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Health is the primary motivator for ex-smokers to switch to alternative nicotine products
Although social and financial considerations also play a role, health remains the most common reason why ex-smokers switch to 
alternative nicotine products. Women tend to prioritize social concerns more than men.
 

Access to a diverse range of alternative nicotine products is crucial for quitting smoking
While snus remains the most popular option in Sweden, more people are turning to innovative alternatives such as nicotine pouches 
and vaping for smoking cessation. 
 

Consumers prioritize flavors and nicotine levels when switching to alternative nicotine products
Most consumers need to find a product with the right taste and nicotine level. Women tend to place even more emphasis on these 
factors than men. 

 
Affordable pricing is important for driving smokers to switch to alternative nicotine products
61 percent of alternative nicotine products users believe that affordable or cheaper options than cigarettes are key to getting smokers 
to quit. 
 
 
 

Over half of consumers believe the government should support more the switch to alternative 
nicotine products
Despite perceiving current attitudes from the government and public health as either hostile or neutral toward alternative nicotine 
products, 52 percent of alternative nicotine product users think the government should support the switch from traditional cigarettes.



RESULTS 

3



IT IS CRUCIAL FOR WOMEN TO HAVE TOBACCO-FREE 
ALTERNATIVES WHEN SWITCHING FROM CIGARETTES 

Snus is the most popular alternative and remains the most popular choice among men. 
For women, however, tobacco-free nicotine pouches are the most popular alternative. 
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Q5: Which alternatives to cigarettes do you use? 
Base: Figure 1: 1000. Figure 2: Male: 550, Female 450



ACCESS TO A VARIETY OF ALTERNATIVE NICOTINE PRODUCTS 
PLAYS AN IMPORTANT ROLE IN QUITTING SMOKING

Snus was important for many generations, but innovative alternative nicotine products 
are deemed necessary for consumers today.
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Q5: Which alternatives to cigarettes do you use?
Base: 1000. Ages: 65-99: 159, 50-65: 298, 35-49: 268, 25-34: 208, 18-24:67.



HEALTH IS THE MAIN REASON FOR QUITTING SMOKING – BUT 
SOCIAL CONSIDERATIONS MATTER TOO

Women care more than men about social considerations. 
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Q6: What was your main reason to choose this/these product(s) over cigarettes? 
Base: Figure 1: 1000, Figure 2: Male: 550, Female: 450



HEALTH REASONS WEIGH SIGNIFICANTLY HEAVIER WITH AGE

Four out of five 65 years of age or older consumers put health considerations on top.  
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Q6: What was your main reason to choose this/these product(s) over cigarettes? 
Base: Figure 1: Ages: 65-99: 159, 50-65: 298, 35-49: 268, 25-34: 208, 18-24:67



FLAVORS AND NICOTINE LEVELS ARE WHAT MATTER MOST

More than half consider affordable alternative nicotine products to be one of the 
main reasons to quit smoking.
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Q7: How important are the following for you, when thinking about the alternative product(s) to cigarettes you use today? 
Base:1000



WOMEN TEND TO FIND IT MORE IMPORTANT TO CUSTOMIZE 
THEIR CHOICES

The option to choose taste and nicotine level on your product matters most – to 
women more than to men.
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Q7r4: Your product is available in your flavor of choice & Q7r5: Your product is available in your nicotine level of choice - 
How important are the following for you, when thinking about the alternative product(s) to cigarettes you use today?
Base: Male 550, Female 450



BEING ABLE TO BUY ALTERNATIVE NICOTINE PRODUCTS ONLINE 
IS IMPORTANT FOR THE MAJORITY OF CONSUMERS

Nonetheless, 40 percent of individuals aged 65 and above display apathy towards it.
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Q7r2: Your product can be purchased online - How important are the following for you, when thinking about the alternative 
product(s) to cigarettes you use today? 
Base Ages: 65-99: 159, 50-65: 298, 35-49: 268, 25-34: 208, 18-24:67



NEUTRALITY AND HOSTILITY DOMINATE THE SOCIOPOLITICAL AND 
POLICY ATTITUDES TOWARD ALTERNATIVE NICOTINE PRODUCTS

There is a big gap in perceived attitudes between public health institutions and society. 
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How would you describe the general attitude in your country towards alternative products (vaping, heating tobacco, 
tobacco-free nicotine pouches, snus)? 
Base: 1000



NEUTRALITY IS THE MOST PERCEIVED GENERAL ATTITUDE 
TOWARDS ALTERNATIVE PRODUCTS ACROSS ALL AGE GROUPS

Older generations view alternative nicotine products as less socially acceptable, 
unlike other age demographics who believe they are more widely accepted.
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Q8: How would you describe the general attitude in your country towards alternative products (vaping, heating tobacco, 
tobacco-free nicotine pouches, snus)? 
Base: 1000



THE MAJORITY OF CONSUMERS WOULD LIKE THE GOVERNMENT TO 
SUPPORT SWITCHING TO ALTERNATIVE NICOTINE PRODUCTS

Consumers expressed their perception of hostility or neutrality from Public Health 
and government toward alternative nicotine products.
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Q9: In your opinion, should the government be more supportive of products that are an alternative to cigarettes (such as 
vaping, heating tobacco, tobacco-free nicotine pouches, snus)?
Base: 1000
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METHODOLOGY 

 

 

 

 

 

 

SAMPLE DESCRIPTION
Women and men 18+ years old.
All respondents live in Sweden and are 
former cigarette smokers who have now 
turned to other alternative nicotine products.

SAMPLE SIZE
Total = 1000
▪ Male = 550 
▪ Female = 450 

QUOTA
Age groups
• 65-99 
• 50-65 
• 35-49 

DATA COLLECTION METHOD

Online interviews

AVG. INTERVIEW DURATION

Approx. 4 minutes

FIELDWORK PERIOD

2/28/2023 – 3/6/2023

 
 
• 25-34 
• 18-24
 



15

ABOUT IPSOS

Ipsos is the third largest market research company in the world, present in 90 markets and 
employing more than 18,000 people.

Our research professionals, analysts and scientists have built unique multi-specialist 
capabilities that provide powerful insights into the actions, opinions and motivations of 
citizens, consumers, patients, customers or employees. Our 75 business solutions are 
based on primary data coming from our surveys, social media monitoring, and qualitative or 
observational techniques.

“Game Changers” – our tagline – summarizes our ambition to help our 5,000 clients to 
navigate more easily in our deeply changing world.

Founded in France in 1975, Ipsos is listed on the euronext paris since july 1st, 1999. The 
company is part of the SBF 120 and the mid-60 index and is eligible for the Deferred 
Settlement Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP
www.ipsos.com
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GAME CHANGERS

In our world of rapid change, the need for reliable information to make confident decisions 
has never been greater.

At Ipsos we believe our clients need more than a data supplier, they need a partner who 
can produce accurate and relevant information and turn it into actionable truth.

This is why our passionately curious experts not only provide the most precise 
measurement, but shape it to provide True Understanding of Society, Markets and People.

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity, speed and substance to 
everything we do.

So that our clients can act faster, smarter and bolder. Ultimately, success comes down to a 
simple truth: You act better when you are sure.
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ABOUT WE ARE INNOVATION

We Are Innovation is a dynamic network of individuals and institutions who deeply believe in 
innovation's power to drive progress and solve the world's most pressing problems. With 
over 30 think tanks, foundations and NGOs based worldwide, We Are Innovation represents 
the diverse voices of a global civil society committed to advancing human creativity, 
adopting new technologies, and promoting innovative solutions. 

Through our collaborative approach and cutting-edge expertise, we are driving 
transformative change across the globe. 

To learn more about our work, visit us at https://weareinnovation.global/.


