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Introduction

The growing consensus among public health authorities is that tobacco products exist on a continuum of risk.
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(Test vs. Control; * indicates statistically significant differences).

“I am open to trying a [HTC brand] heated tobacco product in the next 30 days.” (6-pt scale, Strongly disagree to Strongly agree); “Based on what you know about [HTC brand] heated

tobacco products, how likely or unlikely are you to try [HTC brand]?” (6-pt scale, Definitely Not to Definitely); “Based on what you know about [HTC brand] heated tobacco products, how

likely or unlikely are you to try a [HTC brand] product if one of your best friends were to offer a [HTC brand] product to you?” (6-pt scale, Definitely Not to Definitely). Composite Score

calculated by averaging across the three measures, at the individual level. Least squares means reported.

Study Objective:

Assess and evaluate the effect of novel HTC promotional materials (Test vs. Control) on tobacco use
behavioral intentions (i.e., intention to try, use, dual use, switch, quit smoking, quit tobacco).

Participants:

(Test vs. Control; No statistically significant differences)

“Which of the following describes you?” (7-pt scale, 1 = ‘I don’t want to stop
smoking’to 7 = ‘I REALLY want to stop smoking and intend to in the next month’).
Least squares means reported.
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“Which of the following describes you?” (7-pt scale, 1 = ‘| don’t want to stop using
all tobacco products’to 7 = ‘Il REALLY want to stop using all tobacco products and
intend to in the next month’). Least squares means reported.
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“l plan to gradually switch from regular cigarettes to a [HTC brand] heated tobacco product.” (6-pt scale, Strongly disagree to Strongly agree); “I plan on using one of the [HTC brand]
heated tobacco products as a complete replacement for regular cigarettes.” (6-pt scale, Strongly disagree to Strongly agree); “I intend on switching from cigarettes to a [HTC brand]
heated tobacco product in the next 6 months.” (6-pt scale, Strongly disagree to Strongly agree). Composite Score calculated by averaging across the three measures, at the individual
level. Least squares means reported. # Intention to Switch questions asked only of those who smoked cigarettes within these groups.
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