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Vaping in Australia

Current vaping status by age, 2016-2023, NDSHS

Source: Australian National Drug Strategy Household Survey
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Current vaping status by age, 2016-2023

Source: Australian National Drug Strategy Household Survey

21.0%

5.3%
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Why young people vape?

Pro-vaping content on social media 



7

Countering pro-vaping content

Figure. Timeline of state and federal vaping awareness mass media campaigns 
launched in Australia between 2021 to 2024. 

Source: Sun, 2024
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Countering pro-vaping content

Figure. Timeline of state and federal vaping awareness mass media campaigns 
launched in Australia between 2021 to 2024. 

Source: Sun, 2024



Addiction-themed messages 
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Industry manipulation-themed messages 

10



Financial impact-themed messages 
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Social norms-themed messages 
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Diverse message themes to engage different population
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• Which theme more effective: Limited empirical evidence

Chemical 

Negative health harms

Industry targeting

Environmental impact 

Flavour
>

• Perceived message effectiveness (PME)

Boynton et al. (2023) Perceived effectiveness of objective elements of vaping prevention messages among adolescents. Tob Control. 2023;32(e2):e228-e35.



• Perceived Message Effectiveness 

• Vaping awareness campaign materials (ad) 

• Five themes:

– Health consequences 

– Nicotine addiction

– Financial impact

– Industry manipulation 

– Social norms 

This study – comparison of 5 themes
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The ads

Nicotine addiction

The process of 

nicotine in vapes 

leading to 

addiction.

Health 

consequences

Effects of vaping 

on a person’s 

health

Social norms

Challenged 

perceptions 

about peer 

acceptance and 

prevalence

Financial impact

Monetary costs 

of vaping

Industry 

manipulation

Deceptive 

marketing 

tactics



16

PME (adapted) 

Effect Perceptions Ad Perceptions

1. This ad makes me think vaping is: 

(1) A very bad idea - (7) A very good idea.

2. This ad __________ from vaping.

(1) Strongly discouraged me - (7) Strong 

encouraged me.

1.This ad grabbed my attention.

2.This ad provided useful information.

3.This ad was convincing.

(1) Strongly disagree - (7) Strongly 

agree.

Lower score = higher PME Higher score = higher PME
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The sample 

Online panel University

• N=614 

• mean age=20.5 (SD=2.9), range 18-26) 

• balanced gender distribution

• never vaped: 54.4%

• N=149

• mean age=19.5 (SD=1.7), range 16-24 

• predominantly female (71.1%)

• never vaped: 55.0% 
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Effect Perceptions

Online panel University
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Ad Perceptions

Online panel University

(higher score = more effective)
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Compared to Health consequences theme
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Effect perceptions

Vaping perception Behavioural intent

b 95% CI b 95% CI

Online panel

Nicotine addiction 0.11 (-0.01, 0.23) 0.11 (-0.01, 0.23)

Financial impact 0.30*** (0.18, 0.42) 0.27*** (0.16, 0.39)

Industry manipulation 0.31*** (0.2, 0.43) 0.29*** (0.18, 0.41)

Social norms 0.38*** (0.24, 0.53) 0.40*** (0.25, 0.54)

University

Nicotine addiction 0.19 (-0.07, 0.44) 0.16 (-0.08, 0.4)

Financial impact 0.68*** (0.42, 0.93) 0.51*** (0.27, 0.76)

Industry manipulation 0.65*** (0.39, 0.9) 0.56*** (0.32, 0.8)

Social norms 0.84*** (0.53, 1.16) 0.76*** (0.47, 1.06)
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Compared to Health consequences theme
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Ad perceptions

Attention Information Convincingness

b 95% CI b 95% CI b 95% CI

Online panel

Nicotine addiction -0.09 (-0.27, 0.09) -0.17 (-0.37, 0.03) -0.11 (-0.28, 0.06)

Financial impact -0.35*** (-0.53, -0.17) -0.28** (-0.49, -0.08) -0.31** (-0.48, -0.13)

Industry manipulation -0.26** (-0.44, -0.08) -0.38*** (-0.58, -0.18) -0.37*** (-0.54, -0.19)

Social norms -0.54*** (-0.76, -0.32) -0.39** (-0.64, -0.14) -0.47*** (-0.68, -0.26)

University

Nicotine addiction -0.09 (-0.49, 0.31) -0.33 (-0.82, 0.16) -0.14 (-0.57, 0.28)

Financial impact -0.87*** (-1.27, -0.47) -0.72** (-1.22, -0.23) -0.73** (-1.15, -0.31)

Industry manipulation -0.37 (-0.78, 0.03) -0.92*** (-1.42, -0.43) -0.79*** (-1.21, -0.37)

Social norms -1.20*** (-1.69, -0.7) -0.85** (-1.46, -0.25) -1.09*** (-1.6, -0.57)
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•All message themes: effective 

•Health consequences theme: consistently outperformed 

•Nicotine addiction theme: second in all except 

convincingness in ad perceptions

•Social norm theme: consistently rated as least effective.

Summary of findings

24



•PRIORITISE health consequences theme

•COMPLEMENT with addiction-focus theme 

• INTEGRATE social norms theme alongside other themes

•TAILOR to specific subgroups

Practical Implications
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➢ Health and addiction-focus themes: perceived as most effective.

➢ Social norm theme: lower effectiveness ratings in isolation.

➢ Incorporating multiple themes with health consequence as primary

Take-home messages
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Current Study

• Perceived effectiveness

• Young adults sample (mean 

age 20)

• Themes assessed in isolation

Limitation & Future Research

Next steps

• Behavioural outcomes: e.g. 

vaping intention

• Adolescent sample 

• Combined versus single theme 

assessment



The process

6. Feedback2. Feedback1. Seeding 
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