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CONCLUSIONS

RESULTSOral Nicotine Pouches Consistently Appeal to Intended Audiences with 
Low Appeal to Unintended Audiences Across Four Studies

INTRODUCTION

METHODS

Intention to Try and Intention to Use
• Across all four studies, TU (AS, STU Users, and ADU) reported moderate to high intentions to try or use the 

NPs (between 3 and 5), while NU (Former Users and Never Users) had low intentions (less than 2).
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Intention to Dual Use and Intention to Switch
• TU (AS, ST Users, and ADU) reported moderate intentions to dual use with cigarettes or ST and to switch 

completely to NPs (between 2.8 and 4.5).

Behavioral 
Intention

# of 
Items Example Survey Item

Try 3
I am open to trying an on!® 
nicotine pouch product in the 
next 30 days.

Use 4
I would consider using an on!® 
Plus nicotine pouch product 
more than once.

Dual Use 1 I plan to use on!®  nicotine pouch 
products in addition to snuff/dip.

Switch 3
I plan to gradually switch from 
snuff/dip to on!® Plus nicotine 
pouch products.

Oral nicotine pouch products (NPs) can contribute to harm reduction by providing adult tobacco users with alternatives 
to cigarette smoking and dip/snuff use. However, the risk of initiation and use among unintended audiences must also 
be considered. The availability and accurate communications about the relative risks of smoke-free alternatives like NPs 
- along with accurate communications about the risks of NPs relative to cigarette smoking and snuff/dip use among 
adult tobacco users who desire to continue to use tobacco products - may be advantageous to tobacco harm reduction. 

Design:
We conducted four quantitative, 

online Perception and Behavioral 
Intentions Studies (PBIS) for NPs in 

which participants were randomized 
to a Control condition (exposure to 

product concept only) or Test 
condition (exposure to product 

concept and promotional materials 
such as banner ads and website 

images) and answered questions 
about behavioral intentions. We report 

here behavioral intentions for 
participants in the Test condition.

Measures:
Primary outcomes were self-reported intentions (6-point 
Likert scales) to try and to use the NPs among TU and NU. 
Intentions to dual use NPs with cigarettes or ST and 
intentions to switch completely from cigarettes or ST were 
asked of TU. For intentions to try, use, and switch, 
composite measures were collected from several survey 
items. Survey items were assessed on a scale from 1 – 
Strongly disagree or Definitely not to 6 – Strongly agree or 
Definitely. Mean intention scores were calculated for each 
outcome by group. Results were summarized descriptively. 

Results demonstrate appeal to intended audiences (TU) with minimal risk of initiation by unintended audiences (NU):
• Findings were consistent across the four PBIS for different NPs which included different flavor varieties, nicotine strengths, 

brands, and promotional materials.
• TU had moderate to high intentions to try and use the NP products and moderate intentions to dual use and switch.
• NU had low intentions to try and use the NP products.
• Marketing of NPs can effectively engage the intended audience of TU without attracting initiation by NU.
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Participants:
We recruited adult participants including AS (adults who smoke), ST Users (adults who use smokeless tobacco [ST]), 
ADU (adults who dual use cigarettes and ST), and NU (including former users and never users). Results reported here 
are for adults LA+. Demographic quotas were set based on the National Health Interview Survey (NHIS)1 for 
representativeness. 

Study 1 Study 2 Study 3 Study 4

Study 
Products

on!® nicotine 
pouches
7 flavors

5 nicotine 
strengths 

(1 mg - 8 mg)

on!® nicotine 
pouches
3 flavors

3 nicotine 
strengths 
(2 mg - 8 mg)

on!® PLUS nicotine 
pouches
3 flavors

3 nicotine
strengths

(6 mg - 12 mg)

on!® PLUS nicotine 
pouches
6 flavors

3 nicotine
strengths

(6 mg - 12 mg)

Field Date 2019 2024 2022 2025

# Participants 
Legal Age or 
Older (LA+)

5,037 1,413 4,124 1,040
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This research assessed patterns in behavioral intentions to try and to use different NP products by evaluating studies 
that measured adult tobacco users’ (TU) and nonusers’ (NU) intentions after exposure to promotional materials. This 
specific overview is designed to look at trends for behavioral intentions across different studies, product varieties, and 
promotional materials. 

on!® and on! PLUS® are registered trademarks of Helix Innovations LLC, an affiliate of ALCS.

*Results are not presented for some studies or groups because study groups differed across studies. 
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