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Mate, Drop the Vape is an organisation dedicated to encouraging young 
people aged 15-24 to support each other in quitting vaping. 

Through a mix of social media campaigns, out-of-home advertising, and 
branded merchandise, the organisation aims to dismantle the trend-
iness of vaping and reduce its appeal among younger audiences. By 
connecting with youth in ways that resonate, “Mate, Drop the Vape” 
fosters a supportive community, empowering young people to make 
healthier choices together.

At Mate, Drop the Vape, we’re 
all about creating a 
supportive, relatable space 
for young people who want 
to quit vaping. We use social 
media to connect with youth 
on their level, promoting au-
thentic, user-generated con-
tent that encourages mates 
to support each other in mak-
ing healthier choices. Our on-
line presence is built around 
a community vibe where young 
people can share their own 
journeys, advice, and 
successes in kicking the habit.

Beyond social media, we part-
ner with pubs, cafes, and 
local events to bring the 
conversation offline and into 
real-life settings. They dis-
play and promote our collat-
eral helping to promote our 
laid back image. By combining 
online engagement with com-
munity-based events, we’re 
creating a movement that 
makes quitting vaping not 
just a goal, but a lifestyle 
choice that’s supported and 
celebrated.
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Mission

POint of difference
Look out 
for your 

mates

80% of youth who 
use tobacco products 
started with vapes

50% of 18-24 year 
olds have vaped in 
their lifetime

(We are helping them drop the vapes)

18.4% increase 
in teen vape 
use since 2019

4 5



C - 0
M- 99
Y - 97
K -0

Brand  
guidelines

Our Mission

Our point of difference

At Mate, Drop the Vape, our 
mission is to empower young 
people to take control of their 
health by building a supportive, 
relatable community that makes 
quitting vaping accessible and 
appealing.

Mate, Drop the Vape stands out 
by redefining the way 
anti-vaping messages are deliv-
ered to young people. Rather 
than using traditional scare 
tactics, we focus on a fresh, 
aesthetic approach that reso-
nates with youth culture. Our 
language and visuals are care-
fully crafted to feel trendy 
and relatable, using an indie, 
social-media-friendly vibe that 
young people naturally connect 
with and want to share.

What truly sets us apart is 
our shift in focus—from just 
quitting vaping yourself to 
supporting your mates in doing 
the same. By encouraging young 
people to look out for each 
other, we’re tackling the so-
cial nature of vaping head-on, 
reducing the influence of peer 
pressure and making it “cool” 
to be vape-free.
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Social Media Posts

display posters

Tote Bags
Apparel

Our Mate, Drop the Vape collateral is designed to 
make a statement while staying on-trend. From tote 

bags, hats, and hoodies to eye-catching social 
media posts and posters, each piece embodies the 

indie, youthful aesthetic that resonates with our 
audience. 

The posters, placed strategically at bus stops and 
in bars, serve as reminders in social settings where 

vaping is common, encouraging mates to look out 
for each other. Our merchandise isn’t just about 
spreading the message; it’s about creating a sense 
of belonging and making it “cool” to be part of a 

vape-free movement.
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Social Media Posts
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Social Media Posts

Swipe, carousel post
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OUt of Home poster 1/2
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OUt of Home poster 2/2
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Tote Bag design 1/2
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Tote Bag design 2/2
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Jumper design

Hat Designs
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