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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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