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SURVEY METHODOLOGY

The All-Ukrainian survey “Consumption of tobacco and nicotine products and
attitude towards anti-tobacco measures” was conducted by Kyiv International
Institute of Sociology in November-December 2023 as part of the regular “Omnibus”
commissioned by the NGO “Life”. During the research, we studied the opinions and views
of Ukrainian adult residents (aged 18 and older) on various issues related to the
consumption of tobacco and nicotine products. The following are the main research stages:
developing and programming a questionnaire (we used OSA for CATI), generating mobile
phone numbers, conducting interviews with respondents, quality control of the work
performed, preparing the final data set, weighting the data set, preparing one-dimensional
distribution tables and an analytical report. Anton Grushetskyi, KIIS executive director,
prepared the analytical report. Experts of the NGO “Life” Oksana Levytska and
Dmytro Kupyra analyzed the results and suggested additions and corrections that were
included in the report.

The survey was conducted via computer-assisted telephone interviews (CATI)
method. According to KIIS survey conducted via personal (face-to-face) interviews method
using a random sample in July 2021, 96% of Ukrainian adult residents had personal mobile
phones. To conduct the survey, at the initial stage mobile phone numbers (for all major
mobile operators of Ukraine) were generated in a completely random way. The share of
generated numbers belonging to each mobile operator was roughly proportional to the share
of the total mobile numbers belonging to each mobile operator (according to KIIS surveys).
To eliminate invalid numbers from the generated database, an “invisible” SMS message was
sent to the generated numbers. Then the interviewers called the generated numbers and
offered respondents (who answered the call) to take part in the survey. The survey was
conducted only with respondents aged 18 and older and with those who at the time of the
survey lived on the territory controlled by the Ukrainian government. Ukrainian residents
who left abroad after February 24, 2022 and did not return were not surveyed. The interview
was conducted in Ukrainian or Russian at the choice of the respondent.

After conducting the planned number of completed (full) interviews, the distribution of
respondents in the sample by macro-region of residence (West, Center, South, East — see
details below), type of settlement (urban or rural), sex, age was compared with official
statistics sources. During the interview, respondents reported their place of residence until
February 24, 2022, as well as their current (at the time of the interview) place of residence.
We used the place of residence until February 24, 2022 for further procedures. The
distribution of the entire adult population by macro-regions and type of settlement was based
on data from the Central Electoral Commission upon the results of the 2019 parliamentary
elections (by the number of registered voters). The age structure was based on the data
from the State Statistics Service of Ukraine as of January 1, 2021. To bring the structure of
the sample in line with the structure of the Ukrainian population as a whole, we designed
special statistical weights. In addition, these weights consider the different probability of



various respondents getting into the sample (depending on the number of mobile phone
numbers at use of a particular respondent).

The composition of the macro-regions is as follows: Western macro-region — Volynska,
Rivnenska. Lvivska, Ivano-Frankivska, Ternopilska, Zakarpatska, Khmelnytska,
Chernivetska oblasts; Central macro-region — Vinnytska, Zhytomyrska, Sumska,
Chernihivska, Poltavska, Kirovohradska, Cherkaska, Kyivska oblasts, Kyiv city; Southern
macro-region — Dnipropetrovska, Zaporizka, Mykolaivska, Khersonska, Odeska oblasts;
Eastern macro-region — Donetska, Luhanska, and Kharkivska oblasts.

The field stage of the research lasted from November 29 to December 9, 2023. In total,
2,009 interviews were conducted as part of the research.

Formally, for standard conditions, the statistical margin of error (with probability of 0.95 and
design effect of 1.1) does not exceed:

o 2.4% for indicators close to 50%

o 2.1% for indicators close to 25 or 75%
o 1.5% for indicators close to 10 or 90%
o 1.1% for indicators close to 5 or 95%
o 0.5% for indicators close to 1 or 99%

Comments on the report structure

For macro-region and settlement type the report contains respondents’ answers as to where
they are currently living, which means at the time of the interview. When it comes to family
welfare, these are the categories and their meaning: “very low” — households that don’t have
enough money even for food; “low” — those who have enough money for food, but no longer
enough for clothes; “average” — those who have enough money for both food and clothes,
but who don’t have enough money to buy some expensive things (television, etc.); “high” —
those who can buy some expensive things or can generally afford everything.

At the same time, when interpreting the results among separate categories (separate
regions, respondents with different income levels, etc.), it should be considered that since
this category has fewer respondents than the sample as a whole, accordingly, the margin of
error for this category is higher. It is also necessary to consider the “intersection” between
some socio-demographic categories. For example, among younger respondents there are
also more people with higher level of wealth. For this purpose, a separate Appendix A has
been prepared in the report, where each category — which is the basis for all data provided
— has its own number of respondents, margin of error, and socio-demographic profile.



MAIN SURVEY RESULTS

CONSUMPTION OF TOBACCO AND NICOTINE PRODUCTS

nicotine products (daily or not daily). At the same time,
24.5% of them consume it daily, and the remaining 5.5%
consume it not every day. Compared to May 2022, we can
reasonably talk about a decrease in the share of those who
consume tobacco or nicotine products.

= Among current consumers of tobacco or nicotine products,
the absolute majority (75%) smoke manufactured cigarettes.
They are followed by heated tobacco products (18%),
electronic cigarettes (16%), hookahs (11%), tobacco (7%).
The fewest respondents spoke about nicotine pouches
(0.5%) and snuff (0.4%).

= Consumption of tobacco or nicotine products is significantly
more common among men than women. Thus, 42.5% of men
consume such products, women — 20%. Moreover, there is a
tendency for younger respondents to consume tobacco or
nicotine products more: 37-39% consume such products
among those aged 18-49, 29% among those aged 50-59,
22% among those aged 60-69, 8% among those aged 70+.

\\ = 30% of respondents are currently consuming tobacco or

ADVERTISING OF TOBACCO AND NICOTINE PRODUCTS

= » 43% of respondents have seen tobacco or nicotine products
advertisement somewhere during the last month. 73% of
respondents aged 18-29 have seen tobacco or nicotine
products advertising, and further this indicator

Uy decreases to 19% among the oldest respondents (aged

70+). Besides, if among men 52.5% saw any advertisement
of such products, then among women — 35%. The largest
number of respondents (32% of all respondents) saw such
advertising in sales areas. This is followed by banner
advertising on the Internet (23%) and personal pages in
social media (20%). 14% saw street tobacco advertising.

= Respondents most often saw tobacco products
a
d
Y

= Both those who are currently consuming such products
(48%) and those who don’t (41%) saw tobacco or nicotine
products advertisement almost to the same extent.

» Respondents were also asked separately whether they had
seen any tobacco or nicotine products advertisement on the
nternet in separate formats. In total, 13% recalled some kind
of advertising: 5% talk about podcasts or interviews, 4.5% —
digital art works, 4% — marketing or sports activities of music,
gports, and other brands, 3% — video games. Among
respondents aged 18-29, 31% saw such advertisements.




ATTITUDE TOWARDS ANTI-TOBACCO MEASURES

No less than 61% of the respondents support the
mentioned five measures to prevent young people from
beginning to consume tobacco. At the same time, no more
than 20% don’t support these measures.

Most of the respondents support the ban on advertising
brands of HTP devices and e-cigarettes (79%) and visible
placement of tobacco product packs in sales areas
(77%). Slightly fewer respondents support the ban on
flavored tobacco products (67%) and tax increases (65%).
61% of respondents support introduction of standardized
packs.

Respondents who are not currently consuming any
tobacco or nicotine products are in almost all cases
more supportive of the mentioned anti-tobacco
measures. Only in the case of the standardized cigarette
pack introduction we see identical support (60.5% among
consumers and 61% — non-consumers). At the same time,
although current consumers are less “optimistic” about anti-
tobacco measures, among them half or more support almost
all measures from the list. In addition to the cigarette pack
standardization, 74% support the ban on advertising brands
of HTP devices and e-cigarettes, 72% — ban on visible
placement of tobacco product packs in sales areas, 51% —
ban on flavored tobacco products (29% — don’t support). An
increase in taxes on tobacco products is supported by 75%
of non-smokers and 41% of those who consume tobacco or
nicotine products.

INFORMATION ABOUT HARMFUL EFFECT OF SMOKING ON
CIGARETTE PACKS

Among respondents who consume tobacco or nicotine
products, 70.5% had packs of cigarettes with them during the
interview. 87% of respondents who carry a pack of
cigarettes say that the warning about harmful effect is
written in Ukrainian. Other 8% said about the English
language, 3% — about some other Latin characters. Other
languages were mentioned less often.

81% of respondents who carry a pack of cigarettes say
that inscriptions on the excise stamp are written in
Ukrainian. 3% speak about other language, and 12%
answered that there is no excise stamp.






CHAPTER |. CONSUMPTION OF TOBACCO AND NICOTINE PRODUCTS

)

Almost every third respondent — 30% — is currently consuming tobacco or nicotine
products (daily or not daily). At the same time, 24.5% consume it daily, and the remaining
5.5% consume it not every day.

In May 2022, to a similar question, 32% answered that they smoke tobacco products, while
of them 28% specified that they smoke tobacco products every day. At the same time, it
should be considered that in May 2022, the wording of the question was “Are you currently
smoking tobacco products (for example, cigarettes) every day, not every day, or not at all?”.
Compared to the current question, the previous wording was narrower (we asked about
“smoking” and only listed classic cigarettes as an example). If the previous wording were
broader (smoking and consuming products plus a list of different types of products), then
the share of consumers would also be bigger. Therefore, it is reasonable to say that
compared to May 2022, the share of smokers has decreased.

Chart 1.1 Current consumption of tobacco or nicotine products

m Every day
Not every day

® Do not smoke at all
Refuse

Question wording: As you know, some people smoke / consume tobacco or nicotine products, such as manufactured cigarettes, electrically
heated tobacco products (such as IQOS, Glo), electronic cigarettes, vapes, hookah, nicotine pouches (such as VELO or LYFT). Do you
currently smoke / consume any tobacco or nicotine products every day, not every day, or don't smoke at all?



Among consumers of tobacco or nicotine products, the absolute majority (75%)
smoke manufactured cigarettes. This is followed by heated tobacco products (18%),
electronic cigarettes (16%), hookahs (11%), tobacco (7%). The fewest respondents spoke
about nicotine pouches (0.5%) and snuff (0.4%).

Chart 1.2 Which tobacco or nicotine products respondents currently consume

% among respondents who use tobacco products every day or not every day

Tobacco products for electric heating, for - 183
example, 1QOS, Glo ’

Electronic cigarettes, vapes - 16,1
Hookah - 108

Tobacco (in general, self-rolling)* . 6,9
Nicotine pouches, such as VELO or LYFT | 0,5

snuff* | 0,4
Question wording: What tobacco or nicotine products do you smoke / consume? (multiple answers possible)

* These options were not read but were coded from “other” answers. Perhaps if they were read out, more
respondents would choose them.



The chart below shows the data only for those respondents who consume tobacco or
nicotine products every day. As you can see, 79% of daily consumers smoke
manufactured cigarettes. This is followed by heated tobacco products (18%) and
electronic cigarettes (14%).

Chart 1.3 Which tobacco or nicotine products daily tobacco consumers currently
consume

% among respondents who use tobacco products every day

Industrially manufactured cigarettes 79,2

Tobacco products for electric heating, for

example, IQOS, Glo 7.7
Electronic cigarettes, vapes 14,3
Hookah 8,8
Tobacco (in general, self-rolling)* 7,6

Nicotine pouches, such as VELO or LYFT | 0,2

Snuff* | 0,4

* These options were not read but were coded from “other” answers. Perhaps if they were read out, more respondents
would choose them.

The table below shows the data broken down by individual socio-demographic categories.
Consumption of tobacco or nicotine products is significantly more common among
men than women. Thus, 42.5% of men consume such products, among women - 20%.
Only among those aged 18-29 the results are almost equal between men and women —40%
of men aged 18-29 consume tobacco products, 37% — among women aged 18-29. When it
comes to both men and women aged 30-39, the corresponding indicators are 50% and 28%.
Among those aged 40-49 — 48% and 26%, among those aged 50-59 — 46% and 14.5%,
among those aged 60-69 — 40% and 10%, among those aged 70+ — 14.5% and 5%.

There is also a general tendency for younger respondents (both younger men and
younger women) to consume tobacco or nicotine products more. Thus, 37-39%
consume such products among those aged 18-49, among those aged 50-59 — 29%, among
those aged 60-69 — 22%, among those aged 70+ — 8%.

There are some patterns regarding socio-demographic categories and what products
they consume. Men are somewhat more likely to speak about manufactured cigarettes
(80% among male consumers vs. 64% among female consumers), however, women more



often consume heated tobacco products (27% vs. 13% among men), electronic cigarettes
(25% vs. 11 %).

Cigarette smoking is somewhat less common among the youngest respondents (61%
among those aged 18-29 and 73% among those aged 30-39 versus 77-89% among older
respondents). At the same time, the use of HTPs, electronic cigarettes and hookahs is
more common among younger respondents. The most common consumption of such
products is among those aged 18-29, of them 37% consume heated tobacco products, 36%
— electronic cigarettes, and 25% — hookahs.

In addition, there is a trend that smoking heated tobacco products, electronic
cigarettes, and hookahs is more common among residents of larger cities.

Table 1.1 Current consumption of tobacco or nicotine products disaggregated by
socio-demographic categories

gg;;eunrﬂz | 2 Which products consume
(7] O » ®
% in row b c2 9
o EQ 8
) 3 5 S
(&) TTRT) =~
Sex
Male 425 36.2 6.2 » 804 132 111 123 93
Female 19.7 148 49 » 644 274 251 83 27
Age
18-29 38.3 29.7 8.6 » 608 37.0 361 250 0.8
30-39 38.8 309 7.9 > 734 250 165 142 21
40-49 37.0 311 538 » 815 104 139 6.1 53
50-59 29.0 238 5.2 » 806 6.7 52 33 137
60-69 223 188 35 » 769 58 22 06 203
70+ 78 74 04 » 8387 00 39 00 139
Region
West 247 201 4.6 » 790 129 153 80 76
Center 275 223 5.2 » 720 178 17.0 120 123
South 383 317 6.6 » 739 223 147 112 1.0
East 342 275 6.7 > 762 196 19.2 123 59
Settlement type
Village 257 224 33 » 726 110 21 85 16.9
UTV / town up to 20K 349 298 5.1 > 827 104 138 46 49
Town 20-99K 26.1 185 7.6 » 783 10.0 153 17.7 45
City 100K and more 327 261 6.7 > 723 268 251 127 24
Family welfare
Very low 358 323 3.6 » 989 50 00 00 11
Low 316 275 4.1 » 752 156 113 43 115
Average 287 217 7.0 > 744 169 201 123 54
High 288 229 59 » 657 258 231 238 3.2



The table below shows the data about smoking broken down by sex-age categories.

Table 1.2 Current consumption of tobacco or nicotine products disaggregated by
sex-age categories

Currently
consume

18-29

Male 39.6 30.8 8.8
Female 36.8 284 84
30-39

Male 498 433 6.5
Female 279 185 94
40-49

Male 483 423 6.0
Female 26.3 206 5.7
50-59

Male 46.3 390 7.3
Female 144 11.0 34
60-69

Male 403 349 54
Female 96 75 21
70+

Male 14.5 145 0.0

Female 50 4.4 0.6



CHAPTER Il. ADVERTISING OF TOBACCO AND NICOTINE PRODUCTS
-

I~

1.1 Saw advertising of tobacco or nicotine products in the last month

During the last month, two out of every five respondents (43%) saw tobacco or
nicotine products advertisement somewhere. The largest number of respondents (32%
of all respondents) saw such advertisements in sales areas. This is followed by banner
advertising on the Internet (23%) and personal pages in social media (20%). 14% saw street
advertising.

Chart 11.1.1 Saw advertising of tobacco or nicotine products in the last month
(regardless of the product type)

Where exactly saw:

In the sales areas 32,2

On the Internet as a banner ad on websites 22,8

On the Internet on the personal pages of

public figures in social media 20,2

On billboards on the street or on billboards at

public transport stops 14,2

In another place 3,9



The table below provides detailed elaboration of experience broken down by specific
tobacco or nicotine product. Most often, respondents saw tobacco advertisements in the
format of classic cigarettes or heated tobacco products (35% of all respondents) or HTP
devices (31%). 24% saw advertisements of electronic cigarettes and 10% — nicotine
pouches.

Table 11.1.1 Saw advertising of tobacco or nicotine products in the last month
(details for individual products)

% in column .
obacco

Question wording: During the past  products (such Electronic Nicotine

month, have you noticed any as cigarettes 117 devices cigarettes pouches
advertisements or announcements or HTP)
promoting the sale of...?
Saw advertising in the last

- 35.0 31.0 23.9 9.8
month:
In the sales areas 23.6 214 15.9 6.5
On the Internet as a banner ac{ on 17.3 15.8 12.7 53
websites
On the Internet on the personal
pages of public figures in social 15.4 13.0 11.0 4.6
media
On billboards on the street or on
billboards at public transport stops 9.6 7.9 58 2.3
In another place 2.2 1.2 1.0 04
Haven’t seen 61.9 65.8 72.9 86.4

Hard to say 31 3.2 3.3 3.9



Tobacco or nicotine product advertisements were seen almost equally by those who are
currently consuming such products (48%) and those who aren’t (41%).

Chart 11.1.2 Saw advertising of tobacco or nicotine products in the last month
(regardless of the product type) disaggregated by consumers and non-consumers

I 476
I, 41,0

Saw advertising in the last month

Where exactly saw:

In the sales areas

I 513

On the Internet as a banner ad on websites __ 21 275’6

On the Internet on the personal pages of _ 24,8
public figures in social media _ 18,3 = Non

consumers
On billboards on the street or on billboards at - 13,8

public transport stops - 14,5

3,5
In another place .
B 40

m Consumers



The table below shows the data broken down by individual socio-demographic categories.
Advertising of any products was more often noticed somewhere by men (52.5% vs. 35%
among women), younger respondents (the indicator decreases from 73% among those aged
18-29 to 19% among those aged 70+), residents of the largest cities with 100-thousand
population and more (51% vs. no more than 42% in smaller settlements) and more wealthy
respondents (the indicator decreases from 55% among persons with high wealth to 22%
among persons with the lowest wealth).

Table 11.1.2 Saw advertising of tobacco or nicotine products in the last month
(regardless of the product type) disaggregated by socio-demographic categories

%) < "6

g £S5

3 &8
Sex
Male 52.5 39.5 287 264 16.0 4.3
Female 349 262 18.0 150 128 3.5
Age
18-29 729 61.5 47.3 425 283 9.8
30-39 526 419 29.6 23.7 176 5.0
40-49 434 350 201 170 11.6 25
50-59 365 229 16.6 157 11.0 22
60-69 256 147 98 116 78 22
70+ 191 103 956 76 70 0.8
Region
West 446 339 275 253 177 56
Center 420 320 181 155 136 29
South 440 31.9 276 236 140 25
East 385 287 149 145 63 6.1
Settlement type
Village 346 251 19.7 20.6 11.8 35
UTV / town up to 20K 422 29.3 227 19.2 11.5 23
Town 20-99K 348 230 153 154 96 27
City 100K and more 514 409 273 21.6 181 4.9
Family welfare
Very low 218 124 91 115 89 3.1
Low 344 246 168 159 109 3.2
Average 46.6 356 26.6 21.5 17.7 4.5

High 55.1 432 29.1 269 138 4.2



1.2 Advertising of tobacco or nicotine products on the Internet in separate formats

Respondents were specifically asked whether they had seen any tobacco or nicotine
products advertisement on the Internet in separate formats. In total, 13% recalled some kind
of advertising: 5% speak about podcasts or interviews, 4.5% — digital art works, 4% —
marketing or sports activities of music, sport, and other brands, 3% — in video games.

Among tobacco consumers and non-consumers, the situation is similar — 15% and 12%,
respectively, saw advertisement in such formats.

Chart 11.2.1 Saw advertising of tobacco or nicotine products in the last month
(regardless of the product type) on the Internet in separate formats

In podcasts or interviews 5,2

In digital art works 45

13% encountered
3,8 advertising in such
formats

In marketing or advertising activities of music,
sports or outdoor recreation brands

In video games 3,1

In a different format 2,4

Haven't seen such an ad 78,9

Do not use the Internet 4.8

Hard to say 3,2



The table below shows the data broken down by individual socio-demographic categories.
It is important to note that 31% of respondents aged 18-29 recalled such advertising (further
on, the indicator decreases — among those aged 30-39 it stands for 17%, among those aged
40-49 — 12%, and further on no higher than 7%).

Table 11.2.1 Saw advertising of tobacco or nicotine products in the last month
(regardless of the product type) on the Internet in separate formats disaggregated
by socio-demographic categories

Digital art
etc.

£
o
o
(/2]
g
(72]
S
=

Video games
Haven’t seen
Hard to say

Podcasts or
interviews
Do not use the
Internet

Sex

Male 6.0 6.3 3.9 3.8 2.8 76.9 4.0 3.5
Female 4.5 3.0 3.8 25 21 80.7 5.6 3.0
Age

18-29 14.6 12.0 8.3 8.0 2.3 66.1 0.8 2.0
30-39 8.0 6.2 5.1 3.8 4.8 79.4 1.0 2.7
40-49 3.1 3.8 2.3 2.0 3.6 80.9 3.1 3.7
50-59 2.3 2.0 3.6 2.2 1.1 85.6 3.9 3.3
60-69 0.6 1.1 1.7 1.2 1.1 81.1 9.5 4.7
70+ 1.3 0.6 1.3 0.9 0.6 80.5 13.7 3.1
Region

West 7.4 5.7 54 54 2.1 77.6 3.8 2.1
Center 4.2 4.4 3.2 3.3 1.9 79.0 5.5 3.7
South 4.8 3.1 3.4 0.8 3.3 80.8 3.8 3.6
East 3.2 4.9 25 1.1 29 78.0 8.1 3.8
Settlement type

Village 4.6 3.6 4.2 3.4 1.6 78.1 6.6 4.1
UTV / town up to 20K 5.3 2.8 3.1 3.1 5.0 77.3 7.1 2.6
Town 20-99K 5.7 5.1 5.1 4.1 2.2 82.6 4.4 0.9
City 100K and more 5.4 5.4 3.4 2.6 2.3 79.0 3.0 3.4
Family welfare

Very low 6.9 2.8 25 0.6 25 73.1 13.1 3.5
Low 4.4 20 3.6 3.5 1.1 80.7 6.5 3.3
Average 5.3 5.1 4.2 3.0 3.7 78.4 3.9 3.7

High 6.0 8.1 3.8 3.5 23 78.1 21 1.9



CHAPTER Ill. ATTITUDE TOWARDS ANTI-TOBACCO MEASURES

The majority of respondents (at least 61%) support the proposed five measures to
prevent young people from beginning to consume tobacco. At the same time, no more
than 20% don’t support these measures.

Respondents mostly support the ban on advertising brands of HTP devices and electronic
cigarettes (79%) and the ban on visible placement of tobacco product packs in sales areas
(77%). Slightly fewer respondents support the ban on flavored tobacco products (67%) and
tax increases (65%). 61% of respondents support the introduction of standardized
packaging.

Chart lll.1 Attitude towards separate anti-tobacco measures

m Support m Neutral attitude ® Do not support Hard to say

Prohibition of advertising of brands of HTP

devices and electronic cigarettes/vapes 78,6 ) e

Prohibition of advertising visible placement of
packs of tobacco products in the sales areas 77,2 9,0 12,3
(shops, kiosks)

Prohibition of flavored tobacco products (with

the taste of fruits, sweets, menthol, etc.) 66,7 131 17,9
Increase in taxes on tobacco products and

electronic cigarette liquids 64,6 12,8 20,2

Introduction of standardized packaging of 60,8 20,1 151

tobacco products

Question wording: Certain possible legislative changes are currently being discussed to protect young people and children from being
involved in the initiation of smoking. Some support them, some do not for various reasons. Do you support or not support these changes?



Respondents who are not currently consuming any tobacco or nicotine products are almost
always more supportive of these anti-tobacco measures. Only in the case of the introduction
of standardized packaging do we see identical support (60.5% among consumers and 61%
among non-consumers).

At the same time, although current consumers are less “optimistic” about anti-tobacco
measures, among them from half or more support almost all measures from the list.
In addition to the standardization of packages, 74% support the ban on advertising brands
of HTP devices and electronic cigarettes, 72% — the ban on visible placement of tobacco
product packs in sales areas, 51% — the ban on flavored tobacco products (29% — don’t
support).

The only exception for current consumers is tax increase. 41% support this measure,
while 44% don’t. Among those who are not currently consuming tobacco or nicotine
products, 75% support tax increases.

Chart lll.2 Attitude towards separate anti-tobacco measures disaggregated by
consumers and non-consumers

% support the anti-tobacco measure

m Consumers
® Non-consumers

74,2

Prohibition of advertising of brands of HTP

devices and electronic cigarettes/vapes _ 807
Prohibition of advertising visible placement of _ 72,4
packs of tobacco products in the sales areas

Prohibition of flavored tobacco products (with
the taste of fruits, sweets, menthol, etc.)

N
©w
)

Increase in taxes on tobacco products and

electronic cigarette liquids 74 8

(@]
o
(@]

Introduction of standardized packaging of
tobacco products

(o))
BN
N



The table below shows the data broken down by individual socio-demographic categories.
Among all categories, the majority support all the mentioned anti-tobacco measures.

Table 1111 Attitude towards separate anti-tobacco measures disaggregated by socio-
demographic categories

% support the anti-tobacco measure

Y— (@)
"'6 % = c -g S on
w T2 Q2 g = ) ° g4 - o5
oEef vggfe fs 883 T3
SEPL8 S>250 > 8 © 3= s 88
L 258 29595 &5 = 5SS
% in row 5220 852849 ¢o £ 25 S8 8
62°5 5t28s °8 295 8ng
E5ES 2588 5§80 889 ESS
sTo  BgS @ 9 sf¢s T 2L
Sex
Male 77.4 75.8 64.8 62.0 64.8
Female 79.6 78.4 68.3 66.7 57.5
Age
18-29 75.7 72.3 58.8 62.7 63.5
30-39 83.8 81.5 66.5 62.9 63.3
40-49 78.7 80.7 68.3 64.6 65.0
50-59 80.2 78.4 71.4 69.8 60.2
60-69 76.8 74.9 68.9 62.4 59.5
70+ 74.4 73.2 66.1 65.6 50.3
Region
West 78.5 77.3 68.7 69.2 64.9
Center 79.8 78.7 68.6 68.4 60.9
South 78.0 78.0 64.9 56.4 57.0
East 75.5 68.3 57.8 57.1 57.6
Settlement type
Village 77.8 75.4 68.6 68.7 60.8
UTV / town up to 20K 78.9 74.6 67.0 62.9 59.2
Town 20-99K 83.1 80.8 70.0 65.4 65.2
City 100K and more 77.8 78.4 64.3 61.9 60.0
Family welfare
Very low 78.8 67.0 63.3 56.0 54.5
Low 76.0 75.0 65.3 60.1 56.7
Average 80.3 79.1 69.4 67.2 65.4

High 82.0 82.0 66.5 70.0 62.4



CHAPTER IV. INFORMATION ABOUT HARMFUL EFFECT OF SMOKING
ON CIGARETTE PACKS

Among respondents who consume tobacco or nicotine products, 70.5% had a pack of
cigarettes with them during the interview. Among respondents who smoke manufactured
cigarettes, 80% had a pack of cigarettes with them during the interview.

87% of respondents who carry a pack of cigarettes say that the warning about harmful effect
is written in Ukrainian. Other 8% mentioned the English language, 3% — other Latin
characters. Respondents mentioned other languages less often.

Chart IV.1 In what language is the warning about the dangers of smoking written on
a pack of cigarettes

% among respondents who use tobacco products every day or not every day, and who
had a pack of cigarettes with them at the time of the interview

English l 8,1

Latin (other than English) I 3,1

Russian | 1,1
Arabic ‘ 0,3
Nothing 0,3

Question wording: Do you currently have a pack of tobacco products (cigarettes or other tobacco products) with you? Please read the
warning about the harm of smoking to health written on the pack. In what language?



81% of respondents who carry a pack of cigarettes say that the inscriptions on the excise
stamp are written in Ukrainian. 3% mentioned other language, and 12% answered that there
is no excise stamp.

Chart IV.2 What language are the inscriptions on the excise stamp written in

% among respondents who use tobacco products every day or not every day, and who
had a pack of cigarettes with them at the time of the interview

Another language I 2,6
There is no excise stamp 11,7

Hard to say 4.8

Question wording: Tell me, please, in what language are the inscriptions on the excise stamp?



ANNEX A. SOCIO-DEMOGRAPHIC PROFILE OF RESPONDENTS OF THE
SAMPLE AS A WHOLE AND OF INDIVIDUAL CATEGORIES

Table A1. Profile of all respondents, consumers and non-consumers of non-
consumers of tobacco and nicotine products

% in column

e 4

o
£ £
= =]
() ()
5 =%
(&) o

Male 453 641 37.2
Female 547 359 62.8
18-29 16.3 20.9 145
30-39 20.0 259 174
40-49 18.0 222 16.3
50-59 16.6 16.0 16.9
60-69 155 115 171
70+ 135 35 17.9
‘Region
West 284 234 305
Center 376 344 39.0
South 249 318 219
East 9.1 104 8.6
Settlementtype
Village 315 26,9 333
UTV / town up to 20K 13.3 155 124
Town 20-99K 121 105 12.8
Citi 100K and more 431 47.0 415
Very low 5.2 6.2 4.8
Low 33.9 357 33.1
Average 38.7 37.0 395
High 209 201 214

Refuse 1.3 1.0 1.3




Table A2. Profile of respondents by sex and age

% in column

Male - - 521 500 486 457 411 303
Female —~ - 479 500 514 543 589 69.7
18-29 188 143 =  —= e e e e

30-39 221 183 - o= e e e

40-49 19.3 169 = = e e e

50-59 16.7 165 - o= e e e

60-69 140 167 = - e e e e

70+ 9.0 173 - e e e e

‘Region

West 279 289 319 280 30.1 281 272 245
Center 371 380 37.8 376 398 360 356 385
South 254 244 228 268 232 259 248 257
East 96 87 75 77 69 99 125 113
Village 31.9 311 284 291 285 351 325 36.9
UTV / town up to 20K 128 137 92 124 16.0 161 148 11.0
Town 20-99K 11.7 124 9.0 156 105 122 142 105
Cit‘ 100K and more 435 427 534 429 449 366 385 41.6
Very low 33 68 05 27 47 28 90 137
Low 263 401 219 299 314 336 461 43.8
Average 38.8 38.6 412 41.8 406 441 329 284
High 300 135 347 249 226 187 112 10.1

Refuse 1.6 1.1 1.7 0.6 0.6 0.9 0.9 4.0




Table A3. Profile of respondents by region and type of settlement

20K

% in column

Town 20-
99K
City 100K

O

et

Q.

=]
-~
>
-
=

Male 444 447 46.3 478 459 436 439 458
Female 556 553 537 522 541 564 56.1 54.2
18-29 183 16,5 150 134 148 11.3 121 20.3
30-39 19.7 200 215 16.8 185 186 257 19.9
40-49 191 191 168 136 163 217 156 18.8
50-59 164 159 17.3 181 185 200 16.7 14.1
60-69 148 147 154 213 16.0 172 181 13.8
70+ 1.7 139 140 168 159 111 11.7 131
West -—- --- -—- --- 427 258 282 18.9
Center -—- --- -—- --- 35,5 379 38.1 38.8
South -—- --- -—- --- 16.5 255 19.8 323
East - - -—- - 53 108 13.8 10.0
Village 472 297 209 185 - - - -

UTV / town up to 20K 121 135 136 15.8 -—- --- -—- -

Town 20-99K 120 123 9.7 184 -—- --- -—- -

City 100K and more 286 445 558 474 --- - - -

Very low 4.5 4.7 6.6 5.2 6.8 5.9 5.8 3.6
Low 26,1 347 38.3 424 375 424 30.0 29.7
Average 441 38.0 343 366 401 340 410 384
High 236 215 191 152 145 166 220 26.7

Refuse 1.6 1.0 1.7 0.5 1.2 1.1 1.2 1.6




Table A4. Profile of respondents by family wealth

% in column

Male 285 352 455 64.9

Female 715 648 545 35.1

18-29 14 106 174 271
30-39 105 177 216 238
40-49 16.5 16.7 189 194
50-59 89 165 189 148
60-69 269 211 132 83
70+ 358 175 9.9 6.5
‘Region
West 250 219 324 320
Center 342 385 369 38.6
South 316 281 221 227
East 92 114 86 6.6
Settlementtype

Village 412 348 326 21.8
UTV / town up to 20K 15.2 16.7 11.7 10.6
Town 20-99K 136 10.7 129 127
Citi 100K and more 300 378 428 55.0
Very low - - - -

Low - - - -

Average - - - -

High - - - -

Refuse — — _— —




	SURVEY METHODOLOGY
	MAIN SURVEY RESULTS
	CHAPTER I. CONSUMPTION OF TOBACCO AND NICOTINE PRODUCTS
	CHAPTER II. ADVERTISING OF TOBACCO AND NICOTINE PRODUCTS
	II.1 Saw advertising of tobacco or nicotine products in the last month
	II.2 Advertising of tobacco or nicotine products on the Internet in separate formats

	CHAPTER III. ATTITUDE TOWARDS ANTI-TOBACCO MEASURES
	CHAPTER IV. INFORMATION ABOUT HARMFUL EFFECT OF SMOKING ON CIGARETTE PACKS
	ANNEX A. SOCIO-DEMOGRAPHIC PROFILE OF RESPONDENTS OF THE SAMPLE AS A WHOLE AND OF INDIVIDUAL CATEGORIES

