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Decoding Sweden?

We are AskSweden, a research company helping brands, 
products and services gain traction in Sweden.

We decode the Swedish culture, its people, and the 
market to identify gaps, opportunities and the best ways 
to create growth for your products, brands or services.

We have the research competence, experience and local 
knowledge to be an ambassador for the customer in any 
organization, large or small, private or public.

Let us take you on a journey in the Swedish customers 
shoes – from customer discovery, product and concept 
testing to market activation.

What can we decode for you?



We are AskSweden 
– a clever bunch with sharp 
minds and warm hearts

Johan Jyrwall and Nick Harmsen shared the idea of starting a research 
company – but a rather different one.

Instead of the cold, hard consulting approach, AskSweden is about 
empathy, inclusiveness, positivity, and collaboration – without losing 
the edge of being a research partner.

We are a curious bunch of people from different backgrounds, 
interests, and goals in life. Diversity is the game for the 21st century. 
Nobody has all the answers, and together, we thrive and solve things.

At AskSweden, you meet an experienced team of researchers, 
moderators, management consultants, and service designers 
– all super smart, curious, and a bit crazy.

Why not start with a fika?



We help you kill bad ideas 
faster, reduce risk, and create a 
customer-product fit

When it’s time to go from the drawing 
board to the launch of the actual product, 
service or experience, we help ensure the 
customer-solution-fit and the ”proof of 
concept” with existing and new customers.

We help you optimize and 
increase the efficiency of your 
marketing investments.

We help you optimize and increase the 
efficiency of your marketing investments.

Customer discovery

• Market and positioning exploration

• Trend spotting and future scenarios

• Idea and concept testing

• Innovation research

Product and concept tests

• Product and service tests

• Sensory tests

• Ad and copy tests

• UX tests

• Price studies

Market activation

• Customer satisfaction and brand tracking

• Campaign effect analysis

• Omnichannel shopper journey mapping

• In store optimisation

We help you understand what 
job the customer really wants to 
get done.

Whatever your objective is; market entry, 
increasing market share, guarding your position 
or creating disruptive innovation, we provide 
deep insights into customers’ needs, contexts, 
frustrations and goals to make it happen.



Results



Introduction

Background
• Smoke Free Sweden advocates for safer alternatives to smoking as a means 

to improve public health outcomes. As part of this mission, the initiative set 
out to understand how Swedish women perceive white snus, how they view 
its role in harm reduction, and how they respond to existing regulations.

Objective
• To explore perceptions, values, and communication needs related to white 

snus, in order to strengthen harm-reduction advocacy and shape public 
opinion and policy—by examining how white snus is perceived, which 
arguments resonate most, which communication channels are effective, and 
how people view nicotine regulation and the legitimacy of harm-reduction 
strategies.

Method
• Two focus group discussions were conducted via Zoom. 

• The groups included 11 female participants, aged 24 to 53, representing a 
broad range of professional backgrounds—from students and HR specialists 
to technical coordinators and retail employees. 

• Their experience with nicotine products varied, ranging from current users of 
white nicotine pouches to those who had previously smoked cigarettes or 
used traditional snus.



Strong emotional response to societal instability and fear of war
Participants in both groups expressed clear concern over safety, societal cohesion, and future 
uncertainty. Issues such as gang violence, shootings, and bombings were frequently mentioned as 
immediate threats to daily life —especially in relation to how it affects children. Several among the 
younger women specifically mentioned a heightened fear of war and military conflict, and a general 
sense of insecurity.

Widespread concern about inequality, exclusion and the climate crisis

Several participants voiced frustration about growing economic and social divides in Sweden. There 
was a sense that the political climate is becoming harsher, with increased focus on blame, segregation, 
and unequal opportunities. The climate crisis was also raised as a real and global threat.

Regulation: nuanced but cautious support

Participants generally felt that Sweden has “just the right amount” of regulation—enough to ensure 
order and fairness, without being overly controlling. Rules were seen as important for social 
cohesion, especially in a changing society. However, support depends on whether regulations feel fair, 
proportionate, and well-explained.

There was pushback against overly symbolic or moralistic rules, but also recognition that regulation 
can protect the vulnerable and promote shared responsibility. A balanced, practical approach is key to 
legitimacy.

Civic responsibility & political awareness
Many participants expressed a strong sense of duty to vote and engage, even when trust in politics 
is low. They connected personal values to broader societal issues—especially crime, integration, 
health, and safety. This reflects a population that is values-driven, rooted in shared responsibility 
and mutual care, rather than ideologically fixed.

“The shootings and explosions – it’s right near where 
I live. There was a bombing 50 meters from my kids’ 
preschool. They were terrified and still talk about it.” 

“War. The thought of war really frightens me. Just 
yesterday I drove past military training with weapons, 
and I got a real sense of panic – it felt very real all of a 
sudden.” 

“The climate crisis is a huge global threat. I worry 
that no one is treating it seriously enough.” 

“I think a lot about inequality – how the gap between 
rich and poor has become so much clearer. Single 
mothers who can’t even afford food for their kids. 
That’s unacceptable.” 

“Integration and crime are massive questions for 
me.” 

“It’s not just a right – it’s a responsibility. We’re lucky 
to live in a country where we can vote.” 

“Ten years ago, I didn’t really think about politics. 
Now it feels like you have to, because things affect 
you more directly.” 

“We need clearer rules for newcomers – there’s not 
enough structure. People come to Sweden and don’t 
know what’s expected of them.” 

Key Insights – Current Societal Context



Regulation of smoking and alcohol seen as mostly balanced – but sometimes 
excessive
Most participants felt that current regulations around smoking and alcohol are “lagom” (pretty balanced), 
though a few described certain restrictions—such as designated smoking distances—as overly strict or 
performative. Despite some frustration, the overall tone was accepting, especially when the purpose of the 
regulation was clearly health-related.

Public health vs. personal freedom: a delicate balance
There was a shared understanding that while individual freedom matters, it must be balanced with public 
health goals—particularly when others are affected. Participants were not strongly libertarian but leaned 
toward motivation rather than moralizing in health communication.

Some expressed cynicism about whether regulations are primarily about revenue generation, especially taxes 
on products like alcohol and tobacco. Others, believed in the genuine public health intent behind such 
measures.

Low visibility of support and campaigns for quitting – Snus seen as a practical 
substitute
None of the participants had heard of Smoke Free Sweden, and there was a general lack of awareness of 
any current anti-smoking campaigns suggesting such initiatives are not reaching or resonating with this group. 

While nicotine gum, patches, and even hypnosis were mentioned, few participants were aware of structured 
support systems like clinics, hotlines, or public health programs. Several expressed that while the tools exist, 
they are often hard to access, under-promoted, or feel disconnected from everyday life. There was also a 
strong social dimension to quitting: for many, smoking is tied to moments of connection—on balconies, at 
parties—which are hard to replace.

Instead, white snus was consistently mentioned as the most accessible and socially accepted way to stop 
smoking. It was appreciated for its low visibility, milder stigma, and perceived lower harm. In practice, for many 
in the group, white snus was the “realistic” path to becoming smoke-free.

“I think it’s pretty balanced overall. There should be 
guidance, but not too much control. I don’t want 
more state interference.” 

“Some things are overregulated – like when you can’t 
even smoke at a bus stop. I’ve quit smoking now, but 
that felt extreme.” 

“In Greece, it’s different – the rules around where 
and when you can buy alcohol here feel bizarre. It 
just makes alcohol more loaded and stigmatized.” 

“I think it’s well-structured here. We have age limits 
on alcohol and cigarettes. You can’t buy it in grocery 
stores – that’s a good thing.” 

“It’s about how it affects others. Smoking can harm 
other people – then I think rules are justified.” 

I’ve seen what smoking does to the body. I think the 
intention really is to improve public health.” 

“We regulate tobacco and alcohol, but we don’t talk 
about things like sugar – which arguably cause just as 
much harm. It’s not really consistent.” 

“I think the way forward is not more propaganda, 
but softer education. Don’t shame people –integrate 
international health studies into the conversation.” 

“There’s a lack of healthy activities – everything 
costs money. It’s easy to turn to cigarettes or alcohol, 
but hard to find good alternatives. My teenager’s gym 
card costs 500 SEK a month!” 

Key Insights – Smoking, Alcohol & Regulations



Hear the women’s own stories to why they began with white snus 

Smoking alternative – harm reduction

White snus is seen as a cleaner, socially 
acceptable substitute for smoking

• Many began using white snus after trying to quit
cigarettes or vaping.

• It was described as less harmful, fresher, and
more discreet—especially in social or
professional contexts.

Fits everyday life – discretion & Flexibility

White snus fits seamlessly into daily life: at 
work, in meetings, even with kids

• The women valued how easy and invisible it is to
use white snus — at work, on the go, and even
around children.

• Unlike smoking, it doesn’t require time, space, or
explanation.

“I’ve smoked. Still do occasionally. Tried brown. A friend said – try white– fresher, with flavour. I felt 
ashamed, guilty when smoking – white snus is discreet.”

“I smoked quite a bit, tested white snus with some friends. Tasted good, thought of when I was in school, 
working in an office (hard to sneak out for a cigarette).”

“A friend smoked a lot, then started vaping, then tried snus. Got hooked. A good alternative – no smell. 
Now I notice immediately when someone walks in and they’ve been smoking. White snus is discreet, 
fresh. I’ve tried lots of flavours. I’ve stopped smoking entirely.”

“I smoked before I had kids, but when I started working again it didn’t feel right – smelling like smoke 
around my child.”

“I’ve used white snus for 5–6 years. Before that, traditional snus with tobacco. I lived in Stockholm for 
several years – when I got a new job, white snus felt fresher. Smaller, neater under the lip. I like that I 
can be discreet – I have a lot of client meetings.”

“I didn’t want my child to smell smoke on me after work. Snus felt like a better solution.”

“At my job, smoking isn’t allowed. But snus is. So I switched.”

“Yes, it fits! Discreet, socially accepted. That fresh feeling – it’s like wanting a chewing gum after a meal.”

“Back when I smoked menthols – this is a bit like Vicks Blue. Now it’s more discreet. With cigarettes, it’s a 
whole thing – stepping outside, making a statement. With snus it’s subtle.”



More discreet, cleaner, and no smell like vapes and 
cigarettes - easy to use anywhere

• White snus fits into daily routines because it doesn’t smell, 
doesn’t show, and doesn’t trigger social judgement.

Socially acceptable – cleaner and more feminine

• White snus is seen a modern version of traditional snus 
(brown) – some even highlighted stylish and glamorous.

• Described as a socially acceptable choice (vs. cigarettes and 
brown snus) in any professional or social setting.

Fits the lifestyle (busy, active, health-conscious)

• White snus doesn’t interfere with training, parenting, or 
work – it fits better into a life where health matters, but 
habits still exist.

• Most women buy white snus in-store, usually from the 
same place out of habit. Some have tried online, but 
physical shops are still the norm.

Flavours and Pleasant – makes it feel more like your 
own choice

• Fruity, minty flavours and colourful cans make white snus 
feel less tobacco and more like something of your own - 
adding an element of choice or pleasure, similar to energy 
drinks, candies or cosmetics.

Actually helped them quit – where other tools failed

• Unlike patches or gum, which felt clinical and uninspiring, and 
vapes, which were seen as fussy or unreliable, white snus 
offered a more satisfying and sustainable replacement. 

• Several described it as a “realistic” way to quit: not perfect, but 
effective, socially accepted, and easy to stick with.

White snus is no longer just an alternative to brown snus or cigarettes—it has become a 
lifestyle product in its own right: cleaner, more convenient, and fully integrated into everyday 
routines—without drawing attention. There’s no stigma, no embarrassment, and no need 
to hide it.

Many participants described it as “just something everyone does now.” White snus is perceived as 
discreet, socially acceptable, and significantly less harmful. Compared to smoking or 
vaping, it’s seen as “invisible” and non-intrusive. While health plays a role, it’s ultimately the 
aesthetics, discretion, and ease of use that drive preference and normalize its place in 
modern life.

Top 5 arguments *

1. I can use them anywhere. At brunch, in the office, on a train — no one sees, no one smells, no one 
minds.

2. They don’t smell, stain, or show. No smoky clothes, no vape smell in my hair, no yellow teeth — just 
fresh.

3. They don’t bulk up my bag. No vape to charge, no bottle of liquid, no lighters — just a tiny tin that fits 
next to my lip balm.

4. White snus is especially good for women, compared with smoking or brown snus.  There’s no tobacco, 
so no staining, no spitting and no smell...

5. 'White snus’ is just a better option for stopping or reducing smoking, because they are cleaner, more 
discreet and you can use them anywhere.

* Insight from survey, see appendix

Key reasons to switch to / use white snus



“The smell of smoke. I’ve worked in public spaces – libraries, healthcare – and you meet people with allergies. That becomes a problem for others. With snus, you avoid all of that.”

“It’s like Vicks. I used to smoke menthols. Snus gives you the same fresh feeling, but it’s cleaner.”

“You don’t need to charge it or carry vape liquid. It’s just a tiny tin that fits next to my lip balm.”

“You don’t have to leave the room. It doesn’t smell. You don’t have to explain why you’re stepping outside.”

White snus doesn’t make you smell, and it’s discreet. You don’t have to leave the room like you would to smoke.”

It fits into my life. I have a lot of client meetings, and with white pouches, you can be discreet. No one notices.” 

“It’s not like a vape that runs out of battery. Snus is just… there.”

“Vapes are just another thing to remember. I’d rather just have something that works.”

“It was embarrassing to smoke near children – I used to blow the smoke away. Snus just feels more respectful.”

“It’s accepted now. Feels totally normal. You see it all the time on social media.”

“With snus, I just put it in the lid when I’m done – no litter. I think most people don’t think about that. There are way more cigarette butts on the street than used snus pouches.”

“It feels less harmful. I train a lot – smoking ruined my stamina. With snus, I can keep working out.”

I didn’t want to come home and smell like smoke in front of my child. That’s when snus started to make sense.”

“I like trying new things – food, products, everything. So when the new snus came, I tried it. Then it became convenient. There were so many flavours. So I kept going.”

“It doesn’t taste like tobacco – more like candy. Fruity, minty, even violet and liquorice.”

“A friend told me to try white snus – it smelled better and came in different flavours. It felt less embarrassing than lighting a cigarette.”

“My friend used to smoke a lot, then she switched to snus. No smell, way fresher. I’ve tried different flavours – now I’ve quit smoking completely.”

“I started because all my friends were doing it. First it was for parties, but then it became part of everyday life. It was just a better alternative to cigarettes.”

“All my closest friends were using it. At parties, I thought: why not? Nice little buzz. First I used it only when going out, but then it became a daily thing… and then a habit.”

“I’ve tried the gum, I’ve tried the patches. Snus just worked better – it felt more normal.”

Key reasons to switch to / use white snus – key quotes



Social Value

Emotional Value

Functional Value

Cultural / Identity Value

White snus value ladder – from practical to cultural 

Social Value

Emotional Value
“I don’t feel judged when 
I use it. I feel in control.”

Cultural / Identity Value
“I chose it because it fits my life, not 

because someone told me to.

“It’s not about rules or shame.”

Functional Value
“It doesn’t smell, doesn’t show, it’s fresher.”

“You can use it anywhere.”

“I switched. It fits me.”

“Better than smoking. My 

choice.”

Emotional Value

• Everyday habit, part of daily life, easy, 
modern identity

• My choice, self-managed – having 
something reliable, feeling fresh and 
socially comfortable (especially vs. 
smoking)

Functional Value

• Clean, no stain, no smell

• Convenient, discreet and easy to use 
everywhere

• Compatibility with daily life

Social Value

• Socially acceptable, modern and 
doesn't carry the negative 
associations of traditional snus

• Distanced from traditional snus 
stereotypes – male-coded, blue-collar 
image

Cultural/Identity Value

• Seen as a personal, responsible 
choice, something that reflects 
Swedish values like individual 
freedom and responsibility

• Seen as a smart, practical choice - not 
imposed. People want to make their 
own health decisions

“Everyone uses it. It’s normal.”

“It's not embarrassing. It doesn’t smell.”



Appendix



Most compelling arguments
0 1 2 3 4 5 6 7 8 9

One of the biggest problems in trying to quit tobacco smoking – or vaping, for that matter - is trying to find an alternative that will work for me 
and my lifestyle'

'White snus’ is just a better option for stopping or reducing smoking, because they are cleaner, more discreet and you can use them anywhere.

'White snus is especially good for women, compared with smoking or brown snus.  There’s no tobacco, so no staining, no spitting and no smell...'

'Sweden’s success in becoming almost totally ‘smoke free’ is not just a statistic – My story is one of thousands that should be better-known, not 
least because we are saving lives'.

These pouches give me that little break — without the addiction, the smoke, or the side-eyes.

They don’t smell, stain, or show. No smoky clothes, no vape smell in my hair, no yellow teeth — just fresh.

They don’t bulk up my bag. No vape to charge, no bottle of liquid, no lighters — just a tiny tin that fits next to my lip balm.

No tobacco, unlike traditional snus. Snus always felt too harsh, too masculine, too strong. This is light, clean, and gentle.

I can use them anywhere. At brunch, in the office, on a train — no one sees, no one smells, no one minds.

They actually suit my lifestyle. Healthy-ish, self-aware, busy but calm. This doesn’t clash with how I live — it supports it.

The flavors are light and pleasant.

I don’t feel judged when I use them — I feel in control.

As a mum, I just don’t have time to sneak out for a smoke. These pouches let me take a moment for myself — without leaving the house or the 
kids.

I don’t want my kids smelling smoke on me. Or seeing me vape. These are completely invisible — and I like that.

With these pouches, I finally broke that cycle. No more constant fidgeting or needing to “smoke” something.

Total Group 1 (Women >35) Group 2 (Women 35 - 55)

We used the survey tool SurveyMonkey to gather some insight: “Choose the arguments that you think best apply to you or that you agree with the most. You can choose up to five options.”



0 1 2 3 4 5 6

If Swedish approach to replace smoking with safer nicotine products was
replicated in all other EU countries, more than 3.5 million lives could be saved over

the next decade.

While almost half of Swedish men smoked a few decades ago, that figure today is
barely 5.3%.  That is a drop of nearly 4.5 million people.

France’s smoking rate today is around 27%, which equates to 18 million more 
smokers than in Sweden by comparison.

In Japan, between 2011 and 2023, cigarette sales dropped by 52.7%, in part
because they were substituted by less harmful heated tobacco products.

If Indonesia had adopted the same approach as Sweden to tobacco harm
reduction, there would likely be 5 million more people alive today.

Thanks to replacing smoking with use of smokeless products (including snus and
nicotine pouches) Sweden has 38% fewer deaths from cancer and 50% fewer lung

cancer deaths than the rest of the EU.

Total Group 1 (Women >35) Group 2 (Women 35 - 55)

Facts that matter

We used the survey tool SurveyMonkey to gather some insight: ““Which of these arguments do YOU find most convincing when it comes to reducing smoking – and why?”



AskSweden AB, Medborgarplatsen 25, 118 72 Stockholm

+46 866 013 00 | hello@asksweden.se | VAT: 559287-3961

Decoding Sweden?

We are AskSweden, a research company helping brands,
products and services gain traction in Sweden.

We decode the Swedish culture, its people, and the market 
to identify gaps, opportunities and the best ways to create 
growth for your products, brands or services.

We have the research competence, experience and local 
knowledge to be an ambassador for the customer in any 
organization, large or small, private or public.

Let us take you on a journey in the Swedish customers 
shoes — from customer discovery, product and concept 
testing to market activation.

What can we decode for you?
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