
1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

26

27

28

ROBBINS GELLER RUDMAN 
 & DOWD LLP 
STUART A. DAVIDSON 
MARK J. DEARMAN 
JASON H. ALPERSTEIN 
CHRISTOPHER C. GOLD 
DOROTHY P. ANTULLIS 
120 East Palmetto Park Road, Suite 500 
Boca Raton, FL  33432 
Telephone:  561/750-3000 
561/750-3364 (fax) 
sdavidson@rgrdlaw.com 
mdearman@rgrdlaw.com 
jalperstein@rgrdlaw.com 
cgold@rgrdlaw.com 
dantullis@rgrdlaw.com 

Attorneys for Plaintiff Baltimore County, Maryland 

[Additional counsel appear on signature page.] 

UNITED STATES DISTRICT COURT 

NORTHERN DISTRICT OF CALIFORNIA 

SAN FRANCISCO DIVISION 

BALTIMORE COUNTY, MARYLAND, 
Individually and on Behalf of All Others 
Similarly Situated, 

Plaintiff, 

vs. 

JUUL LABS, INC. F/K/A PAX LABS, INC., 
ALTRIA GROUP, INC., ALTRIA CLIENT 
SERVICES, LLC, ALTRIA GROUP 
DISTRIBUTION COMPANY, PHILIP 
MORRIS USA INC., JAMES MONSEES, 
ADAM BOWEN, NICHOLAS PRITZKER, 
HOYOUNG HUH, and RIAZ VALANI, 

Defendants. 

) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 

Case No.   

MDL No. 3:19-md-02913-WHO 

COMPLAINT 

REDACTED

DEMAND FOR JURY TRIAL 
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