closures.
They posted regularly about vaping legislation in the lead up to its passing. Unlike most vape
shops, their social media posts on the issue appear to be quite neutral. They also have an
Instagram page, though they have not posted since 2017.

4.2.18 Leno’s Stop Shop

They do not have a website. They do, however, have an Instagram page with a large following.
They post sporadically. Most of their posts are product advertisements. They advertise and sell
both vaping and cannabis accessories.

4.2.19 Mary Janes

Both Mary Janes locations share the same website. The website does not require you to verify
your age upon entering. You can view all their products online, and the prices are listed. You
can create an account for online shopping. Shipping is offered anywhere in North America. Both
Mary Janes locations share the same Facebook page, although it has not been active since
2020. When they were active, they used to advertise their products. This page has a sizeable
follower count. Both Mary Janes locations also share the same Instagram page, although the
posts mirror those on the Facebook page. While it does not appear that they sell flavoured vape
juice, they do sell flavoured bong water.

4.2.20 Platinum Smoking Supplies

Platinum Smoking Supplies does not have a website. They do have a Facebook page where
they mostly post product advertisements. They also have an Instagram page. Their posts on
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Instagram mirror those of their Facebook page. While it does not appear that they sell flavoured
vape juice, they do sell flavoured bong water.

4.2.21 Pipers and Puffs

They do not have a website. They do have a Facebook page. Their only posts are about
planned and unplanned business closures.

4.2.22 Radical Concepts

Radical Concepts has a very simple website design. You do not need to verify your age upon
entering. There is no online shopping available. They advertise their products on their website,
but no prices are listed. While it does not appear that they sell flavoured vape juice, they do sell
flavoured bong water. Radical Concepts has a Facebook page, though they have not posted
since 2017. They also have an Instagram page. This page is active, and they post regularly.
Many of their posts are product advertisements.

4.2.23 Robie Street Vape
Robie Street Vape has no website or social media presence.
4.2.24 Smoke-less

All Smoke-less locations share the same website. This website is largely still under construction.
All Smoke-less locations also share the same Facebook page, although there are no posts.

4.2.25 Touch of Glass

Touch of Glass has a simply designed website. They list and advertise their products, but online
shopping is not available. They no longer have any social media presence.

4.2.26 U-Vape

All U-Vape locations share the same website. You don’t need to verify your age upon entering
the site; however, you must verify your age to make a purchase. This age verification process
includes needing to provide a government photo ID to provide you are of-age. The website has
a complex design, more so than the average vape shop website. They sell a large variety of
products, all of which are listed with prices. You can create an account for online shopping.
There is an online blog, as well as a rewards program. They offer delivery services within the
HRM. Aside from vaping products, they also advertise cannabis products. Flavoured products
are openly advertised on their website but are available only for purchase online. There are no
disclaimers that these products are prohibited in Nova Scotia. All U-Vape locations share the
same Facebook page. They have not posted since August 2022. Before that, they posted
regularly. They openly advertise their products on Facebook, including their flavoured products.
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During the lead up to the flavour ban, they actively posted about their opposition. All U-Vape
locations also share the same YouTube channel, although there is very little content. There are
no disclaimers on their social media that flavoured products are prohibited in Nova Scotia.

4.2.27 Up in Smoke Shoppe

Up in Smoke does not have a website. They do have an Instagram page where they post
regularly. Many of their posts are product advertisements. This Instagram page has a sizeable
following. While it does not appear that they sell flavoured vape juice, they do sell flavoured
bong water.

4.2.28 Vaper’s Attic

They do not have a website. They do, however, have a Facebook page. The last time they
posted was in 2021. Before that, posts were mostly about business hours and planned and
unplanned closures. They did not advertise products frequently.

4.2.29 Vapor Head

Vapor Head's website is very modernly designed compared to most vape shops in the province.
You do not need to verify your age upon entering; however, it is openly stated on the website
that the site for use by those aged 19 and over only. There is also a disclaimer on their website
that nicotine is addictive. All their products and prices are displayed. You can create an account
for online shopping. They openly advertise flavoured products on their website. Vapor Head
appears to have no social media presence.

4.2.30 Vapor Max

The Vapor Max website no longer works. They do, however, have a Facebook page with a
sizeable following. Despite this, they have not posted since 2021. Prior to this, they used to
regularly advertise their products. They also have an Instagram page, although they have not
posted since 2016.

4.2.31 Vaporhub

All Vaporhub locations share the same website. Upon visiting the website, you are not asked to
verify your age; however, a popup appears at the bottom of the page saying you must be at
least 19 to make a purchase. The site allows you to create an account, although it is unknown
what for as they do not offer online shopping. Although they advertise nationwide shipping, none
of their products are listed on their website. There is no way to purchase flavoured products on
this website. It should be noted, however, that this Vaporhub location has had flavoured
products confiscated on more than one occasion. All Vaporhub locations share the same
Facebook page. They have been very active on this page advertising flavours and opposing the
flavour ban. Their last post was in 2020 right after the flavour ban came into effect. All Vaporhub
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locations also share the same Twitter and Instagram pages; however, there have been no posts
on these pages since 2015.

4.2.32 The Vapour Spot

Their website is no longer functional. They do have an Instagram page, however they only post
sporadically. They used to advertise products but appear to no longer do so. It is unknown if
they sell flavoured products.

4.2.33 The Vapour Trail

All Vapour Trail locations share the same website. Upon visiting the website, you are prompted
to enter your birthdate. If you enter a date that makes your age less than 19, you are informed
that you are too young to access the site. The site allows you to create an account for online
shopping. All their products are advertised, but no prices are listed. The website is marketed
toward adults as they state their products are to provide smokers with smoking alternatives.
There is no way to purchase flavoured products on this website. The Vapour Trail is only active
on one social media platform: Facebook. There is very little activity on this Facebook page.
Most of their posts relate to store hours and planned and unplanned closings. They do not
advertise products on their Facebook page. During the lead up to the flavour ban (2017-2020),
they were very active in posting about their opposition. Since then, their posting activity has
slowed significantly.

4.2.34 Water’s Edge

The website design is very simple. They have a blog that is regularly updated. You can sign up
to receive a newsletter. They do not advertise products, nor is there online shopping. Water's
Edge has no social media presence.

4.2.35 2411 Vape and Cannabis Accessories

Their website is very basic. They have a gallery of products, directions to the business, and
testimonials from customers. There is no online shopping. 2411 Vape and Cannabis
Accessories has an Instagram page. They post semi-regularly. Most of their posts are product
advertisements.

4.3 The State of Vaping Advertising

In 2020, The Vaping Products Promotions Regulations were published in Canada Gazette Part
Il. The regulations were developed as an extension of the Tobacco and Vaping Products Act.
The regulations were intended to reduce the impact of vaping product promotion on young
people by prohibiting the promotion of vaping products and related brand elements through
advertising that can be seen or heard by young people (e.qg., displaying vaping products at
points of sale that can be frequented by young persons). Additionally, the regulations required
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vaping product advertising to convey a health warning on the health hazards of vaping (except
for signs at the point of sale and advertisements where the province or territory requires a health
warning) [15].

At present, there are three types of advertisement covered by the regulations. First, vaping
advertisements in public are prohibited, including online advertisements. Second,
advertisements are not permitted in print or electronic publications (e.g., magazines). Lastly,
vaping products must not be visible at points of sale that can be accessed by minors (e.g.,
convenience stores). In addition, there are two types of advertisement that are permitted. First,
advertisements can be included in any publications that are intended for adults and are
addressed and sent directly to adults. Second, advertisements are permitted at points of sale as
long as the advertisements contains only information about the price and availability of vaping
products [15].

Much like with tobacco and alcohol, advertising is a critical aspect of the e-cigarette industry.
Despite this, vaping ads are not visible publicly in any physical form (as with tobacco and
alcohol products). Ads for vaping products do, however, remain visible online. One of the goals
of this scan was to determine how e-cigarette companies advertise their products, as well as
what types of vaping content and ads are accessible to young people online. The following
section will focus first on the advertising strategies of each of the major e-cigarette brands, as
well as the types of advertisements they post online. Next will be a discussion of the types of
content and ads that are accessible to young people residing in Nova Scotia on various social
media platforms.

4.3.1 The Advertising Strategies of Big Tobacco and Vape

It is well-established that tobacco and vaping companies target young consumers with their
product designs and advertisements. According to the Massachusetts Department of Public
Health, these industries target youth in the following ways: flavoured products, cheap price
points, ease of access, trendy/relatable designs, and marketing [16]. Research into reasons for
e-cigarette use among young people has supported these claims [e.g., 8]. The following section
will examine the methods used by tobacco and vaping companies to market their products, as
well as how this marketing may be directed toward young people.

British American Tobacco. BAT has been involved in several controversies regarding its
marketing of its tobacco and e-cigarette products. For example, in 2019, they were forced to
remove ads for some of their Vype (now Vuse) devices as they violated the UK Advertising
Standards Authority regulations against marketing tobacco products toward children.
Furthermore, they were found to be in violation of these regulations again when they were
caught using misinformation on their website to promote their products. At present, BAT pays
influencers under the age of 25 to promote their products. This is in direct contrast to the
policies of other companies to only work with influencers 25 and over [17].




Despite allegations of marketing toward minors, BAT claims to take an abundance of
preventative measures against the sale of tobacco and vaping products to minors. In 2019, after
the violation of the Advertising Standards Authority Regulations, BAT claimed to undertake
several measures to prevent youth access to tobacco products including new purchase limits on
the Vuse website and a new age verification software called “We Card”. After the FDA took legal
action against Juul in late 2019, BAT released a statement in support of the legal action and
voiced their opinion on the need for additional youth access prevention measures in the US.
One of the more recent initiatives undertaken by BAT is their whistleblower hotline. This allows
people to report sellers who are selling tobacco products to underage customers [17].

Imperial Brands. Most of the advertising done by Imperial Brands is in magazines and at public
events. Furthermore, they pay influencers to advertise their products. They have been known to
design their ad campaigns to mimic public health campaigns aimed at behavioural change and
harm reduction. Imperial Brands has been shown to use science as a method of promoting their
products, suggesting they are safer than traditional tobacco products. Some of their ad
campaigns have generated some controversy. For instance, they ran an ad campaign in 2017
for their Blu e-cigarette which used fake warning labels to advertise the product [18]. An
example of this ad can be seen in Figure 22.

Imperial Brands has maintained that they are not responsible for the rise in youth vaping.
Instead, they have laid the blame on Juul. Imperial Brands says it does not market flavours
which they consider to be attractive to children (e.g., candy, bubble gum, etc.). To combat youth
vaping, Imperial Brands has raised the minimum age of purchase to 21 on their websites and
have encouraged retailers that carry their products to implement stringent age verification
systems [18].

Japan Tobacco International (JTI). JTI markets their vaping products as being reduced risk
products when compared to traditional cigarettes. They have had one notable ad campaign
which was launched in 2018 called “Vapartment”. In collaboration with fashion designer Pearl
Lowe, JTI created a pop-up vaping lounge at London Fashion Week. The first 50 visitors were
offered a free JTI product and were invited to try it in the space. After the Vapartment campaign,
JTI spent the remainder of the festival engaging with consumers and influencers. In recent
times, JTI has relied heavily on influencers to market their products [19].

Altria. Until April 2023, Altria was the primary investor in Juul. Their decision to invest in Juul
was highly controversial as they are also the parent company of several tobacco companies
(e.g., Philip Morris International). It has been argued that Altria is one of the best companies at
marketing their products to children. Of note, Altria has been accused of creating ad campaigns
targeting children that misrepresent the science behind the harms of smoking [20]. An example
of such an ad can be seen in Figure 23.

Philip Morris International (PMI), one of Altria’s largest subsidiaries, was part of a serious
advertising controversy in 2021. To market their e-cigarette VEEV, they launched a campaign




where they planned to pay pharmacists to promote the product as a safe alternative to smoking.
The campaign was stopped quickly after it launched due to the overwhelming public outcry [21].

SMOK. SMOK sells a variety of vaping devices including vape pens, tank-based devices (mods)
and pod-based devices. Their ads tend to depict just the device, often in the absence of
someone using it. The device is usually accompanied by its name, a description of its features,
and an accompanying phrase meant to capture your attention. An example of an advertisement
from SMOK can be seen in Figure 24.

There is a section on the SMOK website detailing how they help combat use amongst young
people [22]. These measures include:

Supporting the minimum age increase for the purchase of tobacco products from 18 to
21 that occurred in the US in December 2019.

Including the principle: "No recommendation and sale of e-cigarettes to minors (under
the age of 21)" in their corporate code of conduct.

Following all relevant regulations and voluntary policies designed to keep their products
out of the hands of minors and to prevent minors from being exposed to advertising and
publicity related to their products.

Including in their product labeling that their products are only intended to be used by
adults 21 years of age and older and may not be sold to minors.

Only promoting their products for use by existing smokers and vapers, and not for use
by non-users of tobacco and nicotine products.

Including statements such as “No sale to teens” and “No sale to minors” in their social
media advertising.

Only placing internet advertisements on sites with a target audience that is 21 years of
age or older.

Restricting their email advertising only to individuals who self-identify as being 21 years
of age or older and who already smoke or use ENDS products.

Taking measures to exclude individuals who are under 21 from targeted advertising on
any online platform.

Only engaging with influencers and promoters who are at least 25 years of age for
product reviews and videos. These third parties are also required to restrict their
followers to individuals who are at least 21 years of age.

Only conducting in-person promotional campaigns in specialty vape shops where access
is restricted to individuals who are at least 21 years of age.

Encouraging all distributors and retailers that sell their products to require potential
customers to show a valid, government-issued ID proving that they are at least 21 before
entering, to require customers to again show their ID before completing and purchase,
and to verbally advise customers that SMOK products may only be used by individuals
who are at least 21 and to avoid using their SMOK product in the presence of minors.

At face value, SMOK does more than any other e-cigarette brand to prevent marketing toward
and use by minors. Despite these measures, IVPS, the founders of the SMOK brand, have




claimed their goal as a company is to “create a young, fashionable e-cigarette culture” [22]. This
statement could be construed as marketing toward youth.

Juul. Juul ads have generated a significant amount of controversy. Unlike SMOK ads, Juul ads
rely heavily on the presence of the user. The device and the user are both focal points in the
advertisement. Juul does not rely on slogans or catchy phrases to draw attention. Instead, they
employ vibrant colours and model their devices with conventionally attractive models. An
example of a Juul ad can be seen in Figure 25.

From the beginning, Juul came under heavy criticism for the design of its products as they were
designed to look like USB sticks [23]. Furthermore, no company has faced as much scrutiny as
Juul with respect to marketing toward children. Despite this, Juul maintains that their products
are not marketed to youth. In fact, they have publicly described the findings on youth vaping as
“unacceptable” [23]. Like SMOK, they have a section on their website dedicated to how they
help combat vaping in young people [24]. These measures include:

Halting all advertising in the U.S.
Suspending the distribution of all flavored products other than tobacco and menthol in
the U.S.
Restructuring their company to focus resources on the development of technologies
aimed at combating underage use.
Advocating for increased age restrictions for tobacco products.
Taking a number of additional steps to restrict access at retail stores, online, and
through illegal third-party sellers.
Conducting compliance checks through their Mystery Shop program to assess retailer
compliance with both federal age-verification requirements and their own internal policy
restrictions.
The rollout of the Track + Trace System that enables Juul to identify where confiscated
and reported Juul Devices are being sold.
Ensuring that marketing clearly states the following (emphasis added):
o Juul products contain nicotine and are intended only for adult smokers of legal
purchase age.
Juul products are not appropriate or intended for those who are underage.
Juul products are not intended for former smokers or never smokers.
Juul products are switching products. Juul products are not intended to be used
as cessation products, for the cure or treatment of nicotine addiction (e.qg.,
smoking cessation), relapse prevention, nor for the relief of nicotine withdrawal
symptoms.
Juul does not feature images or situations intended for an underage audience.
Juul only depicts appropriately aged individuals.
Juul does not use cartoons, caricatures, or other designs aimed at attracting
minors.
Juul ensures the responsible placement of their product to limit exposure to those
who are under age.




Paid product sampling complies with all federal and state regulations.
Juul supports and complies with all federal and state regulations to prevent sales
to minors — this includes stringent third-party age verification for online sales.
Juul Labs does not engage in social media promotions or advertising. Advertising
and/or promotion of Juul products is strictly prohibited on their social media
accounts.
Juul Labs does not engage in lifestyle influencer marketing on Facebook,
Instagram, or similar social media platforms; and Juul Labs contractually
prohibits Juul Labs’ commercial partners (e.g., retailers and distributors) from
engaging in these practices.

o No longer maintaining a social media presence (Juul has since deleted their social

media accounts).

Researchers from Stanford University published a study in January 2019 that examined Juul’s
marketing campaign from its launch in 2015 to autumn 2018. The authors concluded that the
first six months of Juul's campaign was “patently youth-oriented” and appeared to mirror well-
known tobacco industry tactics. This included launch events targeted at young people and free
sampling at youth events such as rock concerts. Afterward, Juul began marketing heavily on
social media channels like Instagram. This social media campaign was amplified using hashtag
extensions which Juul ads to be mixed with other types of content in the algorithm. Furthermore,
Juul employed influencers and affiliates to promote their products [25].

To date, there is no evidence that Juul products are an effective smoking session aid.
Furthermore, Juul’'s marketing code precludes marketing Juul products as smoking cessation
aids. Despite this, Juul has pitched its products as a smoking cessation aid to several US
companies [23]. Additionally, Juul ran a campaign in 2019 where they offered smokers in the
UK a discount on Juul products as a way to help them quit smoking. This campaign saw a four-
fold increase in vape sales in the UK [23].

Vuse. Like SMOK, Vuse ads tend to depict just the device, often in the absence of someone
using it. The device is usually accompanied by its name, a description of its features, and an
accompanying phrase meant to capture your attention. Interestingly, Vuse is one of the only
brands to have health warnings and sale guidelines posted directly on their ads. An example of
an advertisement from Vuse can be seen in Figure 26.

Like both SMOK and Juul, Vuse has a section on their website describing how they combat
vaping amongst young people [26]. They state that Vuse products are only intended for use by
tobacco consumers of legal age and may only be purchased by those whose age is verified to
be of majority. Further, they state that Vuse products are only to be used by adult tobacco
consumers in a way that conforms with any applicable restrictions. Lastly, Vuse states that their
products are not smoking cessation products and have never been tested as such.

STLTH. Unlike other vape brands, STLTH takes a much simpler approach to advertising. Their
ads typically consist solely of the product standing next to its packaging. The packaging




contains a health warning about the addictive nature of nicotine. STLTH does not have a section
dedicated to discussing how they help combat vaping amongst youth. They do, however, state
that their products are smoking alternatives not to be used by anyone under the age of majority
[27]. An example of an ad from STLTH can be seen in Figure 27.

In an article published by The Globe and Mail, Carly Weeks argues that e-cigarette companies
in Canada are targeting young people through their marketing strategies, especially since online
advertising was not covered in initial vaping legislation. STLTH is highlighted in this article as
they are based in Canada. The article talks about two influencers who were approached by
STLTH to market their products. One of them told the company she was not a smoker, yet she
was recruited anyway to promote STLTH as a cessation aid. Some vape promotion activities in
Canada have been halted by Health Canada, yet STLTH continues to recruit influencers [28].

4.3.2 Online Vaping Ad Content

Vape Shops. Some of the vape shops in Nova Scotia advertise products online. Most of these
ads are for newly arrived products or products that are on sale. Prior to the flavour ban, many of
these advertised products were flavoured. There are rarely specific visuals created to advertise
products. Instead, the products are usually photographed by the vape shop and posted online
with a description of the product. Some of the vape shop chains may occasionally create
specific visuals, but this is uncommon. For a summary of the vaping ads posted by the various
vape shops in Nova Scotia, see Table 1.

Health Promotion Organizations. Health promotion organizations tend to focus on education for
both youth and parents rather than traditional advertising. Over the last five years, however,
there has been one notable advertising campaign carried out by one of these organizations. The
Canadian Lung Association, in partnership with the Heart & Stroke Foundation of Canada,
released an ad campaign in 2020 around flavoured vaping products. The main ad contained in
this campaign was a video of an ice cream truck selling what was advertised as ice cream
containing nicotine. Parents would take their kids up to the van and order ice cream, at which
point the vendor would inform the parents that the ice cream contained nicotine. The parents
would then be outraged with the vendor and question why ice cream had to contain nicotine.
The purpose of the video was to condemn the practice of marketing vape juice in the same way
as other products popular with children (i.e., ice cream) [29]. This ad campaign is quite
impactful, and a poignant example of ads done well.

More recently, the Newfoundland and Labrador Alliance for the Control of Tobacco began a
strong anti-vaping campaign through their “Truth About Vaping” website. The website contains
written and video information about vaping for both kids and parents. The information centres
around misconceptions about vaping, why vaping is dangerous, and how the industry targets
young people. There is a comprehensive 40-minute presentation on the website designed to
educate parents. There are also resources provided on the website for teachers who wish to
help with the vaping problem. The kids’ section of the website contains several videos that are
all under 10 seconds. This is well in line with the rise in popularity of short-form content [30].




Pro-Vaping Organizations. It is not uncommon for pro-vaping organizations to post paid-content
condemning vaping legislation. One notable anti-legislation misinformation campaign was
launched in 2021 by the Vaping Trade Industry Association (VITA). In this campaign, VITA
claimed, in the absence of scientific evidence, that the 5.6% increase in cigarette consumption
in the 2020 Nova Scotia fiscal year was directly attributable to the flavour ban. The evidence
they provided was that cigarette consumption was down in other jurisdictions without flavour
bans (e.g., Ontario) [31]. This misinformation campaign does not consider the impact that the
COVID-19 pandemic (which was at its worst during the 2020 fiscal year) may have had on
smoking rates. Research has demonstrated, for example, that smoking cessation participation
decreased substantially in Canada during the pandemic [32]. Since Nova Scotia has one of the
highest smoking rates in the country [33], it is impossible to ignore the impact that the pandemic
may have had on smoking rates.

Facebook. The only social media platform with a searchable ad library is Facebook. This
database includes advertisements for both Facebook and Instagram. Various key terms were
searched in the database to assess the types of paid content visible on each platform. The
following key terms were entered in a search: “vaping”, “e-cigarette”, “vape”, “vape juice”, and
“Juul”. These searches returned 510, 180, 310, 25, and 24 results, respectively. It should be
noted that Meta’s (Facebook’s parent company) terms of use for their advertising prohibits the
sale and advertising of tobacco-related products. Although they do allow for the promotion of
cessation products, vaping devices are not considered cessation products and ads for them are

therefore banned.

From the start of 2019 through the start of 2020, most of the vaping ad content was divided
across two domains. The first was ads promoting research studies on vaping in young people.
Contained within this content were the ads for the 2020 Youth and Young Adult Vaping Survey
conducted by the Lung Association, as well as ads for other vaping surveys conducted
elsewhere in Canada. The second was what can be characterized as “pro-vaping ads”. These
ads focused both on why the vaping legislation was unnecessary/ineffective, as well as what the
ad creators perceived the intentions behind the legislation to be. For instance, many of these
ads characterized the vaping legislation and its promotional material as “fear mongering”.

One notable ad campaign from this period was called “See the Logic”. This ad campaign asked
why governments in Canada could not “see the logic” and discussed the purported censorship
of scientific evidence showing that vaping is harmless, as well as calling into question the
rationale behind vaping legislation. Two pieces of information must be noted about this ad
campaign. First, the ads were funded by JTI Canada Tech, one of Canada’s leading tobacco
companies. Second, “Logic” is the name of one of JTI Canada Tech’s e-cigarette brands.
Although it is not possible to confirm, the naming of this campaign may be a clever way to
market an e-cigarette while promoting anti-legislation material.

From the start of 2020 through the end of 2021, Facebook’s ad space for vaping-related content
became dominated by material related to vaping legislation in both Nova Scotia and other




provinces. Many healthcare groups and government agencies across the country ran ads about
the dangers of vaping and the need for regulations. The Heart & Stroke Foundation was the
organization running the most ads at this time. These ads were focused on promoting the
legislation, as well as the reasons why the legislation was needed. Many of the ads included
stories from young people who experienced negative health consequences from vaping (e.qg.,
suspected cases of EVALI). Toward the end of 2021, a significant number of ads surfaced
asking people to share their opinions on the vaping legislation, especially the flavour ban.

At present, most of the ads being run are for vaping cessation. These ads tend to focus on
alternatives to nicotine that can help with both smoking and vaping cessation. Some of the
cessation ads are for vaping cessations programs (e.g., text message-based quit programs).
There are some ads that discuss the dangers of vaping, with a specific focus on negative health
consequences and the way the vaping industry targets youth. The least common type of ads is
those promoting the findings of vaping research. Ads that do promote these findings tend to
focus on the negative consequences of vaping. An example of the types of ads viewable on
Facebook is depicted in Figure 28.

Instagram. Since Instagram is a photo-sharing platform first and foremost, most of its vaping
content is related to product advertisement. These ads are typically divided between influencers
and ads posted by vaping companies. Influencers who advertise products often leave a
testimonial and provide a discount code which allows purchasers to get a discount and for the
influencer to receive commission [34]. Vaping companies may advertise their products by

posting eye-catching visuals and appealing descriptions of their products. An example of each
type of ad can be seen in Figure 29. This scan was unable to return any examples of health
promotion ads on Instagram.

Twitter. Twitter is the social media platform with the most variety in vaping content. Aside from
companies advertising their products, vaping content on Twitter includes models posing with
vaping products, videos of vape tricks, internet memes about vaping legislation, company
advertisements, academic research articles, vaping as a smoking cessation tool, and stories
about side-effects. There is also a trend that has emerged in recent months where people post
videos of themselves collecting pod devices that people improperly discard. Overall, most of the
content on Twitter is anti-legislation. Many posts call into question who funds anti-vaping ads
and share research that promotes the safety of vaping as a smoking alternative. An example of
the types of content visible on Twitter can be seen in Figure 30.

TikTok. The social media platform with the most vaping-related content is TikTok. Unlike other
social media platforms, TikTok displays the following warning message if you search for vaping
content: “Be informed and aware: some substances can be dangerous when used or misused.
Learn more about how drugs, alcohol and tobacco can affect your mind, body, and behaviour.”
Most of the vaping content on TikTok is internet memes. These memes mock various aspects of
vaping including individuals who vape, those who are in denial about their nicotine addiction,
underage individuals who try and purchase vaping products from shops, and both pro- and anti-
vaping ads. One problematic clip of this nature was someone poking fun at the fact that their




infant was pretending to vape because they had been watching their mother vape. Some of the
clips on TikTok take a more serious approach, however. For instance, some of the posts are
from individuals complaining about how much they spend on vaping, how addicted they are, or
how they have been sick and/or hospitalized from vaping. Some of these individuals were
confirmed cases of EVALI.

Like other social media platforms, TikTok contains its share of vaping ads. Some of the ads are
posted by individuals looking to sell their products, while others are posted by influencers
advertising products on behalf of a vape company. Influencers typically post clips where they
unbox and test products provided to them by vape companies. Additionally, some vape shops
have TikTok accounts where they post reels of their inventory, as well as any new products they
are selling. In addition to product ads, TikTok contains PSAs promoted by public health
organizations health professionals. These PSAs focus on what is in vaping products, as well as
how much money one can save by quitting vaping. Some of the PSAs are paid for by vaping
organizations and focus on what they call “vaper’s rights”.

A particularly notable corner of TikTok contains posts from vapers speaking out against vaping.
For instance, there exist several clips from current vapers discussing how they wish they could
quit, as well as clips from ex-vapers describing the benefits they’ve experienced since quitting.
Some influencers also post clips speaking out against the promotion of vaping products as
many influencers have very young audiences. Interestingly, albeit rare, there are some clips
posted that advertise vaping cessation products and programs. An example of the types of
content visible on TikTok can be found in Figure 31.

4.4  Vaping in the News Media

One of the goals of this scan was to explore the landscape of news media content over the last
five years with respect to vaping. To achieve this goal, keyword searches were undertaken
across several Canadian news media websites. After compiling a list of all relevant articles, all
duplicate articles were removed, at which point the remaining articles were read and
summarized. If the news reports were in video form, these videos were watched and
summarized in the same manner as the articles. The following section will provide a high-level
summary of the vaping content shared in the news media over the last five years. Links to all
news articles consulted can be found in the appendices.

4.4.1 2018: Big Tobacco Joins the Vaping Game; The Beginnings of Vaping Prevention Action

Prior to 2018, most news articles talked about the rise in vaping popularity, especially among
youth. Starting in 2018, the focus began to shift to a closer examination of the vaping industry.
There were two notable news stories that broke this year demonstrating big tobacco’s foray into
the vaping industry. First, Imperial Tobacco Canada (a subsidiary of BAT) announced that they
would begin investing in the vaping industry. This led eventually to the introduction of Blu, BAT’s
first e-cigarette. The second news story was the announcement that Altria (parent company of
PMI, Rothmans, Benson & Hedges, and John Middleton) had purchased a $12.8B stake in Juul
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Labs, becoming their majority stakeholder. In addition, despite the banning of flavoured Juul
products in the US, Juul announced at this time that they would continue selling flavoured
products in Canada.

During this time is also when actions began to be taken to combat youth vaping. This was in
response to surveys showing that public concern toward youth vaping was high. This was also
the first time that youth vaping was characterized as an epidemic. Most of these actions were
being taken by individual institutions. For instance, many post-secondary institutions began to
ban vaping on their campuses. This period also saw the introduction of restricting bathroom
usage and the removal of bathroom doors in elementary and secondary schools, though this
was short lived. Additionally, several jurisdictions in Canada (e.g., Halifax) began to introduce
amendments to their smoking policies to include vaping.

4.4.2 January —August 2019: Rise in Concern over Youth Vaping; Calls for Vaping Regulations

2019 remains the year with the most news stories about vaping. Initially, these stories echoed
those from 2018 where parents and healthcare professionals were concerned about the rise of
youth vaping. The first article of the year was a discussion with Dr. Mohammed Al-Hamdani,
where he highlights the unknowns about vaping and why regulations are necessary. He also
gualifies this statement by describing that regulations may not be necessary if evidence is
eventually released showing that vaping is not dangerous. The CSTADS results from 2018 were
released early in the year showing that vaping was still on the rise. In response, several
commentary pieces were shared this year where citizens voiced their concerns that vaping
would undo all the anti-smoking work of the previous decades.

Not everyone shared this concern, however. This period was the first time that a pro-vaping
commentary piece was released. The commentary piece in question came from someone at
Rothmans, Benson & Hedges where they called for a “common sense” approach to regulation.
While they agreed that e-cigarettes should never be marketed to children, they encouraged
marketing to focus on how e-cigarettes are smoking cessation aids. This is despite their still
being no evidence that e-cigarettes are effective for smoking cessation.

During this time, interviews began to be conducted with young people to determine their
reasons for vaping. At the time, the dominant reason for vaping appeared to be that everyone
else was doing it. Some individuals reported that their parents approved of their vaping as it
kept them away from other substances. Another young vaper claimed that he started vaping
because it was cheaper than cigarettes.

Toward the middle of 2019, regulations began to be proposed or adopted in jurisdictions across
the country. Health Canada began prosing strict vaping regulations. The first regulation
introduced was a sweeping ban on vaping advertising that could potentially be seen by children.
Additionally, vaping ads and public vaping began being outlawed in individual jurisdictions. Later
in the year, calls began being made for the legal age of purchase for tobacco and vaping
products to be raised to 21.




4.4.3 August —December 2019: EVALI is Discovered; Governments Respond to Calls for
Regulations

August 2019 is the first mention of EVALI in the news media. The first known case of EVALI
was in reported in lllinois. In response, public health officials and health promoters urged
Canadians to be aware of the potential dangers of vaping. September marked the first
confirmed case of EVALI in Canada. Although not the first case, perhaps the most well-known
case of EVALI in Canada was the teen from New Brunswick who went on the news to discuss
her experiences with EVALI and how it led her to be hospitalized.

In response to the EVALI outbreak was the start of earlier proposed legislation being tabled for
the coming calendar year. The first location to pass vaping legislation was Michigan where e-
cigarettes were banned outright, followed by Massachusetts a month later. Additionally, some
Canadian provinces (e.g., NS, BC, AB) began taking the first steps to passing vaping legislation.
Nova Scotia introduced their plan to ban flavoured products in September of 2019. In response,
the Canadian Vaping Association (CVA) urged the provincial government to rethink their
decision as flavours were “proven smoking cessation aids”. Vape shop owners were also
concerned about how the flavour ban would impact their business. Other local jurisdictions
began introducing advertisement restrictions and stricter selling permits.

2019 also saw the beginnings of legal action being taken against Juul for their business
decisions. An interesting article from this year was released after Juul claimed, without
evidence, that e-cigarettes were unequivocally safer than cigarettes. American federal health
authorities threatened to take legal action against Juul if they did not cease marketing their
products as safe smoking alternatives. Additionally, two men from British Columbia launched a
lawsuit against Juul for the adverse health conditions they were experiencing, conditions which
they believed were caused by Juul products.

Toward the end of the year, 15 of Canada’s top health officials, including Dr. Theresa Tam,
signed a joint statement saying that something needed to be done about vaping. In response,
several e-cigarette companies came together to launch the Vaping Industry Trade Association
(VITA) and began lobbying against the flavour ban in Nova Scotia. Despite their lobbying
attempts, the Nova Scotia government was committed to regulations.

In November, the data from the Nova Scotia vaping survey were released and began being
discussed in the news. In one of these reports, Mohammed summarized the findings and
proposed five necessary pieces of legislation: a flavour ban, a nicotine cap, raising the
purchasing age to 21, taxation, and tighter restrictions on sales. These findings and
recommendations were presented by Mohammed and Kelly Cull in the legislature later that
month. Public polls from this time showed that most Canadians supported at least a temporary
ban on vaping products.




By December, most provinces had introduced or committed to introducing legislation that was
set to pass by as early as mid-2020. Nova Scotia had committed to the flavour ban and was
considering the other recommendations made by Mohammed and Kelly. Prince Edward Island
was set to increase the minimum age of vaping to 21 and to ban most e-cigarette flavours. Both
Alberta and British Columbia were set to introduce a 20% tax increase to vaping products. The
remaining provinces all committed to acting, but none had yet introduced concrete plans.

The remainder of the news articles from this year focus on Nova Scotia’s proposed flavour ban.
Supposed experts in the area argued that the flavour ban would have unintended
consequences. Specifically, it would either drive young vapers to the black market or encourage
them to take up smoking. Some argued that the flavour ban would have no impact at all as
online sales would prevent the ban from effectively eliminating flavours. Instead, they argued
that raising the minimum age to 21 was the best recourse. Public polls from this time showed
that most Canadians supported raising the age to 21. At the close of 2019, Ottawa formally
announced the e-cigarette advertisement ban first introduced in 2018.

4.4.4 2020: Industry Responds to Regulations; Further Measures Introduced; New Research
Findings

At the start of 2020, vaping organizations began to respond more vocally to both EVALI and the
impending vaping regulations. In addition to claiming that vaping is not the cause of EVALI,
many vaping organizations claimed that vaping regulations were intended to increase cigarette
sales. This was because governments were not making money off e-cigarettes in the same way
as cigarettes. In the wake of the flavour bans, Juul announced that it would no longer sell
flavoured products in Canada. The most notable industry response was the lawsuit against the
Province of Nova Scotia launched by vape shop owners and the CVA. In this lawsuit, they
claimed that the vaping legislation violated their Charter rights.

In February, Imperial Tobacco Canada launched an ad campaign called “Facts not Fear” where
it called the government’s response to vaping an “epidemic of disinformation”. In this campaign,
they claimed that vaping was less harmful than cigarettes. Furthermore, they questioned the
veracity of EVALI. Despite these claims, they positioned themselves in this ad as being an ally
in the fight against youth vaping. This ad campaign was investigated by Health Canada and was
found to be in violation of the Tobacco and Vaping Products Act.

Public health experts continued lobbying for change throughout the year, including the launch of
several ad campaigns. For instance, the Canadian Lung Association launched their powerful ice
cream truck ad this year. Furthermore, several governments (e.g., NL) launched health
promotion ads targeting young vapers. Later in the year, experts were making statements
suggesting that governments in Canada needed to be on the same page about vaping
legislation.

2020 also saw reports about new legislation being introduced in Canada. For instance,
Saskatchewan officially restricted the sale of vaping products to those over 18 and prohibited
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vaping ads anywhere that could be frequented by children. Additionally, Nova Scotia reported
that they would in fact be introducing a nicotine cap and a new taxation plan. Flavour bans and
advertisements displays were also introduced in Ontario and Alberta, respectively.

Toward the end of the year, new research on vaping emerged. It was found that e-cigarette use
had been declining in the US. Furthermore, there was evidence that the COVID-19 had reduced
the vaping rate among youth in Canada. Researchers in the US released a study suggesting
that vaping leads to mental fog in young people, especially those who start vaping between the
ages of eight and 13. In response to emerging research findings, the Atlantic Convenience
Stores Association made claims that the flavour ban had led to skyrocketing cigarette sales in
Nova Scotia. This was despite the COVID context and in the absence of data to support their
claim.

4.4.5 2021: Legal Action and Enforcement; Additional Regulations Introduced

Beginning in 2021, news stories about vaping became less common. Most news stories from
this year focus on the enforcement of new regulations, as well as actions taken by vaping
organizations to reverse the regulations. At the start of the year, an injunction was filed against
the Nova Scotia government to prevent the new legislation from taking effect until after the
Charter challenge lawsuit was finished. It was swiftly denied. A notable news story regarding the
enforcement of the legislation came at the end of the year. It was reported that 51 litres of vape
juice worth $70,000 was seized from two Vaporhub locations. The article also reported that

Service Nova Scotia and Internal Services had conducted 29 seizures and had over 430 litres of
illegal e-juice (worth over $600,00) in 2021.

This year also saw the introduction of new regulations country wide. For instance,
Saskatchewan introduced a plan to match BC’s 20% vaping tax, while New Brunswick
introduced a flavour ban. Additionally, the federal government intended to adopt a similar tax.
The federal government had proposed a nationwide flavour ban, however this has yet to be
introduced as legislation. There were demonstrations from vaping organisations against this
proposed federal flavour ban throughout the year.

Research conducted in 2021 showed that youth vaping rates had begun to level off.
Additionally, smoking rates nationwide were on the decline. Not all research released this year
was positive, however. One study found that cannabis use rates among youth had doubled over
the last decade.

There was a notable news story that broke at the end of 2021 that is important to discuss. A
mother in Montreal went to the media after her underage son and three other underage students
were forced to remove their clothing by school administration after they were suspected of
hiding vaping products on their person. Despite the school board expressing regret over the
searches, they maintained they had the right to search the students in such a manner if they
had reasonable grounds. While the mother of the one boy and several others classified the
actions of the administration as a strip search, the school board denied such a claim.




4.4.6 2022: More Legal Action; Push for Further Restrictions; Continuing Research

Vaping in the 2022 news media mirrors much of what was seen in 2021. Like the injunction at
the start of 2021, a group of individuals attempted to enter an injunction against the Province of
New Brunswick at the start of 2022 to have the ban on flavours lifted. As in Nova Scotia, this
was swiftly denied. Another legal action was taken against a vape shop in Calgary accused of
knowingly selling vapes to minors. Similarly, a man in Eskasoni was charged after knowingly
selling cannabis to minors, as well as for possessing illegal vaping products. One notable legal
case from this period was when Juul settled with over 10,000 individuals on claims that its
products were harmful. They were forced to pay out almost $440,000M to settle the lawsuit.
Related to this, Juul appears to be slowly going out of business due to the plethora of legal
challenges they have been facing.

Several new restrictions were proposed in several provinces. For example, Ontario proposed
bumping the legal purchase age up to 21, to prohibit all vaping ads, and to restrict the sale of
vaping products to specialty vape shops only. There was significant pushback from the CVA
over these propositions. Quebec announced plans to introduce a vaping tax in Fall 2023. Some
smaller jurisdictions also introduced bylaws to eliminate public vaping and smoking.
Furthermore, UNB became the 100" educational institution in Canada to go completely smoke-
free.

Research on vaping continued well into 2022. Some of this research was used to support
further regulations. For instance, the 2021 CTNS found that Quebec had one of the highest
vaping rates in Canada. This fact was used to push the Quebec government to join other
provinces in banning flavours. A research study was undertaken at Dalhousie to see how vaping
impacts the lungs. Preliminary findings from this study suggested that inhaling e-liquids can
damage a critical layer of the lungs and lead to long-term difficulty breathing. The study also
concluded that some flavours may exacerbate these effects more than others.

4.4.7 2023:Vaping Takes a Back Seat

Compared to previous years, there are far fewer news stories being published about vaping in
2023. To date, most of the articles published this year have focused on potential future
regulations and any violations of existing regulations. At the start of the year, Health Canada
determined that the Tobacco and Vaping Products Act was up to date and needed no further
changes. Despite this, many activist groups disagreed, citing the large number of fines and
warnings handed out to retailers as evidence that more needed to be done. In terms of
enforcement, more businesses in Nova Scotia have been raided in the past several months. For
instance, the owners of both Sully’s Trading Post and Belly Busters in Membertou were charged
after it was found they had been selling illegal vaping products, selling vaping products without a
license, and not paying tax on their vaping product sales.




Despite its promises, Quebec has still not introduced its proposed vaping tax. They did,
however, introduce a new cigarette tax in 203, raising the tax from 14.9 to 18.9 cents. They
remain committed to limiting the sale of vaping products, although they have yet to provide a
timeline. To date, no other legislation that was proposed in the past calendar year has come into
effect in any province or territory.

Another notable event that took place in Quebec this year was the converting of two Eurovap
stores into exotic candy stores. Recently, the Quebec Court of Appeal rejected the vaping
industry’s challenge to the ban on displaying vaping products and the prohibition on selling
anything other than vaping products in specialty vape shops. The goal of these restrictions was
to limit the access young people have to vaping products. It seems that in response, to
undermine the legislation, Eurovap transformed a certain percentage of their storefront into a
candy store while still selling vaping products. As a result, young people are now permitted to
enter the premises and shop. Eurovap stated in a news release that they have instructed their
staff not to sell vaping products to minors. Despite this, the Quebec Anti-Tobacco Coalition is
not satisfied.

4.5 Links between the Tobacco and Vaping Industries

It has long been established that the tobacco and vaping industries are not fully independent of
one another. What research has been done on the topic suggests that studies where the
authors have financial conflicts of interest with the tobacco industry find e-cigarettes to be
potentially harmful significantly less often than other studies [3]. Furthermore, one or more
authors having a financial conflict of interest with the tobacco industry has been shown to be
predictive of finding e-cigarettes to be completely harmless [3]. As such, it appears that the
tobacco industry has significant pull in the way that vaping research is framed. With this in mind,
it is critical to understand the links that exist between the tobacco and vaping industries.

4.5.1 Independent Vaping Companies

At present, there are over 28 independent vaping companies which sell a collective of over 50
brands of vaping products. Those brands which are most popular are depicted in Figure 32.
Most of these brands are manufactured by Chinese companies based out of Shenzhen. The
following section will describe all independent vaping companies based in Canada, as well as
some of the e-cigarette brands they manufacture. The totality of the independent e-cigarette
companies and their brands are depicted in Table 2.

Clear Sky Vapes Inc. Clear Sky Vapes is an independent chain of e-cigarette stores based out
of Ottawa, Ontario. The owner of the chain is Ron Couchman. On top of selling the products of
other manufacturers, they are the manufacturer of Ghost Disposable.

DVINE Laboratories. DVINE is based out of Lindsay, Ontario. The president and CEO of the
company is Mike Meathrel. They are known primarily for producing e-liquids. They also produce
the e-cigarette CLX, as well as hand sanitizer.




Pacific Smoke International. PSI is based out of Markham, Ontario. The director of the company
is Samuel Tam. They currently sell Allo Vapor, one of the most popular e-cigarettes in Canada.
Their other brands include ENVI and Flavour Beast.

PGVG LABS. PGVG Labs is based out of Blainville, Quebec. The vice president of the company
is Adrien Malak. They sell primarily e-juice. One of their popular brands is Don Cristo. Their
other brands include BMBU and RAGE.

POP Vapor Canada. POP Vapor Canada is based out of Etobicoke, Ontario. There is no
information publicly available on their key members. They produce the POP HIT line of pod-
based devices.

STLTH. STLTH is based out of Scarborough, Ontario. The director of the company is Monica
Palacio. STLTH produces an e-cigarette of the same name which is one of the most popular
vaping devices in Canada.

Toronto Vaporizer. Toronto Vaporizer is based out of Toronto, Ontario. The founder and CEO is
Nima Noori. They are known for manufacturing the e-cigarette brand Utilian.

1915275 Alberta Ltd. This company is based out of Edmonton, Alberta. They are the parent
company of GCORE Canada. There is no public information on who their key members are.
They are known for producing the GCORE line of vaping products.

4.5.2 Tobacco’s Involvement in Vaping

Since Lorillard’s acquisition of Blu Ecigs in 2012, the tobacco industry has been heavily
investing in vaping. At present, the four major tobacco companies (Altria, British American
Tobacco, Imperial Brands, and Japan Tobacco) sell a collective of eight e-cigarettes. Figure 33
depicts the four major tobacco companies, their subsidiaries, and the brands they sell, including
their e-cigarettes. Figure 34 depicts the market share that each of the major companies
controls. The following section will provide a description of each of the major tobacco company’s
involvement in e-cigarettes. This information is partially summarized in Figure 35.

In general, the narrative from the tobacco industry since entering the e-cigarette market has
been that e-cigarettes are for harm reduction. Imperial Tobacco noted that e-cigarettes
represented a massive public health opportunity, with BAT suggesting that there was scientific
consensus on the harm reducing potential of e-cigarettes. Researchers have suggested,
however, that this narrative from tobacco companies serves as an attempt to re-enter an arena
from which they have largely been excluded. The fact that tobacco companies continue to profit
from e-cigarettes allows them to continue building the cigarette market [35].

Altria. In the last 10 years, Altria has been focused primarily on vaping. In terms of tobacco, they
launched their MarkTen brand and acquired Green Smoke, both in 2014. These brands were




both discontinued in 2018 when Altria ceased selling all their e-cigarette products. At this time,
Altria became heavily involved in the e-cigarette market through Juul. They purchased a 35%
stake in Juul in 2018, becoming their primary stakeholder. The rationale they provided for the
purchase was that Juul was a leader in smoking cessation. In 2022, Altria became the majority
owner of Juul, giving them the right to appoint over one-third of the board of directors. This
purchase also allowed Altria to package Juul alongside their cigarette brands and to financially
support Juul’s negotiations with the FDA [35]. As of April 2023, Altria has ceased investing in
Juul Labs as they attempt to acquire NJOY [40].

BAT. BAT has grown substantially as a company in the last 10 years. Between 2013 and 2020,
BAT acquired several independent tobacco companies. In 2015, they acquired Polish company
CHICH which held 65% of the polish tobacco market. In 2017, they acquired MHL, TWISP, and
VIP. In 2018, they acquired German company High End Smoke. In 2019, BAT purchased
shares in Ayr Ltd. Also in 2019, BAT began providing purchasers of Camel cigarettes with
coupons for Vuse products [35].

Furthermore, BAT has had significant involvement in the e-cigarette industry since 2013. After
acquiring Reynolds American Inc. in 2013, BAT became the owners of Vype. In 2020, Vype
became Vuse. In 2016, they acquired Nicoventures. At the end of the 2018 fiscal year, BAT
reported generating more revenue from e-cigarettes than cigarettes. At present, it is thought that
BAT is responsible for 75% of global vaping revenue. Since entering the e-cigarette industry,
BAT has spent over £5M on e-cigarette lobbying. Some of this expenditure has gone towards

attempting to have e-cigarette bans overturned. BAT is a member of the UK Vaping Industry
Association. In 2019, BAT was responsible, alongside JUUL and JTI, for the creation of the
Canadian Vaping Trade Association [35].

Imperial Brands. Like BAT, Imperial Brands has undergone a significant expansion over the last
decade. In 2013, Imperial Brands’ subsidiary Fontem Ventures acquired Dragonite International.
In 2017, they acquired Australian company Von Erl. Unlike BAT, Imperial Brands continues to
generate most of their revenue from cigarettes [35].

Imperial Brands became involved in the e-cigarette industry when Reynolds American Inc.
purchased Lorillard (note that this was before Reynolds American was purchased by BAT). After
this acquisition, Imperial Brands became the owners of Blu. After this, they began purchasing
several e-juice companies. Despite their foray into e-cigarettes, Imperial Brands released a
strategy plan in 2021 detailing their desire to shift back toward cigarettes. Imperial Brands has
contradicted itself with respect to its position on e-cigarette regulation. They have, however,
lobbied both directly and indirectly against regulations in the past [35].

JTI. Like Imperial Brands, JTI continues to focus primarily on traditional cigarettes. Despite this,
they have purchased e-cigarette companies in the past. In 2013, E-Lites was purchased from

Zandera and was rebranded as Logic. Furthermore, JTI formerly owned a 27% stake in Juul. At
present, e-cigarettes make up 75% of all sales for Japan Tobacco’s reduced risk products. Like




Imperial Brands, JTI has been a vocal lobbyist in the elimination of e-cigarette regulations. They
have engaged in both direct and indirect lobbying [35].

Juul. Despite not being a tobacco company, it is important to explore Juul as a company. At
present, Juul accounts for 75% of the US market share of vaping products. Furthermore, Juul is
a member of the UK Vaping Industry Association. To date, Juul has spent more than $2M on
lobbying in the US alone, with countless more millions spent internationally. Unlike other
companies, Juul has invested money in politics by supporting candidates who oppose e-
cigarette regulations. Juul's lobbying team consists of many important past political figures
including the following:

Rebeccah Propp: former director of media affairs for Mike Pence.

Johnny DeStefanao: former head of staff recruitment for the Trump administration.
Martha Coakley: former Attorney General of Massachusetts. She was hired after her
successor began an investigation into Juul.

Gerald F. Masoudi: former FDA litigation agent [35].

Juul has been known to misrepresent scientific findings. Most of the research on their website
that promotes vaping as a cessation aid/safer alternative to smoking come from non-peer-
reviewed sources. Much of this research was funded by organizations that are themselves
funded by tobacco companies. Additionally, Juul spent over $50,000 to purchase an entire issue
of The American Journal of Health Behaviour dedicated to articles authored by Juul researchers
[35].

4.5.3 Vaping Organizations

A fulsome picture of the vaping industry in Canada cannot be established without exploring
vaping organizations. At present, there are three vaping organizations that operate in Canada.
Some of these organizations have known ties to the tobacco industry. The following section will
briefly explore each of these organizations.

Canadian Vaping Association (CVA). The CVA is Canada’s primary pro-vaping organization.
They are currently headed by Samuel Tam of Pacific Smoke International. They state on their
website that their goal is to stop the fight against the right to harm reduction. After examining the
affiliations of its board of directors, it does not appear that the CVA has any publicly stated links
to the tobacco industry [36].

The executive director of the CVA, Darryl Tempest, has a profile on the Nova Scotia Registry of
Lobbyists. Each of the other board members at the CVA are listed as other beneficiaries to
lobbying activities. This profile allows for a determination of who provides funding to Tempest
(and by extension, the CVA). At present, Tempest is supported by funding from over 50 vaping
companies. It does not appear that any tobacco companies provide any direct funding to
Tempest or the CVA [37].




Vaping Industry Trade Association (VITA). VITA is another prominent pro-vaping organization in
Canada. They are currently headed by Daniel David. Their website states that, like the CVA,
they are dedicated to pursuing evidence-based regulations aimed at harm reduction. Their
board of directors is made up of members of Canadian vaping companies. VITA’s website lists
all their current funders. Each of their funders provides $100,000 annually for lobbying activities.
VITA’s current funders are the following: Atelier de Saveurs LaVapeShop, DVINE Laboratories,
Imperial Tobacco Canada, JTI Canada Tech, Juul Labs Canada, and Valor Distributions [38].

World Vaper’s Alliance (WVA). The only other pro-vaping organization that currently operates in
Canada is the WVA. They play the same role and have the same goals as the CVA and VITA
but on a global scale. They are currently headed by Michael Landl, an individual known to have
ties to the tobacco industry. Furthermore, their advisory board is made up of several individuals
with either ties to the tobacco industry or who previously held powerful positions in the public
health sphere. Their advisory board contains the following members:

Prof. Bernard Mayer: professor at the University of Graz. It is believed that most of his
research is funded by BAT.

Brian Marlow: Director of Legalize Vaping Australia (LVA). LVA is an offshoot of The
Australian Tobacco Harm Reduction Association (ATHRA). ATHRA is funded by Philip
Morris International, a subsidiary of Altria.

Kurt Yeo: co-founder of Vaping Saved My Life.

Carmine Canino: president of Associazione Nazionale per i Vapers Uniti (National
Association for United Vapers), an Italian pro-vaping organization.

Andrew Urushadze: former Georgian Minister of Health.

Joseph Magero: chairman of Campaign for Safer Alternatives [39].

The WVA is funded by the Consumer Choice Centre, which is in turn funded by several tobacco
companies included BAT. The WVA originally claimed that the Consumer Choice Centre had
only provided them with seed funding, meaning both organizations were independent of one
another. It was eventually established, however, that this funding was more long-term. It should
be noted also that leaked internal documents from the WVA have shown that they acknowledge
they present a false outward image to the public [39].

4.6 History of Tobacco and Vaping Legislation in Nova Scotia

4.6.1 Tobacco Legislation

The history of tobacco legislation in both Canada and Nova Scotia date back far beyond the
scope of this scan. As such, only Nova Scotian tobacco legislation from the past five years will
be considered. At present, there are three pieces of legislation which govern tobacco in Nova
Scotia. Each of these will be discussed in turn.

Nova Scotia Tobacco Tax Program. The Nova Scotia Tobacco Tax Program regulates the sale
and taxation of tobacco products in Nova Scotia. At present, anyone who desires to sell tobacco
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must purchase a $124.60 tobacco retailer’s permit. Anyone who possesses such a permit must
follow strict retail regulations. These regulations include limits to how much an individual can
purchase at one time (1000 cigarettes, 5 cartons, or 1000 grams to tobacco) and where their
supply can be purchased from (someone who possesses a wholesale vendor’s permit). The
Program specifies that compliance officers visit retailers and inspect the premises for
unstamped cigarettes and compliance with the legislation. If any person fails to produce
required documentation, tobacco may be seized, impounded, held, and disposed of. According
to the Program, compliance officers can lay charges under the Revenue Act. The Program also
specifies how much tax must be paid on all tobacco products. The tax structure is as follows:
29.52 cents/cigarette, 40 cents/gram of fine-cut tobacco, 29.52 cents/stick of tobacco, 40
cents/gram on tobacco in any other form, and 75% MSRP on cigars [40].

Smoke-Free Places Act. The Smoke-Free Places Act governs where individuals are permitted
to use tobacco products. In short, it requires that all indoor workplaces and public places, as
well as select outdoor public spaces, be smoke-free. This extends to outdoor licensed areas
and patios of all restaurants and bars. This act allowed for the appointment of inspectors who
enter and inspect relevant locations for violations of the act. There are various forms of
punishments for violating the act including summary offence tickets and the cancellation of a
vendor’s permit [41]. For a more detailed explanation of violations and repercussions, see
below.

Tobacco Access Act. The Tobacco Access Act governs the sale of all tobacco-related products
in Nova Scotia. This act contains the provisions specifying the legal age for purchasing tobacco
products, rules for displaying products, rules for resale, and regulations on the types of products
available to be sold. Furthermore, this act specifies that anyone purchasing tobacco who may
be under the age of 19 must show proof of ID before completing a purchase. With respect to
product restrictions, the act bans the following from being sold: (1) cigarettes in packages fewer
than 20, (2) unpackage cigarettes, (3) flavoured tobacco and rolling papers, (4) anything above
the nicotine limit, and (5) any product designed to resemble a cigarette. Furthermore, this act
specifies what signage is needed at any location that sells tobacco products [42].

4.6.2 Vaping Legislation

Vaping legislation in Canada began to take off in 2019. Prior to this, there were few restrictions
on vaping products, especially in comparison to tobacco products. As of 2023, every province
and territory has at least one regulation in place, the most common being age restrictions. The
following section will provide a high-level of summary of Nova Scotia’s vaping legislation in the
past five years. For a detailed description of vaping legislation in all provinces and territories in
2019, see Table 3. For a detailed description of vaping legislation in all provinces and territories
at present, see Table 4. A timeline of vaping regulations across all provinces and territories,
including those implemented at the federal level, is depicted in Figure 36.

General Legislation. Nova Scotia first banned the sale of e-cigarettes to anyone under the age
of 19 in 2015. At this time, they also banned vaping in any venue where tobacco smoking was




banned. Furthermore, advertising a-cigarette outside of a business was prohibited. No new
legislation was introduced until research on vaping became prominent (c. 2018). In 2019,
Minister of Health Randy Delorey announced that the provincial government was set to
introduce new vaping regulations in 2020. In total, three new regulations were introduced in
2020: (1) a sweeping ban of flavours (except tobacco) in April, (2) a ban of vaping products with
a nicotine concentration greater than 20milligrams/millilitre in September, and (3) additional
taxation on the sale of vaping products in September [43].

In addition to these provincial regulations, two pieces of federal legislation were introduced in
the following two years. In July of 2021, the federal government joined Nova Scotia by banning
vaping products with a nicotine concentration greater than 20milligrams/millilitre nationwide.
This was followed in October of 2022 by the federal excise tax. This tax specified that
consumers would need to pay an additional tax on all vaping products that is contingent on the
volume of the substance in each container. The tax is currently set at $1 for each 2 millilitres of
e-liquid in each container up to 10 millilitres, plus an additional $1 per 10 millilitres of e-liquid
beyond that. Furthermore, it was announced that all vaping substances sold at retail needed to
carry a federal “DUTY PAID” excise stamp by the end of the year [43].

Nova Scotia Vaping Products Tax Program. The Nova Scotia Vaping Tax Program governs the
taxation that applies to all vaping products which came into effect in 2020. At present, the tax
program contains the following provisions: (1) e-liquids are taxed at a rate of 50 cents/millilitre,
(2) solid vaping materials are taxed at a rate of 50 cents/gram, (3) vaping devices are taxed at
20% MSRP, and (4) vaping packages are taxed at the greater of 20% MSRP or 50
cents/gram/millilitre. At the time the tax program came into effect, vaping retailers were required
to pay the tax on their entire inventory. Like with tobacco products, anyone selling vaping
products is required to possess a retailer's permit. Also, like tobacco products, there are limits
on single transactions for vaping products. These limits are 240 millilitres/grams of vaping
products and five devices. This act also permits compliance officers and auditors from Service
Nova Scotia and Internal Services to inspect the premises and inventory to ensure compliance
with the Revenue Act [44]. For a more detailed explanation of violations and repercussions, see
below.

4.7 Experiences of Public Health Officers

The final goal of this report was to examine enforcement complaints, policies, and practices with
respect to tobacco and vaping, as well as the number of complaints, successes, and challenges
with enforcement of tobacco and vaping policies. To accomplish this, interviews were conducted
with public health officers from the Department of Environment and Climate Change (ECC) on
their experiences with enforcement both before and since the passing of the most recent vaping
legislation. In total, two public health officers were interviewed. Each public health officer was
responsible for different components of the enforcement process, and each had different levels
of experience (i.e., only one of the officers was employed as a public health officer before the
2020 vaping legislation took effect). The following section will summarize the information
gathered from these interviews.




4.7.1 Role of ECCin Enforcement

At present, ECC is responsible for policing both the Smoke-Free Places Act and the Tobacco
Access Act. With respect to the Smoke-Free Places Act, most of their work revolves around
responding to complaints about violations of the act (e.g., employees smoking in a doorway). At
present, no summary offence tickets have been given out for violations of this Act. With respect
to the Tobacco Access Act, ECC'’s job is to verify that all tobacco and vaping legislation are
being followed by tobacco and vaping retailers. There are several specific components of the
act that ECC target:

5(1) No vendor or employee of a vendor shall sell or give tobacco or a tobacco product
to a person under the age of nineteen years.

5(2) No person shall
(a) purchase tobacco or a tobacco product on behalf of, or for the purpose of resale; or
(b) give tobacco or a tobacco product, to a person under the age of nineteen years.

7(1) No person shall sell or offer for sale

(a) cigarettes in packages of fewer than twenty cigarettes;

(b) unpackaged cigarettes;

(c) flavoured tobacco;

(d) flavoured cigarette papers;

(e) tobacco with a nicotine concentration above the amount prescribed in the
regulations; or

(f) an electronic cigarette with a capacity above the amount prescribed in the regulations.

9AA(1) No vendor or employee of a vendor shall display or permit the display of tobacco
or tobacco products except as prescribed by the regulations.

9AA(2) No vendor or employee of a vendor shall store tobacco or tobacco products
except as prescribed by the regulations [42].

As of June 2023, over 27 summary offence tickets have been handed out for violations of the
Tobacco Access Act, including 22 for violations of 5(1), 1 for a violation of 5(1)(a), 2 for
violations of 7(1)(c), 1 for a violation of 7(1)(d), and 1 for a violation of 9(AA)(1) (more specific
numbers are currently unavailable as enforcement initiatives are ongoing).

4.7.2 Enforcement Process
ECC uses a progressive enforcement process for dealing with violations of policy. For violations
of both the Smoke-Free Places Act and Tobacco Access Act, education is the first step. The

goal of education is to explain to the violating party what they did wrong and how to rectify it.
This education usually involves explaining the violated policy in plain language. For the Smoke-
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Free Places Act, education is most common enforcement method, and subsequent violations
are rare. Occasionally, directives are handed down when shops are in need of making changes
to become compliant with legislation. A first offence may also warrant the issuance of a warning.
After a second offence, you may lose your retailer's permit for seven days. After a third, you
may lose your retailer’s permit for 3-6 months. At any stage of this enforcement process, a
summary offence ticket may be handed out depending on the severity/regularity of the violation.
Furthermore, any products found during a compliance check that violate any restrictions are
seized for destruction. Follow-up inspections are done afterward to determine whether restricted
products remain.

ECC also runs what is known as the Youth Test Purchaser Program. This program involves the
hiring of youth under the age of 19 to perform test purchases at vendors across the province.
The last program was carried out in the Eastern Region in 2019. Over the course of seven
weeks, six public health officers worked with three youths and attempted to purchase vape or
tobacco products 107 times, with 24 attempts being successful. This led to the issuance of 28
summary offence tickets, 25 resulting in convictions, two in acquittals, and one in dismissal. Any
retailer who sells to a youth as part of the program is handed an automatic summary offence
ticket. The COVID-19 prevented the program from occurring since, but this program is currently
running again across the entire province until the end June. As of June 19", the program has
attempted 387 purchases, with 40 being successful (non-compliance rate of 10%).

In general, compliance with all tobacco and vaping legislation has been good. Most of the
issues that have arisen come from “mom and pop” convenience stores. After initial education,
these issues tend to disappear. There exist a few problematic vape shops who have refused to
comply with the new legislation. These shops have been subjected to raids in the past.
According to public health officers, most of the challenges with vaping arose when the
legislation was first introduced. With the passage of time, issues have become less common. In
terms of the effectiveness of the legislation, public health officers feel as though it is working to
the extent which ECC has control over. For example, most individuals are not selling flavours,
and almost no one has tried to sell any vaping products containing more than 20
milligrams/millilitre of nicotine.

4.7.3 Enforcement Challenges

Definitional Issues. A problem area noted by the public health officers was the poor definitions
used in the Tobacco Access Act. The lack of clarity in the act’s definitions has led to vape shops
and manufacturers coming up with their own interpretations of what the definitions mean. The
regulations encompassed in the act are written broad as to capture many subsequent iterations,
but the broad definitions create a large grey area for enforcement. Flavours have been a major
source of debate with respect to these definitions. The solution from the perspective of the
public health officers is to let a judge decide whose interpretation is correct.

Flavour Ban. At present, the sale or possession of flavoured tobacco and vaping products is
prohibited. To determine whether a product is flavoured, public health officers cannot currently




rely on the definition provided in the Tobacco Access Act. This definition (section 3(b)(a)(i)
states that “flavoured tobacco’ means tobacco that has a characterizing scent or flavour, other
than tobacco, that is noticeable before or during use, or both” [42]. It is difficult to prove the
presence of the key factors of this definition in court without an expert. As a result, there are
several ongoing legal challenges that are calling this definition into question. For instance, some
vaping companies are arguing that tobacco flavours may have hints of other, prohibited
flavours, but that their goal is not to create these prohibited flavours. To circumvent this
problem, there are ongoing chemical analysis of flavoured products taking place in several
jurisdictions with the goal of trying to classify flavoured products using chemical fingerprints.
Additionally, some jurisdictions have adopted flavour panels (group of three people who test
products for flavours). Neither of these have been adopted in Nova Scotia. At present, the only
clear violation of the flavour ban in Nova Scotia is when a shop represents a product as
flavoured (i.e., through packaging or advertisement), whether it be flavoured or not.

Two additional challenges of the flavour ban were raised through these interviews. The first
relates to online sales. ECC is unable to enforce the flavour ban on products purchased outside
Nova Scotia and shipped here. While the sale and possession of flavoured products is
prohibited in Nova Scotia, ECC is only able to enforce the sale component. As such, anyone
purchasing from outside the province is not within their jurisdiction. From the perspective of the
public health officers, there are a lot of flavours still getting around. An additional concern
relates to the ways that shops are covertly selling flavoured products. One shop mentioned by
the public health officers was selling their products using a numbering system. This system
allows shops to label flavours as different types of tobacco (e.g., tobacco 1, tobacco 2, etc.)
where each number represents a prohibited flavour (e.g., tobacco 1 = blue raspberry).

Misinformation. The public health officers mentioned that, in the past, suppliers have given false
information to vape shops about their products. It used to be a bigger issue than it is now, but it
still occurs. A notable example of this took place with display cases. In Nova Scotia, displays
cases need to be self-closing. JUUL designed display cases to serve the dual role of advertising
their products; however, these cases were not self-closing, and shops were not informed ahead
of distribution. As a result, shops would run the risk of being fined for violating policy. In this
situation, there would be arguments about whether the supplier or seller were responsible for
violations, but the onus is ultimately on the supplier.

Youth Test Purchase Program. In the most recent iteration of the program (2019), the
successful purchase rate for test purchasers was 22%, with the success rate for the ongoing
program iteration being 10%. The success rate across all provinces who have such a program
tends to be 20-35%. Public health officers suggest that these numbers mirror what was seen in
the past when the program was aimed at cigarette purchases. Furthermore, there is no
indication that this number is coming down.

5 Key Takeaways and Recommendations




As a reminder, the goal of this industry surveillance scan was to collect information on the
tobacco and vaping industries’ practices in Nova Scotia since 2018. The findings from this scan
highlight several key areas where reform is needed. The following section will provide a
summary of some of the key takeaways of the scan, as well as evidence-based
recommendations for how to proceed with reform. The section will conclude with a few future
research directions which can help with reform.

5.1 Vape Shops — Advertising and Sales Tactics

A combination of Nova Scotia’s vaping legislation and the COVID-19 pandemic led to the
closure of several specialty vape shops in the last five years. At present, there are
approximately 50 specialty vape shops in Nova Scotia. Most of these shops are privately
owned, however there are a few larger chains that have more than one location (e.g., The
Vapour Trail). Most of these shops openly display their vaping products, either in the store,
online, or both. Social media is the primary avenue used to advertise vaping products,
especially Facebook.

Consultation with public health officers suggests that, for the most part, vape shops have been
compliant with tobacco and vaping legislation. Despite this, there remain some problem areas.
Based on the findings of this scan, this report provides three recommendations for reform with
respect to vape shops:

o Age verification: Age verification is inconsistent and poorly implemented across many
vape shop websites. Some websites require you to verify your age when first visiting. If
you fail the age verification, some websites reroute you to your browser’s homepage (but
not all). Some websites have a popup telling you their website is for those aged 19+.
Some websites have none of the above. This lack of consistency follows the general
trend seen with online sales of controlled substances (e.g., alcohol; [45]). At present,
vape shops are required to ID anyone who appears to be under the age of 19 [42]. As
such, it is necessary for vape shop websites to implement this same standard for their
online age verification. Unfortunately, however, research shows that better age
verification is not enough to prevent online sales to minors [46-47]. Thus, although a
necessary first step, prevention efforts must extend beyond age verification.

Signage: Most vape shops in Nova Scotia have the compulsory “19+” signage visible
outside their shop. Despite this, there are some who do not have this signage displayed.
Furthermore, some of the shops who do display the signage do so in a way that makes it
hard to see. Like with age verification, it is necessary to standardize the displaying of this
signage across all vape shops. Once again, however, it has long been known that these
signs alone do not prevent illegal sales to minors [48]. As such, more work is needed
beyond improved signage.

Eliminating loopholes: There is an increasing number of stores that are selling novelty
items alongside vaping supplies. For instance, many shops in Nova Scotia that supply
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cannabis products also tend to supply a variety of novelty items as well (e.g., rare
candies). The inventory of the shops dictates what type of retailer they are, and therefore
who is permitted to enter the shop. In general, the greater the variety of products sold,
the more likely minors are permitted to enter the premises. No vape shop has capitalized
on this loophole quite to the extent of Eurovap in Quebec. There is a need to eliminate
this loophole as it provides vape shops with an easy way to target minors. One potential
solution to this problem is to more strictly regulate where vaping products are sold. For
instance, some provinces restrict flavoured products to specialty vape shops only. An
avenue for exploration may be to restrict e-cigarette sales to specialty vape shops only.
The 2020 Youth and Young Adult Vaping Project found that most young people do not
purchase their vaping products from specialty vape shops [49]. As such, restricting these
products to be sold only in specialty vape shops may help eliminate access.

5.2 The Advertising Strategies of Big Vape

Much like tobacco companies during the golden age of tobacco, e-cigarette companies invest a
significant amount of energy into advertising. In Canada, most advertising for e-cigarettes, like
tobacco products, is prohibited. In spite of this, big vape focuses most of their resources on the
one form of advertisement that regulation has little control over: the Internet. Social media
advertisements, especially through influencers, has become the way of the future. With the rise
of social media, modern problems have arisen which require modern solutions. Based on the
findings of this scan, this report provides one recommendation for reform with respect to
advertising:

o Limit influence reach: As mentioned, big vape appears to focus most of their
advertising efforts into social media, especially promoting their products through social
media influencers. Research has shown that photos of social media influencers
modeling products significantly increases purchase intentions [50]. Furthermore, it has
been established that online content consumed by children influences their purchases in
a way that results in marketing outcomes (e.g., increased demand for trending products;
[51]). This research is problematic for two reasons. First, the limited research that has
been done suggest that young people make up a significant portion of many influencers’
followers [52]. Second, e-cigarettes fit the definition of trending products. Taken
together, it is reasonable to conclude that influencers could play a role in e-cigarette
uptake in young people. As such, it is necessary to explore ways to limit how many
young people are exposed to e-cigarette advertisements through social media
influencers.

5.3 The Enforcement of Tobacco and Vaping Regulations

ECC plays a key role in the enforcement of tobacco and vaping legislation. To date, compliance
has been strong for all existing regulations. Enforcement of the Smoke-Free Places Act is done
typically through education, with no summary offence tickets being handed out to date. While
there have been 28 summary offence tickets handed out for violations of the Tobacco Access
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Act, repeat offending is uncommon. It is the opinion of public health officers who enforce these
regulations that the legislation, for the most part, has been doing its job. Despite this, a few key
issues with enforcement remain. Based on the findings of this scan, this report provides three
recommendations for reform with respect to enforcement:

o Flavour ban: The public health officers mentioned that the flavour ban is likely the piece
of legislation that has had the most issues. There are two main concerns with flavours
that are in need of addressing. The first is online sales. At present, ECC is only able to
enforce the flavour ban on sales of products that happen in Nova Scotia. As such,
purchasing flavoured products from outside the province and having them shipped to
Nova Scotia is outside ECC'’s jurisdiction. The second is the fact that some vape shops
have systems in place to continue selling flavoured products. As mentioned earlier, one
vape shop had set up a numbering system to sell flavours under various tobacco labels.
Thus, additional measures are needed to limit the circulation of flavoured products.

Definitional issues: Another point of concern raised by public health officers was the
problematic definitions contained in the tobacco and vaping legislation. The primary
definitional issue has to do with what constitutes a flavoured product. While it is
necessary for definitions to be broad as to capture any future iterations, the current
definitions allow too much argumentation with respect to what constitutes flavoured
products. This results in the identification of potential loopholes which may allow vape
shops to continue selling prohibited products. The definitions contained in these pieces
of legislation should be revisited and rewritten, preferably with input from subject matter
experts.

Youth are still accessing vaping products: Results from the previous Youth Test
Purchase Program demonstrated a success rate of 22%. Translated, this means that 1-
in-5 minors who attempt to purchase a vaping product from a retailer will be successful.
Results from other provinces have shown that this rate is as high as 1-in-3. The public
health officers consulted in this scan stated that there is no reason to believe these rates
will decrease. Accordingly, there is a need to revisit enforcement to determine how these
numbers can be lowered.

5.4  Future Research

In addition to this industry surveillance scan, future research is needed to assist with reform
efforts. In particular, a follow-up on the 2020 Youth and Young Adult Vaping Project would help
identify whether Nova Scotia’s vaping legislation was having its desired effect. Anecdotal
evidence to this point has been mixed. To properly understand the effects of the 2020 and 2021
legislation, a proper follow-up study is needed.

Furthermore, legislation across all provinces is inconsistent. Some provinces (i.e., BC, NS, PE)
have strict, multi-level legislation in place to regulate vaping, whereas other provinces (i.e., AB,
YT) have little to no legislation in place. An effective way to verify whether different forms of
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legislation are leading to differential vaping outcomes would be through a comparative study.
Favourable results may encourage provinces with weaker legislation to consider adopting the
approaches taken in other provinces.

6 Limitations

This industry surveillance scan is not without its limitations. First, although the list of vape shops
and tobacco shops identified in this report is comprehensive, it may not be exhaustive. As such,
there is a small chance that some retail locations were not identified. Secondly, although the
media scan portion of this report relies on a range of news sources and medias, it is limited to
English media stories. Additionally, this report contains only contains media up to May 2023. As
new developments emerge, the articles identified in this report may become outdated. Lastly,
tobacco companies are constantly in the process of purchasing and liquidating companies.
While the subsidiaries listed for each tobacco company were accurate at the time of this report,
it may become outdated or inaccurate as the companies’ ownership changes.
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8 Appendices

Table 1. Types of Vaping Ads Posted Online by Various Vape Shops in Nova Scotia.

Vape Shop Ad Content

Albion Vapour Shop Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Caper Four 20 Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Chester Vapour Supplies Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Coastal Vapor Post a mixture of manufacturer graphics and
photos of the products taken in-store. Often
accompanying descriptions of the products.

Crescent Vape Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

E-ssentials Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

The Foggy Caoll Post photos of the products taken in-store.
Often accompanying descriptions of the
products. Sometimes advertise giveaways on
store-created posters.

Fundy Vapours Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Hemp Heaven Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Kickin’ Ash Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Leno’s Stop Shop Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Mary Janes Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Platinum Smoking Supplies Post photos of the products taken in-store.
Often accompanying descriptions of the
products.
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Radical Concepts Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Smoke-less Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

U-Vape Post Simple visuals. Ads are designed to look
like product ads you would see in a consumer
flyer. Often accompanying descriptions of the
products.

Up in Smoke Shoppe Post a mixture of manufacturer graphics and
photos of the products taken in-store. Often
accompanying descriptions of the products.

Vapor Max Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

Vaporhub Post photos of the products taken in-store.
Often accompanying descriptions of the
products.

The Vapour Spot Post manufacturer graphics to advertise
products. These graphics are eye-catching
and employ various colours and fonts. Often

accompanying descriptions of the products.
2411 Vape & Cannabis Accessories Post photos of the products taken in-store.
Often accompanying descriptions of the
products.
Note. Not all vape shops post ads on social media.




Table 2. Independent Vaping Companies and their Brands.

Company

Brands

Afinix Life Sciences Inc.

Nix

Bec Technology Co.

Just Fog; Univapo; Vapeants

Brewell MFG

Phix

Clear Sky Vapes Inc.

Ghost Disposable

Dongguan Hengtai Biotechnology Co.

Mr. Fog

DotMod Inc.

DotMod

DVINE Laboratories

CLX

Focus Technology Co.

Amulet; Caliburn; Cravat; Crown; Kalmia;
Marsupod; Popreel; Sculptor; Tripod; Uwell;
Valyrian; Whirl; Yearn; Zumwalt

Geekvape

Aegis; Geekvape; Obelisk; Wenax

| Vape Great

Elf Bar; IVG 3000/5000

ICCPP Group

Gene Tree; VOOPOO

Innokin Technology

Endura; Gozee; Innokin; Klypse; Sceptre

KoguoVape

Unknown

Pacific Smoke International

Allo Vapor; ENVI; Flavour Beast

PGVG Labs

BMBU; Don Cristo; RAGE

POP Vapor Canada

POP HIT

RELX Technologies

RELX

Shenzhen Eigate Technology Co.

Aspire

Shenzhen FreeMax Technology Co.

Freemax

Shenzhen IVPS Technology Co.

FIT; INFINIX; KOOPOR; NATURAL; Nord;
PYREX ARO; Rocket; ROLO Badge; Shuttle;
Silenus; SMOK; TFV4/8/12; TUMBLER;
Vmax; YoCan; Zmax

SMOORE International

FEELM; Vaporesso

SNBG Limited

Wotofo

STLTH

STLTH

TopGreen Technology Co. Ltd.

XMAX

Toronto Vaporizer

Utilian

VICE

Unknown

1915275 Alberta Ltd.

GCORE

Note. This list may not be exhaustive.




Table 3. Vaping Regulations in Canada c. 2019.

Province/Territory

Regulations

Alberta

The province announced a 20 per cent tax on
vaping products in February 2019. Some of
its municipalities had bylaws that restricted e-
cigarette use in public places. The province’s
health minister had asked for a review of
tobacco and smoking legislation to help
develop strategies to protect youth and to
assess the effectiveness of the legislation at
the time.

British Columbia

The only active legislation was a 20 per cent
tax on vaping products. In November 2019,
the BC government introduced a 10-point
legislation plan that included cutting nicotine
content in vapour pods, restricting flavours
aimed at young people, increasing taxes, and
supporting youth-led anti-vaping campaigns.
The plan also included requiring health
warnings on packaging and preventing
advertising in areas where youth spend time.
The new regulations were meant to take
effect in the spring of 2020.

Manitoba

The Manitoba government’s Non-Smokers
Health Protection and Vapour Products Act
was introduced to prohibit vaping by people
under the age of 18. It also banned vaping in
indoor public places, as well as the
advertising and promotion of vaping products.

New Brunswick

New Brunswick banned the sale of e-
cigarettes and e-juices to anyone under the
age of 19. Furthermore, no one under the
age of 19 was permitted to enter a vape shop
unless accompanied by an adult. Outdoor
advertising by vape shops was prohibited,
including any promotional material that could
be viewed from outside the store. All
promotional materials restrictions that applied
to tobacco were applied to e-cigarettes. The
sale of flavoured tobacco, including menthol,
was also banned in New Brunswick at the
time.

Newfoundland

The province banned the sale of vaping
products to people under the age of 19. Sales
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of such products were also prohibited
wherever tobacco sales were banned.
Further, promotional materials for vaping
products could not be visible inside or outside
a store where they were sold. Vape shops
were allowed to operate in the province,
provided they only sold vapour products.

Northwest Territories The Smoking Control and Reduction Act was
passed in August 2019. This regulated the
sale, display, and advertising of vaping
products, as well as the substances used in
e-cigarettes. It also prohibited the use of
vaping products by anyone under the age of
19. It banned the sale of food items designed
to resemble tobacco and vaping products.
The sale of vaping products at schools,
hospitals, pools, and recreational facilities
was also banned.

Nova Scotia Nova Scotia banned the sale of e-cigarettes
to anyone under the age of 19 in 2015.
Vaping was also prohibited in any venue
where tobacco smoking was banned, and
vape shops were not allowed to display e-
cigarette ads outside their businesses. It was
announced in 2019 that the province would
ban the sale of flavoured e-cigarettes in April
2020.

Nunavut Regulations in Nunavut in 2019 only dictated
where people could vape. A plan was made
in 2019 to amend to the territory’s Tobacco
Control Act to put stricter restrictions on
vaping. The new regulations were meant to
mirror existing tobacco regulations banning
flavoured tobacco and flashy packaging.

Ontario Ontario announced plans to restrict the sale
of flavoured vaping products and high
nicotine e-cigarettes to specialty stores. At
the start of 2019, they banned the promotion
of vaping products in convenience stores and
gas stations.

Prince Edward Island The PEI legislature passed a bill in November
2019 raising the legal age to buy tobacco and
e-cigarettes from 19 to 21. The legislation
also banned certain flavours of e-cigarettes.
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E-cigarette sales had already been banned
wherever tobacco sales were prohibited.
Vape shops were no longer allowed to
display e-cigarette devices in a way that
made them visible from outside the store.
Vaping or product sampling in retail outlets
was prohibited. Any misleading advertising
regarding the characteristics, health effects,
and health hazards of vaping products was
also prohibited.

In Quebec, the sale and supply of vaping
products to anyone under the age of 18 was
prohibited. Further, the use of vaping
products was prohibited wherever tobacco
smoking was banned. E-cigarette advertising
was prohibited (except for magazines and
newspapers with a majority adult readership),
as was the display of e-cigarettes in stores
accessible to people under the age of 18.
However, adding flavours to e-liquids was
legal despite being prohibited for tobacco
products.

Saskatchewan The Saskatchewan government passed
amendments to its Tobacco Control Act to
bring vaping regulations in line with existing
tobacco legislation. The new rules restricted
the sale of vaping products to people 18 and
older and prohibited the promotion of vaping
products in businesses frequented by young
people. The use of vape products was also
restricted in and around public buildings,
including schools.

Yukon had no laws dealing with vaping in
2019. However, a bill was introduced in its
legislature in October to set the minimum age
for buying vaping products at 19, as well as
to prohibit the display or advertising of vaping
products.

Note. All information taken from Physicians for a Smoke-Free Canada [43].




Table 4. Vaping Regulations in Canada c. 2023.

Province/Territory

Regulations

Federal

In 2021, the Tobacco, Smoking and Vaping
Reduction Act was introduced. It included
harsher fines, advertisement restrictions, and
new rules around where vaping products
could be used.

A federal excise tax applies to vaping
substances, increasing their price to
consumers, at a rate dependent on the
volume of the substance in each container
purchased. This excise rate is set at $1 per 2
millilitres of substance in each container up to
10 millilitres, plus $1 per 10 millilitres of liquid
above that amount.

All vaping substances sold at retail must
carry a federal “DUTY PAID” excise stamp.
The federal excise does not apply to vaping
devices, batteries, or other accessories.

The sale of vaping products with a
concentration of nicotine greater that 20
milligrams/millilitre is prohibited.

Alberta

There is a 20% tax on vaping products.

British Columbia

The retail sale of vaping products is subject
to a 20% provincial tax.

Flavoured vaping products (except tobacco
flavours) may only be sold online and in
adult-only locations. Tobacco-flavoured
products can continue to be sold in other
retail establishments.

Nicotine-free vaping products are banned.

Refillable containers of vaping e-liquids must
contain less that 30mL of e-liquid, and tanks
or cartridges must have a capacity of less
than 2mL of e-liquid.




The sale of vaping products with a
concentration of nicotine greater that 20
milligrams/millilitre is prohibited.

Manitoba

Vaping by people under the age of 18 is
prohibited.

Vaping in indoor public places, including
schools, is prohibited.

Vaping product advertising and promotion is
prohibited.

New Brunswick

The sale of e-cigarettes and e-juices to
people under the age of 19 is prohibited.

No one under the age of 19 is allowed to
enter a vape shop unless accompanied by an
adult.

Outdoor advertising by vape shops is
prohibited, and promotional material inside
the shops cannot be viewed from the outside.

Restrictions on promotional materials that
apply to tobacco in other retail shops also
apply to e-cigarettes.

The sale of flavoured tobacco, including
menthol, is banned.

The sale of flavoured vaping products is
prohibited (except tobacco flavours).

Newfoundland

The sale of vaping products to people under
the age of 19 is prohibited.

Sales of vaping products is prohibited
wherever tobacco sales are banned.

Promotional materials for vaping products
cannot be visible inside or outside the shop
where they are sold.

Vape shops are allowed to operate in the
province providing they only sell vaping
products.




The retail sale of vaping products is subject
to a 20% provincial tax. The tax applies to
vaping devices, substances, and packages
containing both vaping devices and
substances.

Northwest Territories All flavours but tobacco are banned.

Nova Scotia The sale of e-cigarettes to anyone under the
age of 19 is prohibited.

Vaping is prohibited in any venue where
tobacco smoking is banned.

Vape shops are not allowed to display e-
cigarette ads outside their businesses.

The sale of flavoured vaping products (except
tobacco flavours) is banned.

The sale of vaping products with a
concentration of nicotine greater that 20
milligrams/millilitre is banned.

Vaping products are subject to a provincial
tax of 50 cents/millilitre for e-liquids and 20%
MRSP for vaping devices.

Nunavut Only federal legislation applies.

Nunavut has announced price regulations, ad
and display bans in any stores where children
might be, a flavour ban, and a full advertising
ban. No timeline has been provided.

Ontario The promotion of vaping products in
convenience stores and gas stations is
prohibited.

Flavoured vaping products (except tobacco,
mint, and menthol flavours) may only be sold
online and in specialty vape stores. Tobacco,
mint, and menthol flavoured products can
continue to be sold in other retail
establishments.

Prince Edward Island E-cigarette sales are banned wherever
tobacco sales are prohibited.
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Vape shops are not permitted to display e-
cigarette devices in a way that makes them
visible from outside the premises.

Vaping or product sampling in retail outlets
and public places is prohibited.

Any advertising that is misleading regarding
the characteristics, health effects, and health
hazards of vaping products is illegal.

Vaping products may only be sold to people
who are 21 or older (except for those who
turned 19 prior to March 1, 2020).

Vaping products may only be sold in a
“tobacconist shop” (a shop whose primary
business is the sale of tobacco products,
vaping products, or both).

Flavoured vaping products (except tobacco
flavours) are prohibited.

The sale and supply of vaping products to
anyone under the age of 18 is illegal. Photo
ID is required to buy vaping products.

The use of vaping products is prohibited
wherever tobacco smoking is banned.

E-cigarette advertising (except ads in
newspapers or magazines that have a
majority adult readership) is prohibited, as is
the display of e-cigarettes in stores
accessible to people under the age of 18.

The Quebec Anti-Tobacco Coalition
continues to lobby for the strictest vaping
legislation in the country. Their demands
include: a nicotine cap, a liquid volume cap
for vape cartridges, standardized packaging,
health risk warning requirements, the
prohibition of technology allowing information
to be communicated for a non-certified




device, the introduction of a fee-based
licensing system, and a requirement for
specialty vape shops to define and describe
what they are selling.

Saskatchewan The sale of vaping products is restricted to
people 18 and older.

The promotion of vaping products is
prohibited in businesses frequented by young
people. The use of vaping products is also be
restricted in and around public buildings,
including schools.

Flavoured vaping products (except tobacco,
mint, and menthol flavours) may only be sold
online and in specialty vape stores. Tobacco,
mint, and menthol flavoured products can
continue to be sold in other retail
establishments.

A provincial vapour products tax of 20% is
applicable on the retail price of all vaping
products.

Yukon Only federal legislation applies.

Note. All information taken from Physicians for a Smoke-Free Canada [43].




Figure 1. Map of Antigonish, Nova Scotia.
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Figure 2. Map of Glace Bay, Nova Scotia.
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Figure 3. Map of New Waterford, Nova Scotia.
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Figure 4. Map of North Sydney/Sydney Mines, Nova Scotia.
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Figure 5. Map of Sydney, Nova Scotia.
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Figure 6. Map of Truro, Nova Scotia.
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Figure 7. Map of Amherst, Nova Scaotia.
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Figure 8. Map of Digby, Nova Scotia.
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Figure 9. Map of Bedford, Nova Scotia.
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Figure 10. Map of Dartmouth, Nova Scotia.
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Figure 11. Map of Fall River, Nova Scotia.
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Figure 12. Map of Halifax Proper, Nova Scotia.
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Figure 13. Map of Lower Sackville, Nova Scotia.
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Figure 14. Map of Tantallon, Nova Scotia.
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Figure 15. Map of Elmsdale, Nova Scotia.
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Figure 16. Map of Windsor, Nova Scotia.
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Figure 17. Map of Port Hawkesbury, Nova Scotia.
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Figure 18. Map of New Minas, Nova Scotia.
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Figure 19. Map of Chester, Nova Scaotia.
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Figure 20. Map of New Glasgow, Nova Scotia.
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Figure 21. Map of Yarmouth, Nova Scotia.
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Figure 22. Blu Ad.
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Figure 23. Altria Ad.
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Figure 24. SMOK Ad.
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Figure 25. Juul Ad.
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Figure 26. Vuse Ad.

WARNING: This product contains nicotine. [i WARNING: This product contains nicotine.
Nicotine is an addictive chemical. Nicotine is an addictive chemical.

UNDERAGE SALE
VAPOR UNDERAGE SALE
PROHIBITED PRODUCTS PROHIBITED

VAPOR ON

. ANOTHER LEVEL

Long-lasting pods, with liquid blended in the U.S.

Available at retail and vusevapor.com* Available in 2.4% and 5% Nicofine

0S89




Figure 27. STLTH Ad.




Figure 28. Example of the Types of Vaping Ads on Facebook.
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Figure 29. Example of the Types of Vaping Ads on Instagram.




Figure 30. Examples of the Types of Vaping Content on Twitter.
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Figure 31. Examples of the Types of Vaping Content on TikTok.
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Figure 32. Popular Vape Brands.

O
o o
NALLO oiaspire BMBU causun CLX % @ DR. HAZE
reoS E LFBAR

—  faer) HEAD RUSH
ENVI VAPE FEELV 3:_49 FPEEMQX GCORE"® ﬁln'l-'k(lﬂﬂb' ghOSt

NN== RV P JUUL MR FoB fix Panﬁ

TBART  JUSTFOG

‘ P ) g
RELX SMOK' STUH (Y NIWADO yTiLLIAN

UWELL

\ . .
VOOPQS® WeNnax Q ¥{Ma x Yo[T:

VAPORESSO

Note. This list is not exhaustive. These brands represent those which are most popular.




Figure 33. Tobacco Parent Companies, Subsidiaries, and their Brands.
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Figure 34. E-cigarette Market Share Controlled by Each Tobacco Company
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Note. Tobacco companies make up about 22% of the global e-cigarette market (27% if you
consider the 35% of JUUL owned by Altria).




Figure 35. Timeline of Tobacco Company Involvement in the Vaping Industry.
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Figure 36. History of Vaping Legislat
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