


JUUL spent at least $1.6M on 
marketing Its launch.

There are clear resemblances to 
marlboro advertising, Juul 
comes with a sleek high tech 
design, is easy to conceal and 
leaves no tell tale odor on a 
user’s breath



Juul used images that associated with 
being cool, hip, having fun, freedom and 
sex appeal. Juul Paid for a social media 
campaign using Twitter, Instagram and 
YouTube using sponsored “ambassadors” 
supplemented by social media promoted 
by other Juul vendors. Clearly marketed 
towards the teen demographic.





https://www.youtube.com/watch?v=haAcyUTx9_k

To meet the FDA’s demands, Juul has pulled its 
flavored products from more than 90,000 retail 
outlets carrying them. The products are still 
available online, but anyone wanting to use the 
JUul website will, moving forward, have to 
provide their social security number and phone 
number before they can make a purchase.

https://www.youtube.com/watch?v=haAcyUTx9_k


Juul immediately identified a problem, 
exited social media and began 
rebranding to appeal less to teens. Juul 
began a new campaign called “make the 
switch” encouraging those to switch from 
cigarettes which aligns more with their 
original stated intent as a company.







https://www.youtube.com/watch?v=JKfRgQNkuIw

https://www.youtube.com/watch?v=JKfRgQNkuIw


This rebranding campaign showed to be successful in its beginning stages, however 
when getting blamed in the media for the vaping illness epidemic, it took a turn for 
the worse once again. We believe that this could have been a very successful PR 
effort if this uncontrollable factor of diseases didn’t arise when it did.


