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Executive Summary

Flavor capsule cigarettes—cigarettes that contain one or more gelatin capsules filled with
flavoring liquid embedded in the filter that release flavor into the mainstream smoke when
crushed by the consumer—are one of the fastest-growing segments of the global tobacco
market. As of 2020, flavor capsule cigarette sales have surpassed those of menthol (non-
capsule) cigarettes globally. These technologies allow for an interactive and customizable
smoking experience, such that consumers can modify the flavor at the point of use, thereby
increasing product attractiveness, particularly among youth and individuals experimenting
with smoking. These design features, combined with aggressive marketing strategies,
undermine tobacco control progress by encouraging initiation and delaying cessation.

The evidence presented in this report supports the development and implementation of a
product standard that bans flavor capsules in cigarettes. Drawing on scientific literature and
real-world policy experiences, the report demonstrates that such a standard is scientifically
justified, technically feasible, legally defensible, and enforceable.

Real-world evidence from jurisdictions that have implemented flavor capsule product
standards, either explicitly or implicitly (e.g., the United Kingdom (UK), Canada, European
Union (EU)) shows substantial reductions in capsule cigarette use, increased cessation
outcomes, and decreased market share. These findings are highly relevant to regulators,
including those in low- and middle-income countries (LMICs), where capsule cigarette

use is rising most rapidly and enforcement capacity may be limited. Successful compliance
monitoring and enforcement of such a standard in LMICs demonstrate that regulation is
possible without requiring extensive laboratory infrastructure.

To maximize public health impact, reduce tobacco-related health disparities, and prevent
industry circumvention, the scientific evidence described in this report supports adoption
and implementation of a flavor capsules in cigarettes product standard that, at a minimum,
includes the following elements:

Prohibit capsules, beads, or other filter components, technical features, or
accessories designed to release, deliver, or enable the release or modification of flavor,
taste, smell, cooling, or other sensory effects during product use, regardless of whether such
capsules or components contain flavoring substances, additives, or any other substances,
and regardless of whether they are embedded within the product or manufactured or sold
separately for use with the product (e.g., standalone capsules, crush balls, or flavor-delivery
filters).

Prohibit packaging, labeling, product-unit design elements, and marketing claims
that communicate, represent, or imply the presence or absence of capsule features or the
ability to modify the sensory experience of the product through imagery, colors, symbols,
descriptors, or other identifying features.

Establish clear enforcement provisions, including mechanisms for monitoring
compliance, conducting inspections or product verification where appropriate, and applying
penalties to manufacturers, importers, distributors, and retailers that fail to comply.

These elements do not preclude jurisdictions from adopting broader restrictions consistent
with their regulatory authority.
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The Problem to Be Addressed and the
Proposed Standard

The Problem

Flavor capsule cigarettes are cigarettes that contain crushable, flavor-releasing capsules
embedded within the product or provided as separate accessories that release flavor when
activated by the consumer. These products represent a rapidly expanding segment of the
global tobacco market.[1-3] Flavor capsule cigarettes have emerged as a powerful tool

in the tobacco industry’s arsenal to recruit and retain consumers of its products, as they
embody well-established industry strategies, such as innovative product design and flavors
to increase product attractiveness.[4] Their novelty, variety, packaging, and interactivity
strongly appeal to young people, and evidence from multiple regions shows rising uptake in
this demographic.[5] These design features, combined with aggressive marketing strategies,
undermine tobacco control progress by encouraging initiation and delaying cessation.

Despite global declines in smoking prevalence, the growth of flavor capsule cigarettes has
contributed to stalling tobacco control progress.[6,7] As of 2020, flavor capsule cigarette
sales have surpassed those of menthol (non-capsule) cigarettes globally.[3] The lack of
product standards regulating the design, composition, and marketing of these products in
most countries has allowed the tobacco industry to expand sales of these products globally

and adapt rapidly to policy changes, making them an urgent and growing threat to public
health.

Purpose of a Flavor Capsules in Cigarettes Product Standard

Developing and implementing a flavor capsules in cigarettes product standard is a powerful
public health measure aimed at reducing the attractiveness of tobacco, one of the key
determinants of smoking initiation and sustained use, and ultimately tobacco-attributable
disease and premature death.[8] The primary objective of such a standard is to restrict or
prohibit the design features that contribute to the attractiveness of cigarettes, including
flavor capsules and other filter technologies embedded in a cigarette or sold separately for
use with a cigarette, as well as claims on packaging or the cigarette stick that imply flavor,
customization, or technological innovation.

By reducing the product’s sensory appeal and marketing potential, the standard is expected
to decrease smoking initiation, particularly among youth, increase quit attempts among
those who currently smoke, and reduce tobacco-related health disparities. More broadly,
it would serve to support tobacco control goals, including long-term tobacco endgame
strategies. Importantly, such a standard would support countries in aligning with
international best practices and fulfilling their obligations under the WHO Framework
Convention on Tobacco Control (FCTC), particularly Article 9 (regulation of the contents
of tobacco products) and Article 13 (tobacco advertising, promotion, and sponsorship).[9]

Description of the Standard

To maximize public health impact, reduce tobacco-related health disparities, and prevent
industry circumvention, the evidence reviewed in this report supports adoption and
implementation of a product standard addressing flavor capsules in cigarettes that, at a
minimum, includes the following elements:
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Prohibit capsules, beads, or other filter components, technical features, or
accessories designed to release, deliver, or enable the release or modification of flavor,
taste, smell, cooling, or other sensory effects during product use, regardless of whether such
capsules or components contain flavoring substances, additives, or any other substances,
and regardless of whether they are embedded within the product or manufactured or sold
separately for use with the product (e.g., standalone capsules, crush balls, or flavor-delivery
filters).

Prohibit packaging, labeling, product-unit design elements, and marketing claims
that communicate, represent, or imply the presence or absence of capsule features or the
ability to modify the sensory experience of the product through imagery, colors, symbols,
descriptors, or other identifying features.

Establish clear enforcement provisions, including mechanisms for monitoring
compliance, conducting inspections or product verification where appropriate, and applying
penalties to manufacturers, importers, distributors, and retailers that fail to comply.
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Background

Tobacco remains a leading cause of preventable morbidity and premature mortality
globally, claiming over seven million deaths each year.[10] It negatively affects the quality
of life and is a primary contributor to cardiovascular diseases and cancer.[11-14] While
global age-standardized smoking rates have declined over time, the absolute number of
people who smoke and smoking-related deaths continue to rise, with more than 1.3 billion
people (including 1.01 billion men and 223 million women) estimated to have smoked in
2022.[11,15,16] Youth smoking is also a persistent concern. Data from the Global Youth
Tobacco Survey (GYTS) across 110 countries (2013-2019) showed that 10.3% of adolescents
currently used cigarettes.[17]

Product design that enhances the appeal of cigarettes can contribute to both smoking
initiation and sustained use.[18-20] Flavor capsule cigarettes are a prominent example

of such product design innovation. Their features enable consumer interactivity, flavor
customization, and a heightened sensory experience to create appeal.[4] First introduced
commercially in 2007 in Japan, but drawing on earlier innovations from the 1960s, flavor
capsule cigarettes contain crushable capsule(s) embedded in the filter that releases flavor
when activated.[2,4] These capsules are available in traditional flavors like menthol as
well as ‘concept’ flavors, which do not provide a specific flavor profile, but use terms to
emphasize sensory effects and/or lifestyle appeal, such as “Ibiza Sunset” and “Ruby Fusion”.
[21,22] These cigarettes allow users to personalize their smoking experience by offering
the option to activate flavor when and if they desire to. This sense of customization and
choice, combined with smoother and better taste, and perceptions of novelty of “clicking”
the capsule, are among the reasons driving their appeal and use, particularly among young
people and those experimenting with smoking.[5] Marketing strategies reinforce these
perceptions by emphasizing themes such as freshness, technology, and flavor choice. Flavor
capsule cigarettes are promoted through several channels, such as vibrant packaging, the
cigarette stick itself emblazoned with symbols of technology, point-of-sale advertising
particularly in areas close to schools, as well as online media.[23]

Flavor capsule cigarettes have rapidly expanded across global markets.[1-3] Euromonitor
Passport data from 2010-2020 revealed that market share of flavor capsule cigarettes across
78 countries increased by an average of 0.7% per year and surpassed traditional menthol
(non-capsule) cigarettes.[3] The largest growth has been observed in the WHO Americas
region and among upper-middle-income countries.[3] The market size of flavor capsule
cigarettes was estimated at 5.51 billion USD in 2023 and projected forecasts expect it to
grow to 7.5 billion USD by 2032.[24]

To date, at least 47 countries regulate flavor capsules in some capacity—within the tobacco
product, as a separate accessory, or both—and either prohibit all flavors or exempt menthol
(Table 1 and Appendix 1). At least 36 countries have adopted legislation that explicitly bans
flavor capsules in tobacco products, including all 27 EU Member States, as well as Australia,
Cabo Verde, Mauritius, Moldova, Republic of the Congo, Tiirkiye, Uganda, Ukraine, and
the United Kingdom. In other countries, flavor capsules are implicitly prohibited through
bans on characterizing flavors, flavor additives, and/or components and technical features
that allow flavor modification, such as in Antigua and Barbuda, Brazil, Canada, Ethiopia,
Senegal, and Sierra Leone; some countries like Niger and the United States (U.S.) ban
characterizing flavors except for menthol. In addition to prohibiting capsules in the cigarette
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itself, Australia, Antigua and Barbuda, and the Republic of the Congo also explicitly ban
capsules sold separately as accessories that can be added to a cigarette or used with roll-your-
own tobacco, such as injectable flavor beads or crushable filters.

Internationally, the WHO has called on governments to urgently ban all flavors in tobacco
products.[25] The WHO has also encouraged policymakers to consider regulatory measures
to prohibit or restrict flavor accessories like capsules.[26] Further, the Partial guidelines

for implementation of Articles 9 and 10 of the WHO Framework Convention on Tobacco
Control recommend prohibiting or restricting ingredients “used to increase palatability in
tobacco products”, including menthol, as part of comprehensive measures to reduce tobacco
use globally.[27] They also recommend that all tobacco product design features that increase
the attractiveness of tobacco products, including capsules in cigarette filters, be regulated in
order to decrease the attractiveness of tobacco products.[27]

This report aims to provide a synthesis of current evidence to support the
development and implementation of a flavor capsules in cigarettes product
standard. This report will therefore serve as a tool for tobacco regulators who may want to
adopt and/or implement, or evaluate outcomes of such a product standard, in jurisdictions
where they already exist. Such a standard could limit design features that enhance product
appeal, restrict marketing tactics, and thus close existing regulatory loopholes. Ultimately,
the goal is to support countries in efforts to prevent smoking initiation, especially among
youth, and encourage cessation.

Table 1. Countries with an explicit or implicit flavor capsules in cigarettes product
standard (see Appendix for full table)

Country Products Covered

How Flavor Capsules are Regulated

(part of the tobacco product and/
Or as an accessory)

Flavor capsules part of the tobacco product
AND as an accessory

Antigua and .
Barbuda .

Ban on characterizing flavors

Ban on characterizing flavor represented on packaging or
labeling

+  Ban on flavorings in components or technical features that
allow the modification of smell or taste

Flavor capsules as part of the tobacco
product AND as an accessory

Australia «  Explicit ban on flavor capsules
+  Ban on flavor additives
+  Ban on flavor capsules as an accessory that alters the flavor or
smell of a tobacco product

Brazil «  Ban on flavor additives Flavor capsules part of the tobacco product
Cabo Verde Explicit ban on flavor capsules Flavor capsules part of the tobacco product
Canada Ban on flavor additives Flavor capsules part of the tobacco product
The Republic of Explicit ban on flavor capsules Flavor capsules part of a cigarette AND as
the Congo Ban on characterizing flavors an accessory

Ban on elements that resemble a fruit or characterizing flavor

represented on packaging, labeling, or cigarette itself.

Ban on characterizing flavors in components or technical

features that allow the modification of smell or taste
Ethiopia Ban on characterizing flavors Flavor capsules part of a tobacco product

Ban on flavorings in components or technical features that
allow the modification of smell or taste
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Country

How Flavor Capsules are Regulated

Products Covered

(part of the tobacco product and/

European Union
(27 Member States)

Mauritania

Mauritius

Moldova

Niger

Nigeria

Senegal

Sierra Leone

SriLanka

Tiirkiye

Uganda

Ukraine

United Kingdom

United States

Explicit ban on flavor capsules

Ban on characterizing flavors

Ban on flavorings in components or technical features that
allow the modification of smell or taste

Ban on ingredients that improve the taste

Ban on characterizing flavors

Ban on characterizing flavors which may be activated by the
user at the time of consumption

Ban on representation of flavor on packaging, labeling, or via
descriptors such as “flavored” or “menthol”

Explicit ban on flavor capsules

Ban on characteristic flavor

Ban on flavorings in components or technical features that
allow the modification of smell or taste

Ban on flavors, except for menthol

Ban on characterizing flavors

Ban on characteristic aromatic agents
Ban on aromatic agents in components or technical features
that allow the modification of smell or taste

Ban on characterizing flavors

Ban on flavored or sweetened cigarettes that contain tobacco

Explicit ban on flavor capsules

Ban on characterizing flavors

Ban on flavor additives in components or technical features
that allow the modification of smell or taste

Ban on brand and distinguishing mark that refers to taste,
scent, flavor additive or lack thereof

Explicit ban on flavor capsules

Ban on flavored tobacco products

Ban on any technical features that allow the release or
modification of smell or taste

Ban on representation of flavor delivering mechanisms
including flavor capsules on packaging or labeling

Explicit ban on flavor capsules

Ban on characterizing flavors

Ban on any technical features that allow the release or
modification of smell or taste

Ban on representation of taste, smell, flavor, additives on
packaging or tobacco product itself

Explicit ban on flavor capsules

Ban on characterizing flavors

Ban on technical features that allow the modification of smell
or taste

Ban on characterizing flavors except for menthol

Or as an accessory)

Flavor capsules part of a cigarette or heated
tobacco product

Some EU countries also ban flavor capsules
as an accessory

Flavor capsules part of a tobacco product

Flavor capsules part of a tobacco product

Flavor capsules as part of a cigarette

Flavor capsules as part of a tobacco product
except those with a menthol flavor

Flavor capsules as part of a cigarette

Flavor capsules as part of a tobacco product

Flavor capsules as part of a tobacco product

Flavor capsules as part of a cigarette

Flavor capsules as part of a cigarette

Flavor capsules as part of a tobacco product

Flavor capsules as part of a cigarette

Flavor capsules as part of a cigarette

Flavor capsules as part of a cigarette except
those with a menthol characterizing flavor

Disclaimers: The information presented in this table reflects the authors’ interpretation of publicly available
legislation and is provided for informational purposes only; it does not constitute a legal analysis. This list
may not be exhaustive and was compiled based on a review of policies available in Tobacco Control Laws. In
some jurisdictions (e.qg., Brazil), relevant policies have been adopted but may not currently be in effect.
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Scientific Evidence Supporting a Standard

Description of Flavor Capsule Cigarettes

Flavor capsule cigarettes are cigarettes that contain one
or more gelatin capsules filled with flavoring liquid that
are embedded in the filter and release flavor into the
mainstream smoke when crushed by the consumer.[28]
This on-demand design enables users to personalize their
smoking experience by choosing if and when to activate
flavor release. The appeal of flavor capsule cigarettes

lies in their combination of taste, novelty, and perceived
control over the smoking experience.

The filter of cigarette sticks can contain multiple capsules,
such as dual or triple capsules, offering combinations of
flavors that consumers can activate in sequence or all at
once. Individual packs have also been observed to contain
several distinct flavors.[2,29] (Image 1).[1] Flavor capsule
cigarette brand variants are offered by multiple tobacco
companies across numerous brands.[1,28] (Image 2).[30]

Capsules come in many flavors, including traditional
flavors such as menthol and strawberry, as well as those
coined “concept flavors,” which do not overtly describe

a characteristic flavor, but rather highlight a sensory or
lifestyle experience, such as “Ruby Fusion Blast” and “Ibiza
Sunset’, “Mykonos Nightfall’, “Tokyo Midnight’, and “Double
Fusion Velvet’.[21,31-33] These concept flavors are
deliberately ambiguous, making them harder to regulate
under policies that ban flavoring agents or characterizing
flavors, while still being highly appealing to consumers,
especially youth. In China, there have been as many as

80 flavor varieties observed, with flavors ranging from
alcoholic beverages and desserts (e.g., vanilla ice cream)
to culturally specific profiles such as ginseng and sticky
rice.[29] Indeed, tobacco industry documents highlight
the range of “flavors for culturally specific taste profiles.”[4]
These flavor options are therefore designed to appeal to
diverse markets and consumer preferences.

Tobacco industry documents further reveal that flavor
capsule cigarettes were developed in part to market
products that could be perceived as lower risk.[4,28]
Flavor capsule cigarettes were engineered to prevent
flavorings from volatilizing or leaking during storage,
retain flavor, improve aftertaste, promote fresher breath,
and reduce the smell and harshness of tobacco smoke.
(2,4,28]

Image 1. Lucky Strike Click 4 Mix, containing four
different flavored capsules, and Africa Mola,
containing five different flavored capsules. Moodie
C, Thrasher JF, Cho Y], Barnoya J, Chaloupka FJ.
Flavour capsule cigarettes continue to experience
strong global growth. Tob Control. 2019;28(5):595-
596. doi:10.1136/tobaccocontrol-2018-054711

Image 2. Flavor capsule cigarette packs from the
Philippines. Ackary SJ, Cabrera PID, Santiago AJA,
Amul GGH. An analysis of flavor descriptors on
tobacco products in the Philippines: Regulatory
implications and lessons for low- and middle-
income countries. Global Health. 2024;20(1):67.
doi:10.1186/512992-024-01072-6
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In sum, cigarettes with one or more flavor-filled capsules let users control when
flavors are released, enhancing the novelty, taste, and personalization of the
smoking experience, while minimizing the harshness of cigarette smoke. The great
range of traditional, “concept,” and culturally tailored flavor descriptors appeals to
diverse market segments and, in some instances, circumvent flavor regulations.

Role of Flavors / Menthol and Innovative Product Features

The tobacco industry has long utilized innovative product designs and flavor additives to
expand its market by drawing in new users and maintaining consumer use of their products.
[34-37] Menthol has played a central role in these efforts because of its sensory effects that
make smoking more appealing. Menthol has anesthetic properties that create a cooling
sensation that makes smoking more palatable, reduces the harshness of tobacco smoke,

and facilitates deeper inhalation.[38,39] These properties can act as reinforcing factors

for tobacco use, which can ease the smoking initiation process, especially for those young
people who have never smoked.[36]

In flavor capsule cigarettes, these effects are amplified through design features that allow
users to control when the flavor is released during smoking, increasing the cigarette’s
sensory impact and appeal. The novelty of these products further enhances their appeal,
especially among youth.[40-43] Internal documents and patents expose how flavor capsules
were developed to target young consumers by enhancing sensory appeal. Companies like
R.J. Reynolds specifically designed products such as “Camel Crush” with youth-oriented
tactics, including club-style imagery, customizable flavors, and viral “seed and spread”
campaigns to attract teens and young adults.[4,6]

In sum, flavor capsule cigarettes reflect longstanding tobacco industry efforts to
leverage menthol and other flavor innovations to enhance the sensory appeal of
smoking, facilitate smoking initiation, and target youth through product design
and marketing tactics.

Flavor Capsule Cigarette Market Trends

Flavor capsule cigarettes are one of the fastest-growing tobacco products globally.[1] The
market size of flavor capsule cigarettes was estimated at 5.51 billion USD in 2023 and is
projected to grow to 7.5 billion USD by 2032.[24]

Euromonitor Passport

According to data from Euromonitor Passport across 78 countries, as of 2020, flavor capsule
cigarettes accounted for 3.3% of the global cigarette market,[29] with disproportionately
higher market shares in some regions, including Latin America.[1,3,29,44] The market
share of flavor capsule cigarettes has risen sharply since 2010, with rates surpassing menthol
non-capsule cigarettes in 2020.[3] (Figure 1). This growth is particularly pronounced in the
top 10 countries with the largest market share volume in 2022 (Figure 2).
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Figure 1. Overall percent market share* of flavor capsule cigarettes and menthol
(non-capsule) cigarettes from 2010 to 2020 across 78 countries, Euromonitor
Passport
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Figure 2. Retail volume (%) of flavor capsule cigarettes out of the total cigarette
market from 2014 to 2022 among top 10 countries with the largest market shares of
flavor capsule cigarettes in 2022, Euromonitor Passport
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Figure 3 depicts market share volumes of flavor capsule cigarettes across 78 countries in
2020.[3] In 2020, the countries with the top five highest flavor capsule cigarette market
shares were: Chile (48.4%), Peru (35.0%), Guatemala (32.6%), Mexico (27.3%), and South
Korea (24.7%).[3,29] Other countries that have also experienced significant market share
growth between 2015 and 2020 include Belarus (1.4% to 19.3%), Kazakhstan (0.7% to
16.8%), Russia (0.8% to 22.9%), Ukraine (4.5% to 14.8%), and Uzbekistan (0% to 15.7%).[29]

Figure 3. Flavor capsule cigarette market shares across 78 countries in 2020,
Euromonitor Passport
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NielsenlQ

Cigarette sales data from NielsenlQ, a global marketing research firm, revealed that the

sales volume of flavor capsule cigarettes is substantial in Mexico, with an increase from
33.3% in October 2018 to 37.3% in September 2021 of all cigarette sales.[45] Flavor capsule
cigarettes generated US$4.29 billion in sales, totaling 30.99 billion sticks, and accounted for
37.7% of the market by value and 35.5% by volume during the study period. Over half of the
capsule cigarettes sold during this period featured concept flavor descriptors, while 17.8%
included characterizing flavor descriptors and 15.1% used action descriptors highlighting the
interactive features of the capsules.

Tobacco company returns data

Tobacco company returns data submitted to the Ministry of Health in New Zealand from
2010 to 2021 found that the introduction of flavor capsule cigarettes corresponded with a
rise in menthol cigarette sales. Flavor capsule cigarette sales increased from 2010 to 2014
and reached a peak in 2016, comprising 6.8% of total cigarette sales (44% of total menthol
sales) and subsequently declined to 4.4% of total cigarette sales and 34.2% of total menthol
sales by 2021.[46]

The global market for flavor capsule cigarettes is rapidly expanding, particularly
in some regions (e.g., Latin America). Growth trends vary across countries, with
some evidence that flavor capsules can transform and supplant menthol cigarette
market segments.
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Prevalence of Flavor Capsule Cigarette Use

Flavor capsule cigarette prevalence varies across countries where data are available (Table
2). In Mexico, prevalence of flavor capsule cigarette use among adults who smoke has
increased rapidly, from 1% in 2009 to 14% in 2016,[47] up to estimates of 50.3% in 2021[48]
and 60.4% in 2018-2020.[49] Use has also increased in the Republic of Korea (18% in
2016,[50] 31.8% in 2021[48]). Prevalence among adults who smoke is also high in Chile
(40% in 2017),[51] Malaysia (26.5% in 2020),[48] Japan (21.6% in 2021), and Singapore
(15.0% in 2020),[52] with lower rates in Brazil (6.7% in 2016-2017),[48] the UK (13% in
2016),[53] the U.S. (estimates between 4.0%-5.3% in 2013-2014)[54-56] and Australia

(3% in 2014).[54] The prevalence of ever or current flavor capsule cigarette use is also

high among youth in some countries. In Wales, 42.3% of 11-16-year-olds who smoke used
menthol capsules in 2019.[57] In New Zealand, among young adults who smoked, half
reported ever using flavor capsule cigarettes in 2017.[58] In Australia, among students aged
12-17 who had ever smoked, 29% had tried flavor capsule cigarettes in 2017;[59] in 2014,
4.4% of 12-15-year-olds and 13.4% of 16—17-year-olds reported having ever used flavor
capsule cigarettes.[60] In England, 45.6% of 16-19-year-olds who smoked in the past 30
days reported smoking a capsule cigarette in February 2020 (immediately before capsule
cigarettes were banned) and 28.6% reported smoking a capsule cigarette in August 2020
(immediately after capsule cigarettes were banned).[61]

Characteristics of People Who Use Flavor Capsule Cigarettes

Younger age is consistently associated with use and appeal of flavor capsule cigarettes.
[47,48,50,51,53-58,62-64] (Table 2). Flavor capsule cigarette use is higher among females
in some countries, including Mexico,[47-49,62] Chile,[51] Japan,[48] and the Republic

of Korea[48] and England.[61] Findings from studies examining use of flavor capsule
cigarettes by race/ethnicity are mixed.[48,53,54,56,57,61,63] An association between higher
education and flavor capsule cigarette use has been observed in some studies in Brazil,[48]
Japan,[48] and Mexico,[48,63] but not in others.[48,51,54,62]

Table 2. Prevalence and correlates of flavor capsule cigarette use among people
who smoke by country

Country Author, Year Measure Sample Prevalence Correlates
People who Year: %
smoke
Australia  Thrasher et al, 2016 =~ Usual or current = Age 18-64; 2012: 1% *  Younger age
[54] preferred brand  (N=2,710) 2014: 3% + Lower HSI

is flavor capsule
Not significant (NS): Education, smok-

ing frequency, intentions to quit, recent
quit attempt

Brazil Kyriakos et al, 2024  Usual or current = Age 18+; 2016-2017:6.7%  + Higher education
[48] brand is flavour = (N=1,215)
capsule NS: Age, sex, smoking frequency, plans
to quit
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Country Author, Year

Measure

Sample
People who
smoke

Prevalence
Year: %

Correlates

Canada

Chile

Japan

Malaysia

Mexico

Mexico

East et al,, 2022[61]

Paraje et al., 2019
[51]

Kyriakos et al., 2024

[48]

Kyriakos et al., 2024

[48]

Gutiérrez-Torres et
al., 2020[47]

Kyriakos et al., 2024

[48]

Past 30-day use
of menthol cap-
sule cigarettes;

Usual brand is
menthol capsule
cigarette

Last pack bought
was flavor cap-
sule cigarette

Usual or current
brand is flavour
capsule

Usual or current
brand is flavour
capsule

Last cigarette
brand they pur-
chased was Pall
Mall

(not specifically
capsule, but
most variants
are)

Favorite variety
of cigarettes has
flavor capsules

Age 16-19;
smoked in past 30
days

(Aug 2018
N=584, Aug 2019
N=557, Feb 2020
N=614, Aug 2020
N=358)

Note: Menthol
ban, including
capsules as part of
tobacco product,
in effect Oct 2017

Age >13
(N=851)

Age 20+
(N=2,876)

Age 18+
(N=1,104)

Age 15-65
(N=12,692)

Age 18+
(N=1,331)

Past-30-day

Aug 2018: 19.9%
Aug 2019: 24.4%
Feb 2020: 23.3%
Aug 2020: 18.8%

Usual brand

Aug 2018:0.7%
Aug 2019: 1.2%
Feb 2020: 0.4%
Aug 2020: 1.5%

2017: 39.5%

2021: 21.6%

2020: 26.5%

2009: 1%
2011: 3%
2015: 10%
2016: 14%

2021: 50.3%

Past-30-day

+ Male

« Race/ethnicity: Any black and any
other or mixed vs White only

NS: Age

Usual brand
NS: Age, sex, race/ethnicity,

«  Younger age
+ Female

NS: Education, employment status

«  Younger age

« Female

+ Higher education
+ Plans to quit

NS: Smoking frequency

«  Younger age

NS: Sex, education, smoking frequency,
plans to quit

*  Younger age
+ Female
+ Daily smoking vs non-daily

+ Female
+ Higher education

NS: Age, smoking frequency, plans to
quit
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Country Author, Year Measure

Sample
People who
smoke

Prevalence
Year: %

Correlates

Mexico

Mexico

Mexico

Mexico

Republic
of Korea

Republic
of Korea

Ogunnaike et al.,
2024[49]

Rodriguez-Bolafios
et al, 2025 [62]

Thrasher et al,, 2016

[54]

Zavala-Arciniega et
al, 2020[63]

Cho & Thrasher,
2018 [50]

Kyriakos et al., 2024

[48]

Preferred or
last purchased
cigarette brand
flavor capsule

Current use of
flavor capsule
cigarettes

Usual or current
preferred brand
is flavor capsule

Smoke cigarettes
with flavored
capsules within
the past 30 days

Usual or current
brand is flavor
capsule

Usual or current
brand is flavour
capsule

Age 18+

Age 18+ and
other inclusion
criteria (e.g.,
interested in
quitting in the 30
days) (N=100)

Age 18-64
(N=3,366)

Age >10
(N=8,516)

Age 18+
(N=1,940)

Age 19+

2018-2020: 60.4%

2021: 36%

2012: 6%
2014: 14%

2018-2019: 43%

2016: 18%

2021: 31.8%

Single capsule

Younger age

Female

Lower income

Higher education

Non-daily vs daily smoking
Smoke menthol

Quit attempt (last 4 months)
Plan to quit (next 6 months)
Occasional and frequent dual
e-cigarette use vs exclusive smoking

NS: Have a preferred brand, smoking
dependence

Double capsule

Younger age

Female

Lower income

Higher education

No preferred brand

Smoke menthol

Non-daily vs daily smoking
Lower smoking dependence
Quit attempt (last 4 months)
Frequent dual e-cigarette use vs
exclusive smoking

NS: Education, plan to quit (next 6
months)
«  Younger age

« Female
«  Smoking less than 10 cigs per day

NS: Education, smoking frequency,
menthol use, quit attempt in the past
year

«  Younger age

« Female

+ Daijly smoking vs non-daily

NS: Education, HSI, quit intentions,
recent quit attempt

*  Younger age
+ Female
« Higher education

NS: Well-being

Younger age

Female

Smoked current usual brand <1 year
Lower nicotine dependence

*  Younger age
+ Non-daily smoking vs daily
+ Plans to quit

NS: Sex, education
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Country Author, Year

Measure

Sample
People who
smoke

Prevalence
Year: %

Correlates

United
Kingdom

United
Kingdom
(England)

United
Kingdom
(Wales)

United
States

United
States

United
States

United
States

Moodie et al., 2019
[53]

East et al,, 2022 [61]

Moodie et al,, 2022
[57]

East et al,, 2022[61]

Emond et al,, 2018
[56]

Thrasher et al., 2016

[54]

Schneller, 2020 [55]

Cigarette brand
has flavor cap-
sule

Past 30-day use
of menthol cap-
sule cigarettes

Usual brand is
menthol capsule
cigarette

Past 30-day use
of menthol cap-
sule cigarettes

Past 30-day use
of menthol cap-
sule cigarettes;

Usual brand is
menthol capsule
cigarette

Usual or last-
smoked cigarette
is flavor capsule

Usual or current
preferred brand
variety includes
a flavor capsule

Usual brand

is menthol in
capsule only or
menthol in both
tobacco and
capsule

Age 18+
(N=3,620)

Age 16-19;
smoked in past 30
days

(Aug 2018
N=634, Aug 2019
N=588, Feb 2020
N=936, Aug 2020
N=685)

Note: Menthol
ban, including
capsules in effect
May 2020

Age 11-16
(N=1,522)

Age 16-19;
smoked in past 30
days

(Aug 2018
N=445, Aug 2019
N=548, Feb 2020
N=630, Aug 2020
N=488)

Age 18-44
(N=7,181)

Age 18-64
(N=4,154)

Age 18+
(N=8,292)

2016: 13%

Past-30-day

Aug 2018: 33.3%
Aug 2019: 39.6%
Feb 2020: 45.6%
Aug 2020: 28.6%

Usual brand

Aug 2018: 5.3%
Aug 2019:5.1%
Feb 2020: 8.1%
Aug 2020: 2.7%

2019: 42.3%

Past-30-day

Aug 2018: 35.4%
Aug 2019: 41.4%
Feb 2020: 42.6%
Aug 2020: 44.1%

Usual brand

Aug 2018: 3.2%
Aug 2019:2.9%
Feb 2020: 2.0%
Aug 2020: 2.8%

2013-2014: 4.3%

2012: 4%
2014: 4%

2013-2014:5.3%

«  Younger age

+  Race/ethnicity: Other White vs
White British

« Quit intentions in next 6 months vs
no intentions to quit

NS: Sex, Social grade, HSI
Past-30-day

+ Older age

NS: Sex, race/ethnicity

Usual brand

« Female

+  Race/ethnicity (White only vs Any
black)

NS: Age

+ Daily and weekly smoking vs
occasional
+  More years of smoking

NS: Sex, age, race/ethnicity
Past-30-day

+ Male

NS: Age, race/ethnicity

Usual brand

« Female

+ Race/ethnicity (White only vs Any
other or mixed)

NS: Age

«  Younger age

+ Race/ethnicity: Hispanic vs Non-
Hispanic White and non-Hispanic
Black

+ Smoke some days vs every day

+ Started smoking regularly at 18+

+ First cig of day > 1 hour of waking

NS: Polytobacco use

*  Younger age
+ Female
+ Race/ethnicity: Caucasian vs Latino

NS: Education, smoking frequency, HSI,
quit intentions, recent quit attempt

«  Lower HSI

NS: HSI at follow up wave, past quit
attempt, successfully quit by follow-up
wave

Cig = cigarette; HSI = Heaviness of Smoking Index (time to first cigarette and number of

cigarettes smoked per day; higher score, 4-6; lower score, 0-3); NS = not statistically significant.
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Marketing of Flavor Capsule Cigarettes

The marketing features of flavor capsule cigarettes have been synthesized in a 2022
systematic review of 40 studies organized through the lens of the traditional ‘4Ps’ marketing
mix model: Product, Price, Place, and Promotion.[23] This report builds on that evidence
base and further incorporates more recent studies to reflect emerging industry tactics and
evolving marketing approaches. The main themes are summarized in Table 3.

Product

Flavor capsule cigarettes contain one or more crushable liquid-filled capsules embedded

in the filter, which release flavor when crushed by the consumer. Their design features

are intended to prevent volatilization and leakage of flavorings during storage, thereby
preserving flavor;[4,28,65] to evoke more intense cooling effects for mentholated
variants;[28] to mask the harshness and smell of cigarette smoke;[28] and to improve
aftertaste and enable fresher breath.[4,28] Flavor capsule cigarettes are also designed to
appeal to consumers by releasing flavor “on demand,”[4] offering an interactive[28,65-67]
and “pleasurable sensory experience,”[28] and providing a wide range of flavors, including
“flavors for culturally specific taste profiles.”[4] One study captures how Camel menthol capsule
cigarettes were described on the brand website: “a unique tobacco technology, allowing adult
tobacco consumers to smoke a nonmenthol product and at any point, squeeze the filter to change the
taste experience to menthol.”[65]

Other studies also highlight how flavor capsule cigarette innovation[66,68,69] became

an industry avenue for brand differentiation,[1] adding value to brands,[70] reinforcing
brand image,[68] and enhancing product appeal.[69] In light of increasing restrictions on
traditional advertising, flavor capsule cigarettes have become part of the tobacco industry’s
overall business model and marketing strategy.[66] The launch and evolution of flavor
capsule cigarettes have been observed as being strategically timed around tobacco control
policies, such as flavor bans and standardized packaging, to maintain market presence and
consumer interest.[67,69,71-73]

Place

Flavor capsule cigarettes are available globally in various flavors and forms through multiple
transnational tobacco companies.[1,2,4,28,65-67,74] Retail availability of flavor capsule
cigarettes is extensive and products are available across socioeconomic neighborhoods in
many countries, with particularly high accessibility observed near primary and secondary
schools in countries such as Guatemala, Mexico, and Uruguay.[75-78]

Price

Flavor capsule cigarettes are positioned across different price segments—budget, midrange,
and premium—sometimes priced lower than non-capsule cigarettes to encourage trial, with
retailers incentivized through differential profit margins and introductory promotions

like “special launch prices” to boost sales.[2,47,70,79,80] An analysis comparing prices of
unflavored, capsule, and menthol non-capsule cigarettes across 65 countries using 2018
Euromonitor Passport data found no significant price differences among the three product
types in most countries.[81] A study that analyzed NielsenIQ data from Mexico (2018-2021)
showed that the tobacco industry used strategic pricing in response to excise tax increases,
raising prices above the tax in some segments while gradually introducing markups over
time, particularly for flavor capsule cigarettes.[82] These patterns suggest that flavor capsule
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cigarettes are part of broader industry pricing strategies.
Promotion

Promotion of flavor capsule cigarettes is heavily focused on customization, sensory appeal,
and technology, using vibrant packaging, interactive descriptors (e.g., “Click to switch”), and
imagery that emphasizes innovation and flavor transformation. Tobacco industry research
highlights their ability to engage multiple senses (e.g., taste, feel, sound, and smell), while
advertising slogans like “faste you can change” emphasize personalization.[23] A defining
feature of flavor capsule cigarettes is that they offer consumers the “freedom” and “choice” to
release flavor at their discretion, creating a more interactive, customizable, and multisensory
experience.[23]

Flavor capsule cigarettes are also positioned as a technological advancement through
capsule imagery—such as power-switch and camera-lens icons—and through descriptors on
packaging and advertisements.[23] Other descriptors convey “on-demand” delivery of extra
flavor and consumer choice, including slogans such as “Boost your menthol taste. It is your
choice”; “Choose to refresh your taste”; and “Create your refreshing taste experience.”[23]
This tech-savvy branding has been effective in attracting young people, particularly those
who value customizable, multisensory experiences in their consumer products.[5] Tobacco
industry journals in China highlight the fun flavors of flavor capsule cigarettes as being for
“Generation Z.”[29]

Promotions of flavor capsule cigarettes leverage various advertising channels, including
at the point-of-sale,[2,68,77,83] print media (e.g., posters, magazines, and direct
mail),[28,68,84] online and open-source marketing (e.g., email, websites, social media
platforms, discussion boards, and forums),[28,65,84,85] coupons,[84] and through the
cigarette stick and/or packaging.[21,28,32,33,67-69,72,86-93] A recent study highlights
how flavor accessories, such as capsules or crush balls that can be inserted into cigarette
filters, are also promoted on TikTok.[94]

Table 3. Marketing elements of flavor capsule cigarettes by the ‘4Ps’ of marketing
mix model

Element (GCIYALEES
PRODUCT
Product + Cigarette with one or more liquid-filled capsule(s) embedded in the filter that release flavor when crushed
characteristics + Innovative features that create appeal, differentiate brands, add value, reinforce brand image
+ Offers customization by allowing consumer to choose and change the flavor at their own discretion
+ Functions to retain flavoring agents from vaporizing from the capsule before crushing, improve aftertaste of
mainstream smoke, and mask smoke harshness
+ Development of flavor capsule cigarettes was part of the industry’s effort to create the perception of a
“reduced harm” product
Market portfolio + Comes in many flavors and forms (e.g., different flavored capsules in same stick)
Market timing/ + Launch of new capsule cigarette variants and product variations (e.g., capsule cigarillos, water capsule

policy response

PLACE
Retail availability

cigarettes, separate capsule accessories) timed around tobacco control policies (e.g., flavor bans, standardized
packaging)

Offered by all transnational tobacco companies by multiple brand owners, in several brand variants, across
many countries globally. In some Latin American countries, capsule cigarettes are sold at most tobacco
retailers across neighborhoods of all levels of socioeconomic status, and often close to primary and secondary
schools
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Element Key Themes

PRICE

Price + Available at different price segments (e.g., budget, midrange, premium)
segmentation

Price differentials « Prices of flavor capsule cigarettes varied relative to non-capsule cigarettes: lower in some markets, similar in
others, and higher in others
+ Differential profit margins for retailers to encourage stocking of new capsule products

Price promotions  « Lower price promotions, ‘special launch price’ at the point-of-sale

PROMOTION
Point-of-sale + Concentrated marketing of flavor capsule cigarettes at the point-of-sale
+ Traditional displays and novel displays (e.g., very large packaging; upside-down packs)
Packaging/ Colors
cigarette stick «  Common colors: blue, green, bright/ neon against black/metallic background
+  Certain colors used for specific descriptors (e.g., “Ice”, “Clear” mostly green/blue)
Descriptors to convey:
« Capsule presence (e.g., “Caps”), type (e.g., “Convertible”), and number (e.g., “Double”)
+ Flavor type, including concept flavors (e.g., “Honey Pop”, “Ruby Burst”)
« Lifestyles/experiences (e.g., “‘Mykonos Nightfall”, “Club Compact Zoom”)
+ Cooling effect/freshness (e.g., “Mega Ice Blast”, “Fresh taste at your fingertips”)
+ Technological function/how to release flavor (e.g., “Crushball”, “Click to switch”, “Press to change the taste”)
+ Customization (e.g., “Choose to refresh your taste”, “Boost your menthol, it’s your choice”)
+ Policy changes/product alternatives (e.g., “Your Pall Mall. Now without convertibles”)
Imagery to convey:
+ Depiction of a crushable capsule/colored ball on the tipping paper
+ The presence of capsules, flavor release, and a high-tech product (e.g., colored ball, power switch icon, iceball,
camera lens, exploding star/planet)
Print media + Print media (e.g., magazines, posters, direct mail)
« Ads use bright colors, highlight novelty, technology, flavor, freshness, customization (e.g., “Inventing taste
transmission technologies”; “From clean cigarette to refreshing capsule”; “Taste. You can change”)
+ Advertisements comparing tar yields, with emphasis on low-tar options
Online media +  Websites, forums, email, QR codes, social media

Adapted from: Kyriakos CN, Zatonski MZ, Filippidis FT. Marketing of flavour capsule cigarettes: a systematic
review. Tob Control. 2023;32(e1):e103-e112. doi:10.1136/tobaccocontrol-2021-057082

In sum, the tobacco industry uses coordinated product, price, place, and promotion
strategies that emphasize sensory customization and technological innovation,
while ensuring the widespread availability of flavor capsule cigarettes. Marketing
through a variety of communication channels emphasizes the appeal of flavor
capsules —particularly for young people— while supporting brand differentiation
and exploiting regulatory gaps.

Chemical Composition of Flavor Capsule Cigarettes

Studies examining the chemical content and toxicity of flavor capsule cigarettes have
consistently shown that these products contain numerous flavoring chemicals. Studies

from several countries, including South Korea,[88,95-97] Mexico,[21,98] Guatemala,[98]
the Philippines,[99] Vietnam, and the U.S.,[21,100,101] have identified a wide range of
flavoring chemicals present in flavor capsule cigarettes. Most capsules contain high levels

of menthol, but also other flavoring chemicals such as vanillin, ethyl vanillin, linalool,
limonene, menthone, and methyl acetate, many of which are additives that impart fruit

or sweet flavors. In a study that analyzed flavor chemicals in concept descriptor cigarettes
(e.g., Crystal Violet, Mykonos Nightfall), all products from Mexico with significant levels of
menthol and other flavoring chemicals contained flavor capsules in their filters.[21]

In another study in Mexico and Guatemala, chemical analyses detected up to 67 individual
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compounds in a single capsule, including flavoring chemicals such as pulegone (a known
carcinogen), benzaldehyde, isopulegol, and triacetin.[98] Many of these substances are
linked to irritation, toxicity, or prolonged nicotine exposure due to their metabolic effects
(e.g., lactones that inhibit nicotine breakdown).[98] Similarly, a study in the Republic of
Korea identified 128 unique flavoring chemicals across multiple flavor capsule products,
including high concentrations of menthol and flavor chemicals that can cause toxicity

or severe irritation (e.g., menthofuran, benzyl alcohol, geraniol, and eugenol), that are
carcinogenic (e.g., pulegone), or that may increase nicotine dependence by inhibiting
nicotine metabolism (e.g., lactones).[96] This study found that the exposure margin for
some of these chemicals fell below established safety thresholds.[96] Chemical composition
changes have been observed when the capsule is activated. Laboratory tests simulating
smoking behavior revealed that crushing the capsule can increase the concentration of
volatile organic compounds (VOCs) in mainstream smoke. In one study, tar levels rose,
and toxicants such as pulegone and menthofuran were only detected when the capsule was
burst.[95] Another analysis found that VOC levels were 1.39 times higher in flavor capsule
cigarettes than in reference products without capsules.[102]

Even after California’s menthol cigarette ban, which included flavor capsules, all filter
capsules in Camel Crush “non-menthol” cigarettes marketed after the ban contained
vanillin, ethyl vanillin, as well as smaller amounts of anethole, linalool, acetophenone, and
y-octalactone, which are associated with sweet vanilla, floral, and coconut flavor profiles.
[101]

These studies suggest that flavor capsule cigarettes contain many flavoring
chemicals that may contribute to their increased appeal.

Perceptions and Appeal

A 2021 systematic review examined perceptions of flavor capsule cigarettes,[5] organized by
constructs adapted from the Context of Consumption Framework,[103] and a modification of
this framework.[104]

Across studies, use and appeal of flavor capsule cigarettes are influenced by positive outcome
expectancies, including smoother throat sensations, lighter taste, more pleasant flavor and
aroma, customizable flavor options, and the interactive sensation of crushing the capsule.
[5,58,105-110] In both quantitative and qualitative studies, flavor capsule cigarettes are
described as smoother, milder, and less harsh compared to regular cigarettes.[50,54,58,105]
In addition to perceived sensory benefits, flavor capsule cigarettes are often viewed as
offering fresher breath and less odor, qualities that can make them more discreet and socially
acceptable, particularly in environments like schools or workplaces.[58,105,108-110]
Menthol capsules, in particular, are sometimes likened to chewing gum or breath mints and
are even preferred when users feel ill, reflecting their perception as a “cleaner” alternative

to conventional cigarettes.[105,108,110] Some users, however, view the taste as “plasticky”
or artificial.[105] Studies have also found that flavor capsule cigarettes are perceived as
more enjoyable and satisfying to smoke.[54,58] Positive perceptions of flavor capsule
cigarettes have been found to be most pronounced among people who do not smoke but are
susceptible to smoking initiation, as well as people who smoke less than daily, suggesting
these products play a role in smoking initiation and continued smoking among people new
to smoking rather than appealing primarily to people with established smoking patterns.
[5,58]
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These positive outcome expectancies are often conveyed on packaging and advertisements,
which contribute to reasons for brand choice and future use intentions.[5,23,58,64,111]
Flavor capsule cigarettes are often readily recognizable through pack imagery and colors
indicating the presence of flavors—features that can make the pack more attractive.
[19,105,106,108,110,111] Moreover, flavor capsule cigarettes are widely perceived as being
designed for young people and those just beginning to smoke, often functioning as a “starter
cigarette.”[19,106,108-110]

Although most studies have found no difference in perceived harm between flavor capsule
and non-capsule cigarettes,[5,49,64] some studies have found that flavor capsule cigarettes
are viewed as less harmful, particularly in countries such as Mexico and Malaysia.[5,49,64]

Overall, these studies find that people who use flavor capsule cigarettes perceive
them as smoother, milder, more flavorful, customizable, more discreet, and,

in some cases, less harmful than regular cigarettes. Packaging and advertising
reinforce these perceptions, all of which can appeal to those who smoke
occasionally and those who do not smoke but are susceptible to smoking initiation.

Flavor Capsule Cigarette Use Behaviors

Flavor capsule use behaviors vary, with some users always crushing the capsule while others
prefer to do so at different points during smoking to change the flavor experience.[5,53,54]
Preferences for when to crush are influenced by personal taste, smoking patterns, and

the desire for a customizable or multisensory experience, with some people intentionally
delaying crushing to enjoy both the original and flavored taste.[5,53,54]

Association Between Flavor Capsule Cigarette Use and Smoking and
Quitting Behaviors

Studies examining the association between flavor capsule cigarette use and smoking and
quitting behaviors have been mixed, with most studies examining this cross-sectionally.
Some studies have found that people who smoked flavor capsule cigarettes were more
likely than those who smoked non-capsule cigarettes to smoke less frequently,[56] smoke
less,[51,56,62] have lower nicotine dependence,[54,56,112] have started smoking later

in life,[56] have smoked their current usual brand for less than a year,[50] and have
greater intentions or plans to quit[48,53] (Table 2). In contrast, two studies found that
flavor capsule cigarette use was associated with daily rather than nondaily or occasional
smoking,[54,57] one of which also found that menthol capsule cigarette use was more
prevalent among those who had been smoking longer.[57] However, in other studies, no
association was observed between flavor capsule use and smoking frequency,[48,54,62]
nicotine dependence,[53,54] past quit attempts,[55,62] recent quit attempts,[54] and
intentions/plans to quit.[48,54] One longitudinal study using data from the U.S. Population
Assessment of Tobacco and Health (PATH) Study from Wave 1 (2013/2014) and Wave 2
(2014/2015) did not find an association between menthol delivery methods (mentholated
in capsule only, mentholated in tobacco and capsule, mentholated in tobacco only) and
nicotine dependence, quit attempts, and successful cessation at Wave 2.[55]

A randomized laboratory study[5] found that when participants switched from a menthol
capsule cigarette to the non-menthol version, their subjective satisfaction related to

taste and smell declined significantly, even though cigarette consumption and exposure
biomarkers remained unchanged. This decline in sensory appeal suggests that banning
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capsules may reduce the enjoyment of smoking, which could encourage quitting over

time. Similarly, an exploratory study in Mexico[62] observed that although self-reported
abstinence rates were similar between people who smoked flavor capsule cigarettes and
those who smoked nonflavored cigarettes following a cessation intervention, biochemically
verified abstinence was higher among people who smoked flavor capsule cigarettes (33.3%
vs. 18.8%), pointing to a potential increased responsiveness to quitting among this group.

Together, these findings highlight early behavioral and cessation outcome signals
indicating that banning flavor capsules could reduce smoking appeal and support
cessation.

Impact of Banning Flavor Capsule Cigarettes
Population studies

To our knowledge, only one real-world study has specifically evaluated changes in flavor
capsule cigarette use following a ban. This study was among youth in England, Canada, and
the U.S. using data from the ITC Project Youth Tobacco and Vaping Survey, with a focus on
England where a menthol cigarette ban, including flavor capsules, took effect in May 2020.
[61] Immediately prior to the ban (February 2020), 45.6% of 16-19-year-olds in England
who smoked in the past 30 days reported smoking a menthol capsule cigarette in the past
30 days, and this proportion dropped to 28.6% immediately after the ban (August 2020).
[61] Similarly, the proportion reporting a menthol capsule cigarette as their usual brand
declined from 8.1% to 2.7%. By contrast, the proportion who smoked capsule cigarettes
remained stable over the study period in the U.S. (no federal ban) and Canada (federal ban
implemented in October 2017) where menthol capsule regulations remained unchanged.
This suggests that banning capsule cigarettes reduced the proportion of youth who smoke
capsule cigarettes.

In addition, broader studies on menthol cigarette bans (which often include menthol
capsules) have shown that such policies are associated with significant reductions in menthol
cigarette use and increases in quitting behaviors. A pooled meta-analysis of population-level
evaluation studies found that 24% of people who smoked menthol cigarettes quit following a
menthol ban.[113] Individual studies from the EU,[114] the UK,[61,115] Canada,[116-119]
and various U.S. jurisdictions[120] have also shown reductions in both youth and adult
menthol cigarette use.

The meta-analysis further found that about 50% of those who smoked menthol cigarettes
switched to non-menthol cigarettes after the ban.[113] Although switching from flavor
capsule to non-capsule cigarettes may not always yield immediate public health benefits,
consumers may not find the product as appealing over time. Moreover, individuals who
smoke menthol cigarettes, including capsules, are generally less likely to successfully quit
compared to those who smoke non-menthol.[121] Therefore, reducing flavored cigarette
use through a flavor capsules in cigarettes product standard, accompanied by a broader ban
on flavors in cigarettes, is likely to contribute to long-term improvements in public health.

While real-world studies have not evaluated the impact of a flavor capsules in
cigarettes standard on smoking initiation, the established role of flavors and
menthol in promoting smoking initiation suggests that such a standard would help
improve public health by preventing smoking uptake.
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Market share studies

Retail sales data also show declines in flavor capsule cigarette availability and sales following
policy implementation. One study in Canada used Nielsen retail scanner data to examine the
impact of Ontario’s menthol cigarette ban on menthol flavor capsule sales, in comparison to
British Columbia, another Canadian province, which did not have a ban at the time.[122]
While the menthol capsule market share remained low and declined from 1.0% before the
ban to 0.9% after the ban in Ontario (an 8.2% decrease in per capita units), sales increased
from 5.2% to 13.3% in British Columbia during that same period.[122] A global market
analysis of 78 countries using Euromonitor Passport data found that the WHO Europe
region was the only region to experience a decline in flavor capsule cigarette market share
between 2019 and 2020, coinciding with the EU ban on menthol characterizing flavors in
May 2020.[3]

Overall, these retail sales assessments find that implementation of menthol or
flavor-capsule cigarette bans has been associated with relative declines in flavor
capsule availability and sales.

The Potential Impact of Prohibiting Flavor Capsules in Cigarettes on
Health Equity

Flavored capsule cigarettes share many of the same appeal-enhancing properties as menthol
and other flavored tobacco products and raise similar concerns from a health equity
perspective. While most of the evidence to date has focused on menthol, the characteristics
of flavor capsule users suggest that these products may similarly contribute to tobacco-
related disparities. Capsule cigarette use is consistently higher among younger individuals
and, in several countries, among females and those with higher education levels.[5]

These disproportionate usage patterns align with broader trends in flavored tobacco use.
Evidence from studies on menthol cigarettes shows that flavor bans increase quit intentions
among vulnerable groups,[123,124] narrow socioeconomic disparities in tobacco product
purchasing,[125] and could prevent hundreds of thousands of premature deaths.[126]
However, international evidence also highlights the risk of regulatory loopholes that allow
flavored accessories—such as capsules, crush balls, and flavor cards—to persist post-ban. A
study of youth who smoked in England and Canada in 2021 following national menthol
bans found that nearly one-third reported usually smoking menthol cigarettes (including
menthol capsules), with the vast majority using menthol accessories (e.g., crush balls);
disproportionately higher use was observed among youth identifying as Black or other
non-White racial and ethnic groups.[115] These findings underscore how flavored capsules
and related accessories can undermine the impact of flavor bans and potentially perpetuate
inequities. A comprehensive product standard for flavor capsules can be a critical strategy to
prevent industry workarounds and ensure that the full public health and equity benefits of
flavor restrictions are realized.

Because flavor capsule cigarettes appeal to youth, females, and other groups in
ways that are similar to menthol tobacco products, flavor bans that encompass
capsule varieties could help reduce smoking-related inequities.

Moreover, flavor capsule cigarette market share and use have grown substantially in many
low- and middle-income countries (LMICs).[1,2,44,48,63] In a study examining flavor
capsule cigarette market share data across 78 countries (none of which included low-income
countries due to data unavailability), the greatest increase was observed for upper-middle-
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income countries, with an average increase of 9.93 percentage points during 2010-2020.[3]
This is alarming given that LMICs often face unique challenges, such as limited resources
for enforcement and compliance monitoring of regulations. Despite many LMICs having
adopted measures of the WHO FCTC, these measures are often poorly implemented.

[127] Studies have documented intensive marketing through packaging, cigarette sticks,
and points of sale; broad retail availability, including near schools; and growing availability
of budget-priced flavor capsule cigarettes in LMICs.[22,31-33,77,87,128] The latter can
further exacerbate health disparities by making appealing tobacco products more affordable
to socioeconomically disadvantaged populations.

LMICs face growing public health challenges around the widening of tobacco-
related disparities, aggressive marketing, and rapidly growing market shares for
flavor capsule cigarettes.
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Dispelling Common Myths and Industry
Arguments
Illicit Trade

One common argument (particularly from the tobacco industry) against product standards
is that they would increase illicit purchasing. However, this is not supported by current
evidence. For instance, in countries that have banned menthol in cigarettes, the ban did not
significantly increase illicit purchasing or smuggling among people who smoke menthol and
non-menthol cigarettes in England,[129] the Netherlands[130] or Canada.[131,132] While
there is no capsule-specific evidence, evidence regarding menthol likely extends to capsules.

Loss of business revenue

Tobacco companies will likely lose revenue if flavor capsule cigarettes are banned. Reynolds
and Altria have said that banning menthol cigarettes in the U.S. would result in a dramatic
loss of tax revenue and Master Settlement Agreement payments,[133] and the same likely
applies to flavor capsule cigarettes. In 2018, Altria estimated that $63 billion is generated
annually from tobacco taxes (including taxable income from tobacco-related businesses and
jobs), a proportion of which is attributable to flavor capsule tobacco sales.[134] However,
the total economic costs of smoking are substantially greater (approximately $326 billion
annually, including $170 billion in medical care and $156 billion in lost productivity).
Consequently, the economic argument in favor of prohibiting flavor capsule cigarettes is far
stronger than the argument for loss of business revenue and taxes.[133]

Concerns about targeting specific groups, loss of individual freedoms,
and criminalization

Another criticism raised about some tobacco policies, including product standards, is that
they unfairly target specific groups or limit individual freedoms.[135] There is a lack of
research on this topic for flavor capsules specifically, although research on flavors generally
(sometimes including capsules) suggests that similar arguments may apply to flavor capsules.

Qualitative research indicates that some individuals view restrictions on menthol or
flavored tobacco products as limiting personal choice, particularly when regulations

apply to specific product features rather than to all tobacco products.[136] Comparable
arguments have historically been raised in response to other public health regulations such
as the removal of trans fat additives from foods, where the policy goal is not to eliminate
the product category but to remove features that increase health risk. Similarly, a flavor
capsule standard is supported by evidence that these features increase product appeal,
experimentation, and continued use, particularly among youth and young adults. Thus, it
is appropriate for policies to prioritize regulation of products based on their potential to
improve public health.

Concerns related to fairness and targeting may be especially pronounced in certain
populations that disproportionately use flavor capsule cigarettes. For example, among youth
who smoked in England and Canada in 2021 (i.e., following national menthol bans), use

of menthol cigarettes (including menthol capsules) and accessories (including crush balls)
was disproportionately higher among youth identifying as Black and other non-White
racial and ethnic groups.[115] Evidence suggests that disparities in menthol and capsule
product use may reflect longstanding industry marketing strategies directed towards specific
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populations.[137,138]

The tobacco industry has also promoted narratives suggesting that product standards would
result in criminal penalties for individuals who use these products.[135] For example,

these arguments have been used to oppose and delay a menthol cigarette product standard
in the U.S. However, such a product standard would be implemented through regulation

of manufacturers, distributors, and retailers rather than enforcement actions directed at
consumers. Clear communication and public education regarding the goals and enforcement
scope of these product standards are therefore essential for improving public understanding
and gaining support.

The public will not support it

Another frequently cited argument against banning flavor capsules (and flavors in general)
is that the public will not support it. Evidence from studies examining menthol cigarette
bans indicates substantial public support, including among people who smoke menthol
cigarettes.[139-142] Notably, across the ITC Project in Canada, the U.S., England, and
Australia, support for a menthol and additive ban was highest among those planning to quit
smoking in the next six months,[140] suggesting this policy may support cessation goals.
While data on support for a capsule-specific ban are lacking, support may be similarly high
for a comprehensive flavor and additive ban.

People will simply switch to non-capsule cigarettes, with no public health
benefit

Another common industry criticism is that prohibiting flavor capsule cigarettes would
simply result in individuals switching to non-capsule cigarettes, producing little overall
public health benefit. While some substitution may occur, evidence from menthol cigarette
policies indicates that many individuals reduce consumption or quit smoking altogether
following removal of preferred product features. Modeling studies further estimate that
eliminating menthol cigarettes in the U.S. could result in more than 1.3 million people
quitting smoking, including over 381,000 African American individuals, over a 40-

year period.[143] Even modest increases in cessation rates can translate into substantial
reductions in smoking-related morbidity and premature mortality.

In addition to quitting impacts, the elimination of flavor capsules is likely to deter smoking
initiation, particularly among youth, as flavor capsule cigarettes are especially appealing

to younger age groups[5,40-43] and may function as starter products.[19,106,108-110]
Reductions in smoking prevalence would also decrease exposure to secondhand smoke,
which the WHO estimates remains responsible for over 880,000 premature deaths each
year.[144] Collectively, these outcomes suggest that prohibiting flavor capsules in cigarettes,
when accompanied by a ban on flavors in cigarettes, would generate substantial and
measurable public health benefits.

In summary, available evidence does not support common industry arguments
against prohibiting flavor capsule cigarettes (e.g., illicit trade, economic losses, lack
of public support, and limited public health benefit). These concerns should not
delay implementation of a comprehensive product standard that reduces product
appeal and prevents industry circumvention.
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Evidence That Meeting the Proposed
Standard Is Achievable, Verifiable,
Enforceable and Legally Defensible

A flavor capsules in cigarettes product standard is technically feasible, scientifically
verifiable, enforceable, and legally defensible. It is supported by existing regulatory
frameworks, scientific tools for verification, and enforcement infrastructure and judicial
precedent. Such a standard directly supports global tobacco control goals, including Parties’
obligations under the WHO FCTC, particularly Article 9 (regulation of the contents of
tobacco products) and Article 13 (tobacco advertising, promotion and sponsorship).[9]

Technically feasible

Flavor capsule technology is an engineered design feature developed by the tobacco industry
to enhance the sensory experience of smoking, primarily through flavor delivery and
consumer interactivity.[4] Tobacco industry patents, including Philip Morris International’s
(PMI) US11700877B2, describe how capsules are designed to preserve and release flavors
like menthol to create an intensified sensory “burst” when crushed.[145]

These design features are non-essential to product function and require only that
manufacturers not add these features during manufacturing, making a product
standard that prohibits flavor capsules technically feasible.

Numerous countries and jurisdictions across the globe, including both high-income and
low- and middle-income countries, have already adopted a flavor capsules in cigarettes
product standard. Regulatory approaches vary but include prohibition of flavor capsules
either explicitly or implicitly through bans on characterizing flavors or flavor additives, and
restrictions on components or technical features that enable flavor modification (Table

1). The diversity of approaches demonstrates that the product standard can be adapted to
different regulatory contexts and product definitions.

Scientifically verifiable

Compliance with a flavor capsule prohibition can be verified through packaging and
physical product examination. In many cases, the presence of a capsule can be identified
through straightforward visual inspection, as manufacturers often indicate capsule features
on the package or the tipping paper. If further verification is needed, regulators can
physically examine the filter by opening it to confirm the presence or absence of capsule
units.

These methods demonstrate that regulatory authorities can objectively and
reproducibly determine whether cigarettes contain prohibited flavor capsules or
flavor-delivery features. Importantly, these verification methods do not require
extensive laboratory testing facilities or expertise.

Enforceable

Evidence from multiple countries and jurisdictions demonstrates that compliance
monitoring and enforcement of flavor capsule product standards are feasible and fairly
straightforward. Regulators can use a wide range of approaches, such as conducting
inspections, sampling and examining packages and cigarette sticks, issuing warning letters,
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seizing noncompliant products, and prosecuting noncompliant companies.

In the EU and UK, regulatory authorities have enforced flavor bans by identifying and
removing noncompliant products, including capsule cigarettes.[146,147] In the U.S., the
Food and Drug Administration (FDA) has exercised its enforcement authority by issuing
warning letters to companies marketing flavored capsule cigarettes in violation of the
characterizing flavor regulations.[148] Unlike the federal law, California’s flavor ban
includes menthol, and state authorities have further strengthened enforcement by targeting
implied flavor marketing. Regulatory authorities found that some products violated the
law because their packaging and promotional materials continued to communicate that the
products had a characterizing flavor.[149] To close regulatory loopholes, California
amended its law to expand the definition of characterizing flavor to include
“cooling sensation” and to create a list of all tobacco products that are unflavored
and legal to sell in California.[150] Retail-level enforcement has also proven successful.
In San Francisco (where a flavor ban was in effect prior to the California statewide policy),
compliance was only 17% following initial education about the law and listening sessions,
but rose to 80% after routine inspections, which included the possibility of citations.[151]
This illustrates the importance of consistent oversight and accountability mechanisms.

Several countries explicitly codify enforcement powers in their tobacco control legislation.
For example, Antigua and Barbuda empowers authorized officers to collect samples of
tobacco products, their components, and packaging from any business, and to submit them
for laboratory testing to assess compliance with flavor restrictions.[152]

These examples demonstrate that regulators can use a variety of approaches to monitor
compliance with and enforce a product standard banning flavor capsules, including, but not
limited to visual inspection of the product, surveillance of packaging and marketing claims,
and penalties for noncompliance.

Legally defensible

Multiple court decisions across different jurisdictions have upheld regulatory actions
prohibiting flavor capsule cigarettes, affirming that governments have the authority to act
in the interest of public health. The following two examples of litigation are summarized by
the International Legal Consortium of the Campaign for Tobacco-Free Kids.

« Germany (2012): File number 5 A 206/11: “The Federal Office of Consumer Protection
and Food Safety denied a tobacco company’s request to sell a cigarette that contained a
menthol capsule that releases a burst of flavor whenever the smoker crushes the capsule
during smoking. The tobacco company appealed the government decision. In this
decision the court upheld the agency’s denial. The court found that the flavor capsules
violated the principle of the Framework Convention on Tobacco Control that the
attractiveness of tobacco products should not be increased by novel products. The court
found that the effect of the releasing the refreshing flavor on demand encourages the
smoker to remain dependent. Additionally, occasional smokers or young smokers may
become addicted to cigarettes with the flavor capsule where they would otherwise be
discouraged by the harsh and unpleasant tobacco taste. The court found that cigarettes
with flavor capsules are more hazardous than conventional cigarettes, and upheld the
ban.”[153]

« Sri Lanka (2023): Ceylon Tobacco Company PLC v. National Authority on Tobacco
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and Alcohol, C.A. 21/2023, Court of Appeal: “The National Authority on Tobacco

and Alcohol (NATA) filed complaints in the districts of Matara, Anuradhapura,

and Colombo alleging the sale of certain flavored tobacco products (Dunhill Switch
cigarettes; Dunhill Double Capsule; and John Player Gold Fro Cool Cigarettes) violated
the National Authority on Tobacco and Alcohol Act, No. 27 of 2006, which expressly
prohibits the manufacture, distribution, or sale of flavored cigarettes. The court
mandated the cessation of sales for these products. Ceylon Tobacco Company appealed
the decision, requesting interim orders suspending the decision. The Court denied the
request for interim orders, instructing NATA to proceed.”[154]

These rulings reinforce that courts have recognized the legitimacy of regulatory efforts to
prohibit flavor capsules in cigarettes, particularly because these features increase product
attractiveness, undermine cessation, and encourage youth uptake.
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Unintended Consequences

While a flavor capsules in cigarettes product standard is expected to yield significant public
health benefits, unintended consequences may arise, and anticipating these can help guide
implementation and complementary policy actions.

Product Substitution

Although a flavor capsules in cigarettes product standard is expected to reduce product
appeal, some individuals may switch to non-capsule cigarettes or other combustible
tobacco products that could contain flavor capsules or similar flavor-delivery features. In
response to the standard, manufacturers may also begin manufacturing and marketing
other combustible tobacco products to provide consumers with options for substitution.
Jurisdictions may consider extending comparable regulatory approaches to other relevant
product categories, where appropriate, to minimize opportunities for product substitution
and maintain the intended public health impact. Coupling the product standard with
increased cessation support efforts may further prevent product substitution.

lllicit Channels

Available evidence does not indicate that national policies banning flavored tobacco
products have resulted in increased illicit trade.[130-132] However, in response to a flavor
capsules in cigarettes product standard, some individuals may attempt to obtain flavor
capsule products through illegal or informal sources, particularly in settings with weak
enforcement capacity, limited retailer oversight, or easy access through cross-border trade
or online sales. These risks can be addressed through broader measures to combat illicit
tobacco trade, including those outlined in the WHO FCTC Protocol to Eliminate Illicit Trade
in Tobacco Products.[155] This treaty calls for securing the supply chain through tracking
and tracing systems, strengthening dissuasive law enforcement measures, and a suite of
measures to facilitate international cooperation.[155]

Overall, while a flavor capsules in cigarettes product standard is expected

to produce substantial public health benefits, regulators should anticipate
potential unintended consequences such as product substitution and attempts
to access banned products through informal or illicit channels. These risks can
be minimized through strong enforcement, coverage of capsule accessories,
and complementary regulatory measures, alongside strengthened supply-chain
controls consistent with the WHO FCTC Protocol to Eliminate Illicit Trade in
Tobacco Products.
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Loopholes To Address

Despite industry claims of compliance with flavor regulations,[156,157] mounting evidence
shows that the tobacco industry actively seeks to circumvent regulatory measures.[158-160]
Ensuring that these potential loopholes are addressed during product standard development
and implementation can help preserve the intended public health impact of a flavor capsules
in cigarettes product standard.[161]

Flavor Accessories

A major loophole, if not explicitly addressed, is the continued sale of flavor accessories,

such as capsules/crush balls, as well as flavor cards, drops, sprays, and other products that
allow consumers to add flavor to cigarettes.[162-164] Individuals might turn to these flavor
accessories to sustain their use of flavor capsule cigarettes or maintain similar sensory
experiences.[115,162,165] If these accessories are not covered by the standard, they may
continue to circulate legally and undermine the effectiveness of the policy.

Marketing of such accessories has been documented in countries where flavor bans were
implemented, but regulations did not explicitly address accessories. For example, in
Canada, the EU, and the UK, the timing of marketing campaigns for flavor accessories
closely aligned with the implementation of the menthol cigarette bans.[159,160,166] A
study in the Netherlands, analyzing NielsenIQ sales data, found a 10% surge in the volume
of flavor accessories from one year before to one year after the menthol ban.[163] These
workarounds have proven effective, particularly among young people. Reported use of
menthol cigarettes after these bans has been largely attributed to use of menthol accessories,
including capsule accessories.[115,129,130,163,167] For instance, an International Tobacco
Control Policy Evaluation (ITC Project) study found that among youth in England and
Canada who smoked in the past 30 days, 34.5% and 30.9%, respectively, reported using
menthol flavor accessories, including menthol crush balls, menthol cards, or liquid menthol
drops, after menthol bans were implemented.[115] The same study found that youth who
used menthol accessories were significantly more likely to purchase their usual cigarette
brand online, compared with youth who smoked non-menthol cigarettes.[115] This is
consistent with other findings showing that online platforms are a major channel for
distribution of these accessories, many of which offer brands that are produced by the
tobacco industry.[159,168] Similarly, another ITC study found that 32.1% of adults who
smoked menthol cigarettes in England prior to the ban reported use of menthol accessories,
including capsules, after the ban, likely undermining the ban’s effectiveness.[167]

Flavor accessories have grown in popularity globally even in jurisdictions without flavor
restrictions. In a review of the availability of flavor accessories from online shops across
eight countries (Brazil, India, Italy, Singapore, South Africa, Switzerland, the UK, and

the U.S.), flavor capsules were reported most frequently and in all countries.[164] In a
study among a U.S. sample of adults who smoke menthol cigarettes, menthol filter capsule
accessories emerged as the most commonly endorsed substitute product if menthol
cigarettes were banned.[169] Another study among youth in the U.S. also found that flavor
capsules were the most familiar type of accessory.[165]

Digital marketing, especially on social media, can further amplify the reach and appeal of
these accessories. An analysis of TikTok videos posted worldwide between 2021-2023
revealed significant promotion and viewership of videos showcasing injectable, “do-it-
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yourself” flavor capsules that come in several flavors, including fruit, menthol or mint, and
nonalcoholic and alcoholic beverage flavors.[94] Another TikTok content analysis study
focused on videos posted between 2018-2023 related to menthol and flavor bans found

that videos that depicted policy circumvention strategies, including flavor capsule injection
devices (13.3% of 609 videos), accounted for a substantial share of policy-related content
and received disproportionately high engagement, representing 66.6% of all views and
31.4% of all likes.[170] These findings raise concerns about youth exposure to flavor capsule
accessories and highlight the growing role of digital platforms in facilitating awareness,
promotion, and informal distribution of products designed to circumvent flavor restrictions.

Other Flavor Capsule Tobacco Products

Another potential loophole is the marketing of other combustible tobacco products
containing capsule technologies, which in some jurisdictions have been introduced
following cigarette flavor restrictions. For instance, in the UK, cigarette-like cigarillos
containing capsules were introduced around the time of the menthol (including capsules)
cigarette ban to bypass the regulation.[80] Similar products have been observed globally.
For example, flavor capsule cigars have been identified in the Philippines[30] and flavor
capsule heated tobacco products are available for sale in countries such as the Republic of
Korea.[171] While the primary scope of this report focuses on cigarettes, jurisdictions may
consider whether extending comparable provisions to other products is appropriate to
prevent substitution.

Product Reformulation

In jurisdictions where flavor additives remain permitted at certain levels (e.g., as long as
they do not impart a ‘characterizing flavor’), manufacturers may reformulate products

using lower levels of menthol or other flavorings or using alternative additives that still
have sensory effects such as synthetic cooling agents. For example, in response to the
restriction on menthol characterizing flavors in cigarettes in California and Massachusetts,
“non-menthol” cigarettes that contained synthetic coolants and other flavor chemicals
emerged in the market, including many with capsules.[101,172] Similar products have

also been observed after menthol restrictions in the EU and UK.[158,159] Many of these
products were eventually deemed to be noncompliant with the policies.[149] However,
strengthening policy definitions and considering approaches that completely ban additives
at any level that have flavor or sensory effects, such as those that activate the TRPMS8
cooling receptor, may help to prevent such exploitation of loopholes and maximize intended
public health impact.[161] For instance, California strengthened its legislation by expanding
the definition of characterizing flavor to include “cooling sensation.”[150] The legislation
also requires the creation of a list of all tobacco products that are unflavored and legal to sell
in California.[150]

Capsules Without Flavor

Another loophole that has been observed is the introduction of capsule cigarettes that

do not contain flavoring substances, but that may still enhance product appeal through
interactivity or sensory effects. After a ban on menthol cigarettes in Canada, a capsule
cigarette product was marketed that appeared to contain water.[86] Explicitly prohibiting
capsule technologies regardless of capsule contents can help address this loophole.
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Other Filter Innovations

Tobacco companies have patented (although not marketed) other filter technologies

that may enable on-demand modification of flavor, airflow, nicotine, and other sensory
characteristics.[4,145] Policies that address other filter technologies can help prevent future
product innovation from undermining regulatory intent.

These examples highlight the importance of continued monitoring of products
containing flavor capsules or similar flavor-delivery and filter technologies to
prevent regulatory loopholes and reduce the potential for product substitution.
Loopholes to a flavor capsules in cigarettes product standard may be addressed by
(1) explicitly covering flavor capsules as an accessory, (2) applying the standard

to other combustible tobacco products, such as cigars and cigarillos, (3) banning
additives with flavor or sensory (e.g., cooling) properties at any level, and (4)
banning any technical features that allow modification of the product, including
capsules without flavor and other filter innovations.
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Maximizing the Public Health Benefits

Maximizing the public health benefits of a product standard can be achieved by:

Addressing industry circumvention and loopholes.

Implementing at the regional and/or national level to reduce cross-border regulatory
gaps.

Coupling with other product standards, such as those addressing nicotine, menthol, and
cooling additives, as well as other tobacco control measures of the WHO Framework
Convention on Tobacco Control and the Protocol to Eliminate Illicit Trade in Tobacco
Products.

Collecting and monitoring data on product use, product characteristics, sales trends,
compliance, and cessation behaviors to evaluate policy impact and inform ongoing
regulatory action.

Educating policymakers, retailers, the public, and other stakeholders about the purpose,
scope, and requirements of the standard.

Sharing lessons learned and country best practices to support effective policy
implementation and enforcement.
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Summary

The evidence reviewed in this report indicates that flavor capsules in cigarettes increase
product appeal, particularly among youth, and contribute to initiation and continued
tobacco use. This evidence also supports the development and implementation of a
product standard that bans flavor capsules in cigarettes. To maximize public health impact,
potential industry loopholes should be actively monitored and addressed to prevent
circumvention and preserve the intended effects of the policy. Experience from multiple
jurisdictions, including several low- and middle-income countries, demonstrates that such
a product standard is technically feasible, scientifically verifiable, enforceable, and legally
defensible, and can be associated with reductions in product availability and use when
implemented effectively. The public health impact of the standard will be strengthened
when implemented alongside complementary tobacco control measures, as well as education
and research efforts. Overall, these coordinated measures can reduce product appeal, limit
industry circumvention, and contribute to reductions in tobacco use and tobacco-related
morbidity and premature mortality.
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Appendix. Countries with an explicit or implicit flavor capsules in
cigarettes product standard

Products Covered Legislative Text

Country and How Flavor
Legislation

Capsules are
Regulated

(part of the tobacco
product and/or as an
accessory)

Relevant Definitions

Antigua and Ban on characterizing flavors

Barbuda
Tobacco Control = Ban on characterizing flavor
Act 2018 represented on packaging or

labeling

Ban on flavorings in
components or technical
features that allow the
modification of smell or taste

Flavor capsules part of the
tobacco product

Flavor capsules as an
accessory

Section 21(2):

“A person shall not manufacture, import,
distribute at wholesale, or sell a tobacco product
that —

(a) has a characterizing flavour or is
represented or is packaged or labelled as having
a characterizing flavour or being;

(b) contains a flavouring in any component or
any technical feature allowing modification of
the smell or taste of the tobacco product or its
smoke intensity; ...

(e) is represented or suggested, including
through words, images, pictures, symbols,
scents, or other signs or signals, as—

(1) having a characterizing flavour;

(ii) being flavoured...

Section 3:

“Flavouring means an additive that imparts,
modifies, or enhances, singly or in combination
with other ingredients, a taste or smell.”
“Component, with regard to a tobacco product,
means a part of a tobacco product, whether or
not sold separately from the tobacco product,
such as the paper, filter, plug wrap, and tube in
the case of a smoked product, and the portion
pouch in the case of a tobacco product that is not
smoked.”

“Characterizing flavour, with respect to tobacco
products, means a taste or smell, other than one
of tobacco, resulting from a natural or artificial
additive or a combination of additives, which

is noticeable before or during the consumption
of the tobacco product. Examples ... include....
menthol ... vanilla.”

«

Tobacco product” means any product entirely or
partly made from the leaf of the tobacco as raw
material which is manufactured to be used for
smoking, sucking, chewing or snuffing;
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Country and How Flavor
Legislation

Capsules are
Regulated

Products Covered
(part of the tobacco
product and/or as an

Legislative Text

Relevant Definitions

Australia

Public Health

(Tobacco and
Other Products)
Act 2023

Public Health
(Tobacco and
Other Products)
Regulations 2024

made under the
Public Health
(Tobacco and
Other Products)
Act 2023

Explicit ban on flavor cap-
sules

Ban on flavor additives

accessory)

Flavor capsules as part of a
tobacco product

Flavor capsules as an acces-
sory

Public Health (Tobacco and Other Products)

Public Health (Tobacco and Other Products) Act

Act 2023

Section 91(1): “A tobacco product accessory
must not alter, or be capable of altering, the fla-
vour or smell of a tobacco product with which
it is used.”

Section 91(2) Note: “Examples of tobacco prod-
uct accessories covered by this section are: (a) a
flavoured filter tip designed or intended for use
with roll-your-own tobacco; or (b) a flavour
card or capsule designed or intended to infuse
a tobacco product with a flavour or smell.”

Public Health (Tobacco and Other Products)
Regulations 2024:

123 Tobacco products- prohibited devices: “For
the purposes of section 88 of the Act, a tobacco
product must not contain any device that is ca-
pable of altering the flavour, smell or intensity
of the product, including any card, capsule,
bead or mouthpiece. Example: A ‘crush ball
or ‘flavour bead’ in a cigarette that is designed
or intended to impart a flavour when crushed is
not permitted”.

For the purposes of subsection 87(1) of the Act,
a tobacco product must not contain any ingre-
dient set out in the following table. Additives
that have flavouring properties or that
enhance flavour (except an ingredient listed
in the table in section 122) An additive is cov-
ered by this table item whether the additive: (a)
acts naturally or only upon combustion; or (b)
acts independently or only in combination with
one or more other ingredients; or (c) acts by
independently enhancing flavour or by masking
other flavours... 9) Menthol and menthol
derivatives, including but not limited to: (a)
I-menthol; and (b) I-menthone.

2023

‘Tobacco product’ means the following designed
or intended for human consumption or use:

(a) processed tobacco in any form;

(b) a product that contains tobacco as an ingre-
dient.

Section 10(1)(e)

‘Tobacco product accessory’ means... a card,
capsule, bead or other device that is designed or
intended to alter the flavour, smell or intensity
of a tobacco product (except such a device that is
part of a tobacco product).”
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Brazil Ban on flavor additives
ANVISA Reso-
lution No. 14 of

March 15,2012

Cabo Verde
Law
No. 8/X/2022 (16

May 2022)

Explicit ban on flavor cap-
sules

accessory)

Flavor capsules part of the
tobacco product

Flavor capsules part of the
tobacco product

Art. 6:

It is prohibited to import or sell in Brazil tobac-
co products that contain:

I - synthetic and natural substances in any form
with flavoring properties that can impart,
intensify, modify or enhance the flavor of the
product, including additives identified as flavor-
ing agents;

II - processing aids for flavorings; ...

VII - sweeteners, honey, molasses or any other
substance that can impart a sweet flavor ...

VIII - seasonings, herbs and spices ...

Art. 3:

V - Flavoring agents’

IX - Flavor’

Article 15(2)

“It is prohibited to manufacture, import and
place on the market tobacco products contain-
ing flavourings in any of their components
such as filters, papers, packages, capsules, or
any technical feature allowing modification of
the smell or taste of the tobacco products; and
filters, papers and capsules shall not contain
tobacco or nicotine.”

Art. 3:

‘Additive’: any substance or compound that is
not tobacco or water, used in the processing of
tobacco leaf and reconstituted tobacco, including
sugars, sweeteners, flavoring agents and ame-
liorants;

‘Flavoring agents”: substances that impart, modi-
fy, enhance or intensify flavor;

‘Flavor’: substance that imparts, modifies, im-
proves or intensifies taste and aroma;

‘Tobacco derivative smoking product’: prod-

uct manufactured from tobacco, intended for
smoking.

Art 2.

(d) Characterizing flavor-term ‘characterizing
flavor’ means a clearly noticeable smell or taste
other than one of tobacco, resulting from an
additive or a combination of additives, including,
but not limited to, fruit, spice, herbs, alcohol,
candy, menthol or vanilla, which is noticeable
before or during the consumption of the tobacco
product; Ingredient- The term ‘ingredient’ means
tobacco, an additive, or any substance or element
present in a finished tobacco product or related
product, including paper, filter, ink, capsules,
and adhesives
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Canada
Tobacco and Vap-

ing Products Act

The Republic of
the Congo
Order No. 2853 of

May 31, 2022

Ban on flavor additives

Explicit ban on flavor cap-
sules

Ban on characterizing flavors

Ban on elements that resem-
ble a fruit or characterizing
flavor represented on pack-
aging, labeling, or cigarette
itself.

Ban on characterizing flavors
in components or technical
features that allow the modi-
fication of smell or taste.

accessory)

Flavor capsules part of the
tobacco product

Flavor capsules part of a
cigarette

Flavor capsules as an acces-
sory

Prohibition — sale

5.2 No manufacturer shall sell a tobacco product
set out in column 2 of Schedule 1 that contains
an additive set out in column 1.

Schedule 1, Item 1 (applies to cigarettes, some
cigars and blunt wraps):

Additives that have flavouring properties or
that enhance flavour, including

(a) additives identified as flavoring substanc-

es in column 1 of Table 1 of the Common
Ingredients Nomenclature of the International
Cosmetic Ingredient Dictionary and Handbook;
(b) additives that produce a smell or taste other
than tobacco, including — but not limited

to — smells or tastes of spices, herbs, alcohol,
flowers, or fruit; and

Schedule 1, Item 1.2 (applies to all tobacco
products except those for export): menthol,
including I-menthol, and menthone, including
I-menthone.

Section II: Ban

Article 3: The placing on the market of tobacco
products with characterizing flavors in one
of their components, such as filters, paper,
packaging, and capsules, or any technical fea-
tures allowing modification of the smell or taste
of concerned tobacco products, is prohibited.
Article 4: The labeling of unit packets and any
outside packaging and the cigarette itself
may not contain any element or feature that
resembles a fruit or that contains or refers to a
fruity taste or characterizing flavor.

Article 5: The manufacturing, distribution,
sale, possession, or giveaway, inter alia, of the
following are prohibited:

- Flavor capsule cigarettes (with beads or
convertibles, depending on the name) and
cigarettes with characterizing flavors

Article 6: The ban in Article 5 above does not
preclude the use of individual additives, provid-
ed that they do not produce such flavors.

Section 2:

Tobacco product means a product made in whole
or in part of tobacco... It includes papers, tubes
and filters... a device... necessary for the use of
that product and the parts that may be used with
the device.

Art2

Capsules: Flavored capsules or beads integrated
into the cigarette filter or in the cigarette;
Cigarette: Roll of tobacco that may be consumed
by a burning process;

Characterizing flavor: A clearly noticeable smell
or taste other than one of tobacco, resulting from
an additive or a combination of additives, includ-
ing but not limited to fruit, spice, herbs, alcohol,
candy, vanilla, and others, that is noticeable
before or during consumption of the tobacco
product

Flavor: Additive conferring a smell and/or taste;
Ingredient: Tobacco, an additive, and any other
substance or any other element present in the
cigarette or in related products, including paper,
filter, ink, capsules, and adhesives
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Ethiopia

Food and Medi-
cine Administra-
tion Proclamation
No. 1112/2019

European Union
(27 Member
States)

Directive
2014/40/EU
Tobacco Products
Directive

Mauritania
Law No. 2018-

020 Concerning
the Production

Importation,
Distribution

Sale, Advertising,
Promotion and

Consumption of
Tobacco and its
Products

accessory)

Flavor capsules part of a
tobacco product

Ban on characterizing flavors

Ban on flavorings in compo-
nents or technical features
that allow the modification of
smell or taste

Explicit ban on flavor cap-
sules

Flavor capsules part of a
cigarette or heated tobacco
product

Ban on characterizing flavors

Ban on flavorings in compo-
nents or technical features
that allow the modification of
smell or taste

Flavor capsules part of a
tobacco product

Ban on ingredients that im-
prove the taste

No person shall manufacture, import, whole-
sale, distribute, sell, or offer for sale any tobacco
product that

(a) has a characterizing flavor, whether or
not the product packaging indicates that the
product has a characterizing flavor’

(b) contains a flavoring in any of its compo-
nent, or the packaging, wrapping or any tech-
nical feature of the product allowing modifica-
tion of the smell or taste of the product.

Article 7(1): “Member States shall prohibit the
placing on the market of tobacco products with
a characterising flavour.”

Article 7(7): “Member States shall prohibit

the placing on the market of tobacco products
containing flavourings in any of their compo-
nents such as filters, papers, packages, capsules
or any technical features allowing modification
of the smell or taste of the tobacco products
concerned or their smoke intensity.”

Article 7(8): “Filters, papers and capsules shall
not contain tobacco or nicotine.”

Article 13: Use of ingredients

It is prohibited to use the following ingredients:
- Ingredients that can improve the taste of
tobacco products

“Characterizing flavor” means a taste or smell,
other than one of tobacco, resulting from a
natural or artificial additive or a combination

of additives, including, but not limited to fruit,
chocolate, vanilla, honey, candy, cocoa, men-
thol, alcohol, spice or herbs, which is noticeable
before or during the consumption of the tobacco
product.

“Tobacco product” means a product entirely or
partly made of the leaf tobacco as raw material
which are manufactured to be used for smoking,
sucking, chewing, or snuffing;

Article 2(36):

“Ingredient’ means tobacco, an additive, as well
as any substance or element present in a finished
tobacco product or related products, including
paper, filter, ink, capsules and adhesives.”
Article 2(24-25):

- “Flavouring’ means an additive that imparts
smell and/or taste.”

- “Characterising flavour’ means a clearly no-
ticeable smell or taste other than one of tobacco,
resulting from an additive or a combination of
additives, including, but not limited to, fruit,
spice, herbs, alcohol, candy, menthol or vanilla,
which is noticeable before or during the con-
sumption of the tobacco product.”

Art 3:

Ingredient: any substance other than the leaves
and other natural or untransformed or unpro-
cessed parts of the tobacco plant used in the
manufacture or preparation of a tobacco product
and still present in the finished product, even in
modified form, including the paper, filter, inks
and glues;

Tobacco product: a product made entirely or
partially from leaf tobacco as its raw material,
and intended to be smoked, sucked, chewed or
sniffed.
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Capsules are

Country and
Legislation
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Mauritius
Public Health
(Restrictions on
Tobacco Prod-

ucts) Regulations

2022

Ban on characterizing flavors

Ban on characterizing flavors
which may be activated by
the user at the time of con-
sumption

Ban on representation of
flavor on packaging, labeling,
or via descriptors such as
“flavoured” or “menthol”

accessory)

Flavor capsules part of a
tobacco product

(4) No person shall manufacture, import, dis-
tribute, sell or offer for sale in Mauritius — (f) a
tobacco product with a characterising flavour
(1) No person shall import, sell, offer to sell or
distribute a tobacco product in a package — (b)
which displays any wording such as “mild”, “low

tar”, “light”, “slim”, “ultra-light”, “smooth”, “nat-

ural’, “flavoured”, “menthol”, “extra”, “ultra”, or
any other written term, descriptor, figurative,
symbol, colour, number, or other sign that,
directly or indirectly, creates the impression
that a particular tobacco product is less harmful
than other tobacco products or that is, in any
manner, false, misleading, deceptive or likely to
create an erroneous impression of the charac-
teristics, health effects, hazards or emissions of
that product.

“Characterising flavour” -

(a) means a clearly noticeable smell or taste,
other than that of tobacco, resulting from an
additive or a combination of additives, including,
but not limited to, fruit, spice, herbs, alcohol,
candy, menthol or vanilla, which is noticeable
before or during the consumption of the tobacco
product; and

(b) includes a taste or smell which may be acti-
vated by the user at the time of consumption;
“Ingredients” mean tobacco and any other
component of the tobacco product, including
paper, filter, ink, capsules, adhesives, additives,
processing aids, any chemical or other substance,
including residual substances from manufacture
or packaging, which may be found in a tobacco
product

“Tobacco product’- (a) means any product com-
posed, in whole or in part, of —

(1) tobacco, including tobacco leaves or any
extract; or (ii) any mixture containing tobacco;
and (b) includes -

(i) cigarettes, bidis, cigars, cigarillos, little cigars,
smokeless tobacco, Roll-Your-Own tobacco,
pipe tobacco, waterpipe tobacco, green tobacco,
leaf tobacco, heated tobacco products, cigarette
papers, tubes or filters; and (ii) electronic nic-
otine delivery systems, electronic non-nicotine
delivery systems and other products containing
nicotine and devices used for their consumption
that may be used, manufactured or marketed to
replace or imitate tobacco products; but (c) does
not include any product authorised for marketing
and sale in Mauritius as a nicotine replacement
therapy;
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Moldova
Law No. 278-XVI

on Tobacco Con-

trol (as amended)

Niger
Ministry of Trade

and Private
Sector Promotion

Order No. 082 of
October 9, 2017

Prohibiting the

Import, Distribu-
tion and Sale of

Tobacco Prod-

ucts Containing
Flavors

Nigeria

Nigerian Indus-
trial Standard
(NIS) 463:2018,
Standard for
Tobacco and
Tobacco Products

- Specifications
for Cigarettes

Explicit ban on flavor cap-

sules

Ban on characteristic flavor

Ban on flavorings in compo-
nents or technical features
that allow the modification of

smell or taste

Ban on flavors, except for

menthol

Ban on characterizing flavors

accessory)

Flavor capsules as part of a
cigarette

Flavor capsules as part of
a tobacco product except
those with a menthol flavor

Flavor capsules as part of a
cigarette

Art 11. Regulation of ingredients

(1) Placement on the market of tobacco prod-
ucts with characteristic flavor is prohibited.
The use of additives essential to the manufac-
ture of tobacco products is allowed, provided
the respective additives do not impart to the
product a characteristic flavor.

(4) It is prohibited to place on the market
tobacco products containing flavorings in any
of their component parts, such as filter, paper,
packaging, capsules, or any technical features
allowing modification of the smell or taste of
the tobacco products concerned or their smoke
intensity.

Art3
The importation, distribution and sale of tobac-
co products containing flavor is prohibited.

Art 4.7

Characterizing flavors shall not be used in
the manufacture of cigarettes. These do not
include use of additives which are essential for
the manufacture of tobacco products e.g., sugar
to replace sugar that is lost during the curing
process if they do not result in a product with a
characterizing flavor.

Art2

“Flavoring” means an additive that imparts smell
and/or taste;

“Characteristic flavor” means a clearly noticeable
smell or taste other than one of tobacco, result-
ing from an additive or a combination of addi-
tives, including, but not limited to, fruit, spice,
herbs, alcohol, candy, menthol or vanilla, which
is noticeable before or during the consumption
of the tobacco product.

“Tobacco products” means products that can be
consumed and consist, even partly, of tobacco,
whether genetically modified or not

Art 1

Flavor: a taste or smell, other than that of to-
bacco, derived from an additive or combination
of natural or artificial additives, especially fruit,
spices, herbs, alcohol, confectionery, chocolate or
vanilla; identifiable before or during the con-
sumption of a tobacco product with the excep-
tion of menthol

Tobacco products: products intended to be
smoked, sniffed, sucked, chewed or snuffed, in
provided they are made of tobacco.

Art3

“Characterising flavour”: a clearly noticeable
smell or taste other than one of tobacco, result-
ing from an additive or combination of additives,
including but not limited to fruit, spice, herbs,
alcohol, candy, menthol or vanilla which is
noticeable before or during the consumption of
tobacco.
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Senegal
Decree No. 2016-

1008 concerning

the implementa-
tion of Law No.

2014-14 of March

28,2014 concern-

ing the manufac-
ture, packaging,

labeling, sale and
use of tobacco

Sierra Leone
Tobacco and
Nicotine Control
Act, 2022

Sri Lanka
Prohibited To-
bacco Products

Regulations, No.
1 of 2016

accessory)

Ban on characteristic aromat-
ic agents

Flavor capsules as part of a
tobacco product

Ban on aromatic agents in
components or technical fea-
tures that allow the modifica-
tion of smell or taste

Flavor capsules as part of a
tobacco product

Ban on characterizing flavors

Ban on flavored or sweet-
ened cigarettes that contain
tobacco

Flavor capsules as part of a
cigarette

Art 4.- No one may import, distribute or sell in
Senegal any tobacco product containing:

- any characteristic aromatic agent, whether
or not it is indicated on the packaging of the
product;

- any aromatic agent in a component or
technical feature that makes it possible

to modify the scent or flavor of a tobacco
product

43. (I) A person shall not manufacture import,
distribute or offer for sale any tobacco, tobacco
product or other nicotine products that

(a) has a characterizing flavour

No person shall manufacture, import, sell or
offer for sale any tobacco product specified in
Schedule I and II hereto... a) any flavoured,
coloured or sweetened cigarette that contains
tobacco.

Art 1.

“Aromatic agent”: an additive that confers, mod-
ifies or improves a flavor or scent, by itself or in
conjunction with other ingredients.
“Characteristic aromatic agent”: a taste or scent,
other than that of the tobacco, coming from an
additive or a combination of natural or artificial
additives, particularly those derived from fruits,
spices, aromatic plants, alcohol, sweetening ele-
ments, menthol, chocolate or vanilla, and which
is identifiable prior to or during the consumption
of the tobacco product.

Tobacco products (as defined in Law No. 2014-
14 Concerning the Manufacture, Packaging,
Labeling, Sale and Use of Tobacco): any prod-
ucts manufactured entirely or partially from leaf
tobacco as its primary material, and intended to
be smoked, sniffed, sucked, or chewed;

Art 1

“Tobacco product” means a product composed
in whole or in part of tobacco including tobac-
co leaves or an extract of tobacco leaves or a
mixture containing tobacco, and includes - (i)
cigarettes cigars, cigarillos, smokeless tobacco,
roll-your-own tobacco, pipe tobacco, water-pipe
tobacco, green tobacco, leaf tobacco heated to-
bacco, product cigarette paper tube or filter and
(ii) electronic nicotine delivery systems elec-
tronic non-nicotine delivery systems and other
products containing nicotine and devices used,
manufactured or marketed to replace or imitate
tobacco or nicotine:

None found.
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https://assets.tobaccocontrollaws.org/uploads/legislation/Sierra%20Leone/Sierra-Leone-TC-Act-2022-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Sierra%20Leone/Sierra-Leone-TC-Act-2022-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Sierra%20Leone/Sierra-Leone-TC-Act-2022-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Sri%20Lanka/Sri-Lanka-Prohibited-Products-Regs-2016.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Sri%20Lanka/Sri-Lanka-Prohibited-Products-Regs-2016.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Sri%20Lanka/Sri-Lanka-Prohibited-Products-Regs-2016.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Sri%20Lanka/Sri-Lanka-Prohibited-Products-Regs-2016.pdf

Country and
Legislation

Products Covered
(part of the tobacco
product and/or as an

How Flavor
Capsules are
Regulated

Legislative Text

Relevant Definitions

Tiirkiye
Regulation on the

Procedures and
Principles Related

to the Production
Methods, Label-
ing and Surveil-
lance of Tobacco
Products

Uganda
Tobacco Control
Regulations, 2019

(S.I. 2019 No. 66)

accessory)

Flavor capsules as part of a
cigarette

Explicit ban on flavor cap-
sules

Ban on characterizing flavors

Ban on flavor additives in
components or technical fea-
tures that allow the modifica-
tion of smell or taste

Ban on brand and distin-
guishing mark that refers to
taste, scent, flavor additive or
lack there of

Explicit ban on flavor cap-
sules

Flavor capsules as part of a
tobacco product

Ban on flavored tobacco
products

Ban on any technical features
that allow the release or
modification of smell or taste

Ban on representation of
flavor delivering mechanisms
including flavor capsules on
packaging or labeling

Art9

(1) Cigarettes and crushed rolling tobacco with
characterizing flavor cannot be supplied to
the market.

(3) Any cigarette and crushed rolling tobacco
product containing a flavor additive with
any technical properties that provides a
change in the smell flavor or smoke density
with components like filters, paper, packet,
capsule, etc. cannot be supplied to the market.
Filters paper and capsules do not contain tobac-
co or nicotine.

Art 11

The brand and distinguishing mark shall not in-
clude features that: d) Refer to taste, scent, any
flavor additive or other additive substances or
absence thereof.

Art7

A person shall not import, manufacture, dis-
tribute, sell or offer for sale in Uganda—

(a) a flavoured tobacco product,

(b) a tobacco product that has any technical
feature that allows the release or modifi-
cation of the smell or taste of the tobacco
product or the smoke intensity of the tobacco
product, by the consumer,

(c) a tobacco product that has flavour deliv-
ering mechanisms including filter flavour
capsules, granules and flavour threads.

(f) a tobacco product where words, pictures,
images or symbols on the package or labels of
the tobacco product represent or imply that the
tobacco product

(i) is a flavoured tobacco product, has techni-
cal feature that allows the release or mod-
ification of the smell or taste of the tobacco
product by the consumer,

(iii) has flavour delivering mechanisms
including filter flavour capsules, granules and
flavour threads.

Art4

“Flavor additive” means any additive that adds
scent and/or flavor.

“Characteristic flavor” means the scent or flavor
noticed before or during the use of tobacco prod-
ucts that can be distinguished from the tobacco’s
own flavor originating from an additive such as
but not limited to fruit, spices, herbs, alcohol,
sugar, menthol or vanilla.

Art2

“Flavoured tobacco product” means a tobacco
product which has a taste or smell, other than
the taste or smell of tobacco, such as fruit, spice,
herb, alcohol, candy, menthol, mint, chocolate
or vanilla, and includes a taste or smell that is
activated by the consumer at the point of con-
sumption.
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https://assets.tobaccocontrollaws.org/uploads/legislation/Turkey/Turkey-2019-Regs.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Turkey/Turkey-2019-Regs.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Turkey/Turkey-2019-Regs.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Turkey/Turkey-2019-Regs.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Turkey/Turkey-2019-Regs.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Turkey/Turkey-2019-Regs.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Turkey/Turkey-2019-Regs.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Turkey/Turkey-2019-Regs.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Uganda/Uganda-TC-Regs-2019-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Uganda/Uganda-TC-Regs-2019-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Uganda/Uganda-TC-Regs-2019-native.pdf

Country and
Legislation

Products Covered
(part of the tobacco
product and/or as an

How Flavor
Capsules are

Regulated

Legislative Text

Relevant Definitions

Ukraine

Law No. 1978-1X
on Amendments
to Certain Laws
of Ukraine on
Public Health
Protection from
Harmful Effects of
Tobacco

United
Kingdom

The Tobacco and
Related Products

Regulation

United States
Family Smoking
Prevention and
Tobacco Control
Act, Public Law

111-31, June 22,
2009

accessory)

Explicit ban on flavor cap-
sules

Flavor capsules as part of a
cigarette

Ban on characterizing flavors

Ban on any technical features
that allow the release or
modification of smell or taste

Ban on representation of
taste, smell, flavor, additives
on packaging or tobacco
product itself

Explicit ban on flavor cap-
sules

Flavor capsules as part of a
cigarette

Ban on characterizing flavors
Ban on technical features that

allow the modification of
smell or taste

Ban on characterizing flavors
except for menthol

Flavor capsules as part of a
cigarette except those with
a menthol characterizing
flavor

Production (except for production for export),
wholesale and retail trade and import for sale
on the territory of Ukraine is prohibited for:

3) tobacco products with the use on their pack-
aging or on the tobacco products themselves of
any elements or features (texts, symbols, names,
images or other features) that: inform about the
taste, smell, any flavor or other additives or
their absence;

4) cigarettes and tobacco for roll-your-own
cigarettes with a characteristic smell and/or
taste of smoke

6) cigarettes and tobacco for roll-your-own
cigarettes containing flavor additives in any of
the components, such as filter, paper, packag-
ing, capsule, or having any technical character-
istics that allow to change the smell or taste of
cigarettes, tobacco for roll-your-own cigarettes
or smoke intensity

Regulation 15(1): “No person may produce or
supply cigarettes or hand rolling tobacco with a
characterising flavour.”

Regulation 15(2): “No person may produce or
supply cigarettes or hand rolling tobacco with—
(a) a filter, paper, package, capsule or other
component containing flavourings;

(b) a filter, paper or capsule containing tobacco
or nicotine;

(c) a technical feature allowing the con-
sumer to modify the smell, taste, or smoke
intensity of the product.”

A cigarette or any of its component parts
(including the tobacco, filter, or paper) shall
not contain, as a constituent (including a smoke
constituent) or additive, an artificial or natu-
ral flavor (other than tobacco or menthol) or
an herb or spice, including strawberry, grape,
orange, clove, cinnamon, pineapple, vanilla,
coconut, licorice, cocoa, chocolate, cherry, or
coffee, that is a characterizing flavor of the
tobacco product or tobacco smoke

Flavor additive is an additive to a tobacco prod-
uct that gives it a smell and/or taste;
Characteristic taste and flavor of tobacco prod-
ucts is a clearly perceptible smell or taste other
than the smell or taste of tobacco resulting from
the introduction of an additive or combination
of additives, including but not limited to fruit,
spices, herbs, alcohol, candy, menthol or vanilla
that can be recognized before or during the use
of a tobacco product

Regulation 2(1):

‘Ingredient’ means the tobacco, any additive, as
well as any other substance or element present in
a finished tobacco product or related product, in-
cluding paper, filter, ink, capsules and adhesives.”
‘Characterising flavour’ means a smell or taste
other than one of tobacco which is clearly no-
ticeable before or during the consumption of the
tobacco product and results from an additive or
combination of additives.

Additive: The term “additive” means any sub-
stance the intended use of which results or may
reasonably be expected to result, directly or
indirectly, in its becoming a component or oth-
erwise affecting the characteristic of any tobacco
product (including any substances intended for
use as a flavoring or coloring or in producing,
manufacturing, packing, processing, preparing,
treating, packaging, transporting, or holding)

Disclaimers: The information presented in this table reflects the authors’ interpretation of publicly available legislation and is provided for
informational purposes only; they do not constitute a legal analysis. This list may not be exhaustive and was compiled based on a review of policies

available in Tobacco Control Laws. In some jurisdictions (e.g., Brazil), relevant policies have been adopted but may not currently be in effect.
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https://assets.tobaccocontrollaws.org/uploads/legislation/Ukraine/Ukraine-Law-No.-1978-IX-of-2021.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Ukraine/Ukraine-Law-No.-1978-IX-of-2021.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Ukraine/Ukraine-Law-No.-1978-IX-of-2021.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Ukraine/Ukraine-Law-No.-1978-IX-of-2021.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Ukraine/Ukraine-Law-No.-1978-IX-of-2021.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Ukraine/Ukraine-Law-No.-1978-IX-of-2021.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Ukraine/Ukraine-Law-No.-1978-IX-of-2021.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/Ukraine/Ukraine-Law-No.-1978-IX-of-2021.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/England/England-Tobacco-Products-Regs-2016-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/England/England-Tobacco-Products-Regs-2016-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/England/England-Tobacco-Products-Regs-2016-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/United%20States/United-States-FSPTC-Act-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/United%20States/United-States-FSPTC-Act-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/United%20States/United-States-FSPTC-Act-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/United%20States/United-States-FSPTC-Act-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/United%20States/United-States-FSPTC-Act-native.pdf
https://assets.tobaccocontrollaws.org/uploads/legislation/United%20States/United-States-FSPTC-Act-native.pdf
https://www.tobaccocontrollaws.org/

References

1 Moodie C, Thrasher JF, Cho Y], et al. Flavour
capsule cigarettes continue to experience strong global
growth. Tob Control. 2019;28:595-6. doi:10.1136/
tobaccocontrol-2018-054711.

2 Thrasher JF, Islam F, Barnoya J, et al. Market share
for flavour capsule cigarettes is quickly growing,
especially in Latin America. Tob Control. 2017;26:468-
470. doi:10.1136/tobaccocontrol-2016-053030.

3 Kyriakos CN, Qi D, Chang K, et al. Global market
trends of flavor capsule cigarettes and menthol (non-
capsule) cigarettes: An ecological analysis using
commercial data across 78 countries, 2010-2020. Tob
Induc Dis. 2022;20:85. doi:10.18332/tid/153974.

4 van der Eijk Y, Teo KW, Tan GPP, Chua WM.
Tobacco industry strategies for flavour capsule
cigarettes: analysis of patents and internal industry
documents. Tob Control. 2023;32:e53-e61.
doi:10.1136/tobaccocontrol-2021-056792.

5 Kyriakos CN, Zatonski MZ, Filippidis FT. Flavour
capsule cigarette use and perceptions: a systematic
review. Tob Control. 2023;32(e1):e83-e94. doi:10.1136/
tobaccocontrol-2021-056837.

6 van der Eijk Y. It is time to ban flavor capsule
cigarettes. Tob Prev Cessat. 2022;8:22. doi:10.18332/
tpc/150334.

7 Delnevo CD, Giovenco DP, Villanti AC. Impact

of menthol capsule cigarettes on menthol and non-
menthol cigarette consumption in the USA, 2008-2020.
Tob Control. 2023 Nov;32(6):799-800. doi:10.1136/
tobaccocontrol-2022-057422.

8 Tobacco product regulation: basic handbook. Geneva:
World Health Organization; 2018.

9 World Health Organization. WHO Framework
Convention on Tobacco Control. 2003.

10 World Health Organization. WHO report on the
global tobacco epidemic 2021: Addressing new and
emerging products. Geneva, Switzerland: World Health
Organization; 2021.

11 Institute for Health Metrics and Evaluation. Global
Burden of Disease 2021: Findings from the GBD 2021
Study. Seattle, WA: Institute for Health Metrics and

Evaluation; 2024.

12 Ishida M, Sakai C, Kobayashi Y, et al. Cigarette
smoking and atherosclerotic cardiovascular disease. J
Atheroscler Thromb. 2024;31:189-200. doi:10.5551/jat.
RV22015.

13 Zhu X, Chen L, Yang X, et al. Global, regional,

and national trends in tobacco-induced cardiovascular
disease burden for 1990-2021 with projections to
2045: A comprehensive analysis based on the Global
Burden of Disease Study 2021. Tob Induc Dis. 2025;23
(May):63. doi:10.18332/tid/204008.

14 Le Foll B, Piper ME, Fowler CD, et al. Tobacco
and nicotine use. Nat Rev Dis Primers. 2022;8:19.
d0i:10.1038/s41572-022-00346-w.

15 World Health Organization. WHO global report on
trends in prevalence of tobacco use 2000-2030. Geneva,
Switzerland: World Health Organization; 2024.

16 GBD 2019 Tobacco Collaborators. Spatial, temporal,
and demographic patterns in prevalence of smoking
tobacco use and initiation among young people in

204 countries and territories, 1990-2019. Lancet

Public Health. 2021;6:e472-81. d0i:10.1016/S2468-
2667(21)00102-X.

17 Jawad M, Li W, Filippidis FT. Sociodemographic
inequalities in cigarette, smokeless tobacco, waterpipe
tobacco, and electronic cigarette use among adolescents
aged 12-16 years in 114 countries: A cross-sectional
analysis. Tob Induc Dis. 2024;22:1-8. doi:10.18332/
tid/191824.

18 Kotnowski K, Fong GT, Gallopel-Morvan K, et al.
The impact of cigarette packaging design among young
females in Canada: Findings from a discrete choice
experiment. Nicotine Tob Res. 2016;18(5):1348-56.
doi:10.1093/ntr/ntv114.

19 Grilo G, Lagasse LP, Cohen JE, et al. “It’s all About
the Colors:” How do Mexico City Youth Perceive
Cigarette Pack Design. Int J Public Health. 2021;66.
doi:10.3389/ijph.2021.585434.

20 Ford A, MacKintosh AM, Moodie C, et al. Cigarette
pack design and adolescent smoking susceptibility: a
cross-sectional survey. BMJ Open. 2013;3:e003282.

Page 49



21 Pankow JF, Luo W, McWhirter KJ, et al.
Menthol-Plus’: a major category of cigarette

found among ‘concept’ descriptor cigarettes from
Mexico. Tob Control. 2021;31:e18-24. doi:10.1136/
tobaccocontrol-2020-056173.

22 Brown J, Cohen J, Smith K. Flavor capsule cigarettes
in six countries: availability by brand, variant and flavor.
Tob Induc Dis. 2018;16(Suppl 1):A506. doi:10.18332/
tid/83926.

23 Kyriakos CN, Zatoniski MZ, Filippidis FT.
Marketing of flavour capsule cigarettes: a systematic
review. Tob Control. 2023;32:e103-12. doi:10.1136/
tobaccocontrol-2021-057082.

24 Singh S. Flavour Capsule Cigarette Market Research
Report—Global Forecast to 2032. Published September

2025. https://www.marketresearchfuture.com/reports/
flavour-capsule-cigarette-market-26264.

25 World Health Organization. WHO calls for urgent
action to ban flavoured tobacco and nicotine products.
Published May 30, 2025. Accessed March 30, 2026.
https://www.who.int/news/item/30-05-2025-who-
calls-for-urgent-action-to-ban-flavoured-tobacco-and-
nicotine-products.

26 World Health Organization. Information sheet:
Flavour accessories in tobacco products enhance
attractiveness and appeal. Published May 30, 2025.
Accessed March 30, 2026. https://www.who.
int/publications/m/item/information-sheet--
flavour-accessories-in-tobacco-products-enhance-
attractiveness-and-appeal.

27 World Health Organization. Partial guidelines for
implementation of Articles 9 and 10 of the WHO
Framework Convention on Tobacco Control. 2017.
https://www.who.int/fctc/guidelines/Guideliness_
Articles_9_10_rev_240613.pdf

28 German Cancer Research Center. Menthol capsules
in cigarette filters: Increasing the attractiveness of a
harmful product. Heidelberg, Germany: German Cancer
Research Center; 2012.

29 Moodie C, Thrasher JF, Barnoya J, et al. Tobacco
Industry Claims About Transformation are Inconsistent
With Combustible Cigarette Innovations: The Case

of Flavor Capsule Cigarettes. Nicotine Tob Res.
2023;25:1891-5. doi:10.1093/ntr/ntac224.

30 Ackary SJ, Cabrera PJD, Santiago AJA, et al. An
analysis of flavor descriptors on tobacco products in
the Philippines: Regulatory implications and lessons
for low- and middle-income countries. Global Health.
2024;20:67. doi:10.1186/512992-024-01072-6.

31 Cohen J, Welding K, Erinoso O, et al. The Flavor
Train: The Nature and Extent of Flavored Cigarettes in

Low- and Middle-Income Countries. Nicotine Tob Res.
2021;23:1936-1941. doi:10.1093/ntr/ntab092.

32 Bigwanto M, Soerojo W. Content analysis

of cigarette packs in Indonesia: Regulatory non-
compliance and product promotion advantage. Public
Health Indonesia. 2020;6:18-27.

33 Brown J, Grant A, Weiger C, et al. Flavor-related
descriptors on economy-priced flavored cigarette

packs in five Latin American countries. Tob Induc Dis.
2018;16(Suppl 1):A950. doi:10.18332/tid/84244.

34 Lewis MJ, Wackowski O. Dealing with an innovative
industry: a look at flavored cigarettes promoted by
mainstream brands. Am J Public Health. 2006;96:244-
51. doi:10.2105/AJPH.2004.061200.

35 Carpenter CM, Wayne GF, Pauly JL, et al. New
cigarette brands with flavors that appeal to youth:
tobacco marketing strategies. Health Aff (Millwood).
2005;24:1601-10. doi:10.1377/hlthaff.24.6.1601.

36 Kreslake JM, Wayne GF, Connolly GN. The menthol
smoker: Tobacco industry research on consumer
sensory perception of menthol cigarettes and its role in
smoking behavior. Nicotine Tob Res. 2008;10:705-15.
doi:10.1080/14622200801979134.

37 Sokol NA, Kennedy RD, Connolly GN. The role

of cocoa as a cigarette additive: opportunities for
product regulation. Nicotine Tob Res. 2014;16:984-91.
doi:10.1093/ntr/ntu017.

38 Kreslake JM, Yerger VB. Tobacco industry
knowledge of the role of menthol in chemosensory

perception of tobacco smoke. Nicotine Tob Res.
2010;12 Suppl 2:598-101. doi:10.1093/ntr/ntq208.

39 Ahijevych K, Garrett BE. Menthol pharmacology
and its potential impact on cigarette smoking behavior.
Nicotine Tob Res. 2004;6 Suppl 1:517-28. doi:10.1080/
14622200310001649469.

40 Kotnowski K, Hammond D. The impact of cigarette
Page 50



pack shape, size and opening: Evidence from tobacco
company documents. Addiction. 2013 Sep:108(9):1669-
70. doi:10.1111/add.12183.

41 Agaku IT, Omaduvie UT, Filippidis FT, et al.
Cigarette design and marketing features are associated
with increased smoking susceptibility and perception
of reduced harm among smokers in 27 EU countries.
Tob Control. 2015;24:e233-40. doi:10.1136/
tobaccocontrol-2014-051922.

42 Manning KC, Kelly KJ, Comello ML. Flavoured
cigarettes, sensation seeking and adolescents’
perceptions of cigarette brands. Tob Control.
2009;18:459-65. doi:10.1136/t¢.2009.029454.

43 Stanton CA, Villanti AC, Watson C, et al.
Flavoured tobacco products in the USA: Synthesis
of recent multidiscipline studies with implications
for advancing tobacco regulatory science. Tob
Control. 2016 Nov;25(Suppl 2):ii1-ii3. doi:10.1136/
tobaccocontrol-2016-053486.

44 Zatonski M, Silver K, Plummer S, et al. Menthol
and flavored tobacco products in LMICs: A growing
menace. Tob Induc Dis. 2022;20:1-10. doi:10.18332/
tid/146366.

45 Tseng T-Y, Welding K, Saenz-de-Miera B, et al.
The use of packaging descriptors in a rapidly growing
market for capsule cigarettes: Evidence from Mexico.
Nicotine Tob Res. 2024;26:1014-21. doi:10.1093/ntr/
ntad208.

46 Gendall P, Hoek J. Regulating flavours and flavour
delivery technologies: an analysis of menthol cigarettes
and RYO tobacco in Aotearoa New Zealand. Tob
Control. 2024;33:e122. doi:10.1136/tc-2022-057823.

47 Gutiérrez-Torres DS, Saenz de Miera Juarez B,
Reynales-Shigematsu LM, et al. Trends in cigarette
brand preference among Mexican smokers: the rise of
Pall Mall. Tob Control. 2020;30:305-311. doi:10.1136/
tobaccocontrol-2019-055450.

48 Kyriakos CN, Erinoso O, Driezen P, et al. Prevalence
and perceptions of flavour capsule cigarettes among
adults who smoke in Brazil, Japan, Republic of

Korea, Malaysia and Mexico: findings from the ITC
surveys. BMJ Open. 2024;14:083080. doi:10.1136/
bmjopen-2023-083080.

49 Ogunnaike A, Gallegos-Carrillo K, Barrientos-
Gutierrez [, et al. Why Smoke Flavor Capsule
Cigarettes? Preferences and Perceptions Among Adult
Smokers in Mexico. Nicotine Tob Res. 2022;24:1635-
44. doi:10.1093/ntr/ntac057.

50 Cho Y], Thrasher JF. Flavor capsule cigarette use,
user profiles and perceptions in South Korea. Tob
Induc Dis. 2018;16 (Suppl 1):A488). doi:10.18332/
tid/84716.

51 Paraje G, Araya D, Drope J. The association
between flavor capsule cigarette use and
sociodemographic variables: Evidence from Chile.
PLoS One. 2019;14:0224217. doi:10.1371/journal.
pone.0224217.

52 van der Eijk Y, Ng XY, Lee JK. Cross-sectional
survey of flavored cigarette use among adult smokers
in Singapore. Tob Induc Dis. 2021;19:42. doi:10.18332/
tid/135321.

53 Moodie C, MacKintosh AM, Thrasher JF, et al. Use
of Cigarettes With Flavor-Changing Capsules Among
Smokers in the United Kingdom: An Online Survey.
Nicotine Tob Res. 2019;21:1547-55. doi:10.1093/ntr/
nty173.

54 Thrasher JF, Abad-Vivero EN, Moodie C, et
al. Cigarette brands with flavour capsules in the
filter: trends in use and brand perceptions among
smokers in the USA, Mexico and Australia, 2012-
2014. Tob Control. 2016;25:275-83. doi:10.1136/
tobaccocontrol-2014-052064.

55 Schneller LM, Bansal-Travers M, Mahoney MC,
et al. Menthol Cigarettes and Smoking Cessation
among Adult Smokers in the US. Am J Health Behav.
2020;44:252-6. doi:10.5993/AJHB.44.2.12.

56 Emond JA, Soneji S, Brunette MF, et al. Flavour
capsule cigarette use among US adult cigarette
smokers. Tob Control. 2018;27:650-655. doi:10.1136/
tobaccocontrol-2017-054198.

57 Moodie C, Page N, Moore G. Prevalence of menthol
and menthol capsule cigarette use among 11-16-year-
olds in Wales prior to a ban on characterizing flavors
in cigarettes: Findings from the 2019 student health
and wellbeing survey. Nicotine Tob Res. 2022
Jul13:24(8):1257-1263. doi:10.1093/ntr/ntac040.

Page 51



58 Hoek J, Gendall P, Eckert C, et al. Young adult
susceptible non-smokers’ and smokers’ responses to
capsule cigarettes. Tob Control. 2019;28:498-505.
doi:10.1136/tobaccocontrol-2018-054470.

59 Scully M, Wakefield M, Scollo M, et al. Prevalence
and correlates of flavour capsule cigarette use among
Australian adolescents. Health Promot J Austr.
2022;33:920-5. doi:10.1002/hpja.570.

60 White V, Williams T. Australian secondary school
students’ use of tobacco, alcohol, and over-the-counter
and illicit substances in 2014. Centre for Behavioural
Research in Cancer; 2016.

61 East KA, Reid JL, Burkhalter R, et al. Evaluating the
Outcomes of the Menthol Cigarette Ban in England

by Comparing Menthol Cigarette Smoking Among
Youth in England, Canada, and the US, 2018-2020.
JAMA Netw Open. 2022;5:€2210029. doi:10.1001/
jamanetworkopen.2022.10029.

62 Rodriguez-Bolanos R, Ramirez-Palacios P, Gallegos-
Carrillo K, et al. Use of flavor capsule cigarettes and
their preliminary impact on smoking cessation in
Mexico: an exploratory study. ] Health Popul Nutr.
2025;44:22. doi:10.1186/s41043-025-00752-2.

63 Zavala-Arciniega L, Gutiérrez-Torres DS, Reynales-
Shigematsu LM, et al. Cigarros con capsulas de sabor
en México: prevalencia, proporcién de uso entre
fumadores y predictores de consumo. Ensanut 2018-
19. Salud Publica Mex. 2020;62(6, Nov-Dec):820-828.
doi:10.21149/11566.

64 Barrientos-Gutierrez I, Islam F, Cho Y], et al.
Assessing cigarette packaging and labelling policy
effects on early adolescents: results from a discrete
choice experiment. Tob Control. 2021;30:505-514.
doi:10.1136/tobaccocontrol-2019-055463.

65 Freeman B, Chapman S. Open source marketing:
Camel cigarette brand marketing in the “Web 2.0°
world. Tob Control. 2009;18:212-7. doi:10.1136/
tc.2008.027375.

66 Gilmore AB. Understanding the vector in

order to plan effective tobacco control policies: an
analysis of contemporary tobacco industry materials.
Tob Control. 2012;21:119-126. doi:10.1136/
tobaccocontrol-2011-050397.

67 Scollo M, Bayly M, White S, et al. Tobacco product
developments in the Australian market in the 4 years
following plain packaging. Tob Control. 2018;27:580-4.
doi:10.1136/tobaccocontrol-2017-053912.

68 Dewhirst T, Lee WB. Kent cigarette brand
marketing in the Republic of Korea: the role of

a pioneering image, flavour capsules and leader
price promotions. Tob Control. 2020;29:695-698.
doi:10.1136/tobaccocontrol-2019-055346.

69 Tan YL, Foong K. Tobacco industry tangos with
descriptor ban in Malaysia. Tob Control. 2014;23:84-
87. doi:10.1136/tobaccocontrol-2013-050977.

70 Evans-Reeves KA, Hiscock R, Lauber K, et al.
Prospective longitudinal study of tobacco company
adaptation to standardised packaging in the UK:
identifying circumventions and closing loopholes.
BM]J Open. 2019;9(9):e028506-e028506. doi:10.1136/
bmjopen-2018-028506.

71 Moodie C, Angus K, Mitchell D, et al. How tobacco
companies in the United Kingdom prepared for, and
responded to, standardised packaging of cigarettes

and rolling tobacco. Tob Control. 2018;27:e85-92.
doi:10.1136/tobaccocontrol-2017-054011.

72 Schwartz R, Chaiton M, Borland T, et al.
Tobacco industry tactics in preparing for menthol
ban. Tob Control. 2018;27:577-577. doi:10.1136/
tobaccocontrol-2017-053910.

73 Evans-Reeves K, Lauber K, Hiscock R. The
‘filter fraud’ persists: the tobacco industry is still
using filters to suggest lower health risks while
destroying the environment. Tob Control.
2021;tobaccocontrol-2020-056245. doi:10.1136/
tobaccocontrol-2020-056245.

74 Ahmad I, Dutra LM. Imitating waterpipe: Another
tobacco industry attempt to create a cigarette that seems
safer. Addict Behav. 2019;91:244-52. doi:10.1016/j.
addbeh.2018.10.024.

75 Paz-Ballesteros WC, Hernandez RP, LaFontaine JFT,
et al. Tobacco retail and publicity at points of sale (PoS)
around schools in three major cities in Mexico (2014-
2016). Tob Induc Dis. 2018;16.

76 Institute for Global Tobacco Control. Technical
Report on Flavored Cigarettes at the Point-of-Sale

Page 52



in Latin America: Availability and Marketing around
Primary and Secondary Schools in Five Countries.
Baltimore, MD 2017.

77 Barnoya J, Monzon D, Pinetta J, et al. New
tobacco products, old advertising strategies:
point-of-sale advertising in Guatemala. Tob
Control. 2021 Sep; 30(5)591—593. doi:10.1136/
tobaccocontrol-2020-055681.

78 Llambi L, Minacapilli M, Barros M, et al. Cigarette
flavours and design features available near schools
before plain packaging implementation in Uruguay.
Arch Community Med Public Health. 2021;7:146-
150.

79 Haggart K, Hoek J, Blank M-L. Flavor Capsule
Variants’ Performance in a “Dark Market”: Implications
for Standardized Packaging. Nicotine Tob Res.
2020;22:853-6. doi:10.1093/ntr/nty158.

80 Branston JR, Hiscock R, Silver K, et al. Cigarette-like
cigarillo introduced to bypass taxation, standardised
packaging, minimum pack sizes, and menthol ban

in the UK. Tob Control. 2021 Nov;30(6):708—711.
doi:10.1136/tobaccocontrol-2020-055700.

81 Rajani NB, Qi D, Chang K, et al. Price differences
between capsule, menthol non-capsule and unflavoured
cigarettes in 65 countries in 2018. Prev Med Rep.
2023;34:102252. doi:10.1016/j.pmedr.2023.102252.

82 Saenz-de-Miera B, Welding K, Tseng T-Y, et al.
Tobacco industry pricing strategies during recent
tax adjustments in Mexico: evidence from sales data.
Tob Control. 2025;34:739-45. do0i:10.1136/tc-2024-
058711.

83 Dewhirst T. Into the black: Marlboro brand
architecture, packaging and marketing communication
of relative harm. Tob Control. 2018;27:240-242.
doi:10.1136/tobaccocontrol-2016-053547.

84 Richardson A, Ganz O, Pearson J, et al. How
the industry is marketing menthol cigarettes:
the audience, the message and the medium.
Tob Control. 2015;24:594-600. doi:10.1136/
tobaccocontrol-2014-051657.

85 Wang X, Xiong Y, Zhao W. Tobacco control
challenges in China: Big data analysis of online tobacco
marketing information. Int J Nurs Sci. 2020;7:552-60.

doi:10.1016/j.ijnss.2020.07.002.

86 Borland T, D’Souza SA, O’Connor S, et al.

Is blue the new green? Repackaging menthol
cigarettes in response to a flavour ban in Ontario,
Canada. Tob Control. 2019;28:e7-12. doi:10.1136/
tobaccocontrol-2018-054454.

87 Brown JL, Clegg Smith K, Zhu M, et al. Menthol
and flavor capsule cigarettes in the Philippines:

A comparison of pack design. Tob Induc Dis.
2019;17(Nov)76. doi:10.18332/tid/112718.

88 Kim HS, Pack EC, Koo Y], et al. Quantitative
analysis of menthol and identification of other flavoring
ingredients in capsule cigarettes marketed in Korea.
Regul Toxicol Pharmacol. 2018;92:420-8. doi:10.1016/j.
yrtph.2018.01.002.

89 Lempert LK, Glantz S. Packaging colour research by
tobacco companies: The pack as a product characteristic.
Tob Control. 2017 May;26(3):307—315. doi:10.1136/
tobaccocontrol-2015-052656.

90 Savelli M, O’Connor SC, Di Sante E, et al.
Packaging digital culture to young smokers.
Tob Control. 2015;24:303-305. doi:10.1136/
tobaccocontrol-2013-051209.

91 van der Eijk Y, Yang AY. Tobacco industry
marketing adaptations to Singapore plain packaging.
Tob Control. 2022 Nov;31(6):744—749. doi:10.1136/
tobaccocontrol-2020-056324.

92 Washington C, Smith K, Welding K, et al. The
capsule trap - how tobacco companies communicate
about flavor capsules in cigarette filters on the pack.
Tob Induc Dis. 2018;16(Suppl 1). A454. doi:10.18332/
tid/84604.

93 Smith KC, Washington C, Welding K, et al.
Cigarette stick as valuable communicative real estate: a
content analysis of cigarettes from 14 low-income and
middle-income countries. Tob Control. 2017;26:604-
607. doi:10.1136/tobaccocontrol-2016-053148.

94 Dobbs PD, Soule E, Mahoney M, et al. Do-it-
yourself flavored capsule cigarettes: Exploiting potential
regulatory loopholes? Nicotine Tob Res. 2025 May;
27(6):1142—1146. doi:10.1093/ntr/ntae258.

95 Lim H-S, You J-S, Lim H-B. Effect of capsule burst

in cigarette filters on the compound composition of
Page 53



mainstream cigarette smoke. Toxics. 2023;11:901.
doi:10.3390/toxics11110901.

96 Lim H-H, Choi K-Y, Shin H-S. Flavor components
in tobacco capsules identified through non-targeted
quantitative analysis. ] Mass Spectrom. 2022;57:e4811.
doi:10.1002/jms.4811.

97 Lim H-H, Choi K-Y, Shin H-S. Qualitative and
quantitative comparison of flavor chemicals in
tobacco heating products, traditional tobacco products
and flavoring capsules. ] Pharm Biomed Anal.
2022;207:114397. doi:10.1016/j.jpba.2021.114397.

98 Mus S, Barrientos I, Vidafia-Pérez D, et al. Chemicals
in cigarette flavor capsules from Guatemala and
Mexico. Nicotine Tob Res. 2024 Apr 22;26(5):545—551.
doi:10.1093/ntr/ntad216.

99 Cohen JE, Czaplicki L, Crespi E, et al. Menthol and
Other Flavor Chemicals in Cigarettes from Vietnam
and the Philippines. Nicotine Tob Res. 2024;26:385-91.
doi:10.1093/ntr/ntad146.

100 Schneller LM, Bansal-Travers M, Mahoney MC, et
al. Menthol, Nicotine, and Flavoring Content of Capsule
Cigarettes in the US. Tob Regul Sci. 2020;6:196-204.

101 Jabba S V, Erythropel HC, Anastas PT, et al.
Synthetic Cooling Agent and Other Flavor Additives
in “Non-Menthol” Cigarettes Marketed in California
and Massachusetts After Menthol Cigarette Bans.
JAMA. 2023 Nov 7;330(17):1689—1691. doi:10.1001/
jama.2023.17134.

102 Lim D-H, Son Y-S, Kim Y-H, et al. Volatile organic
compounds released in the mainstream smoke of flavor
capsule cigarettes. Environ Res. 2022;209:112866.
doi:10.1016/j.envres.2022.112866.

103 Lee JGL, Averett PE, Blanchflower T, et al.
Qualitative assessment of a Context of Consumption
Framework to inform regulation of cigarette

pack design in the U.S. Tob Induc Dis. 2018;16:3.
doi:10.18332/tid/82925.

104 Brown J, Zhu M, Moran M, et al. ‘It has

candy. You need to press on it young adults’
perceptions of flavoured cigarettes in the Philippines.
Tob Control. 2020;30:293-8. doi:10.1136/
tobaccocontrol-2019-055524.

105 Gilbert E, Ewald A. Fresher with flavour: young

women smokers’ constructions and experiences of
menthol capsule cigarettes and regular cigarettes. BMC
Womens Health. 2021;21:155. doi:10.1186/512905-021-
01297-2.

106 Grilo G, Brown JL, Cohen JE, et al. Shared
perceptions of flavored cigarette pack design among
young adults who smoke in Mexico and the Philippines.
Tob Induc Dis. 2023;21:98. doi:10.18332/tid/168376.

107 Moodie C, Ford A. Young adult smokers’
perceptions of cigarette pack innovation, pack colour
and plain packaging. Australas Mark J. Published online
2011. doi:10.1016/j.ausmj.2011.05.003.

108 Moodie C, Ford A, Mackintosh A, et al. Are all
cigarettes just the same? Female’s perceptions of slim,
coloured, aromatized and capsule cigarettes. Health
Educ Res. 2015;30:1-12. doi:10.1093/her/cyu063.

109 Moodie C, Ford A, Dobbie F, et al. The Power of
Product Innovation: Smokers’ Perceptions of Capsule
Cigarettes. Nicotine Tob Res. 2018;20:1157-60.
doi:10.1093/ntr/ntx195.

110 Wackowski OA, Evans KR, Harrell MB, et al. In
Their Own Words: Young Adults’ Menthol Cigarette
Initiation, Perceptions, Experiences and Regulation
Perspectives. Nicotine Tob Res. 2018;20:1076-84.
doi:10.1093/ntr/ntx048.

111 Abad-Vivero EN, Thrasher JF, Arillo-Santillain
E, et al. Recall, appeal and willingness to try cigarettes
with flavour capsules: assessing the impact of a
tobacco product innovation among early adolescents.
Tob Control. 2016;25:e113-9. doi:10.1136/
tobaccocontrol-2015-052805.

112 Cho Y], Thrasher JF. Flavour capsule
heat-sticks for heated tobacco products. Tob
Control. 2019;28(e2):e158-159. doi:10.1136/
tobaccocontrol-2018-054472.

113 Mills SD, Peddireddy S, Kurtzman R, et al. The
Impact of Menthol Cigarette Bans: A Systematic Review
and Meta-Analysis. Nicotine Tob Res. 2024;ntae011.
doi:10.1093/ntr/ntae011.

114 Kyriakos CN, Driezen P, Fong G, et al. Impact

of the European Union’s menthol cigarette ban on
smoking cessation outcomes: longitudinal findings from
the 2020-2021 ITC Netherlands Surveys. Tob Control.

Page 54



2024;33:302-9. doi:10.1136/tc-2022-057428.

115 Kyriakos CN, Filippidis FT, East KA, et al. Use of
menthol cigarettes and accessories among youth who
smoked after the menthol cigarette ban in England and

Canada, 2021: Implications for health equity. Nicotine
Tob Res. 2024;26:5133-42. doi:10.1093/ntr/ntad112.

116 Chaiton M, Schwartz R, Cohen JE, et

al. Association of Ontario’s Ban on Menthol
Cigarettes With Smoking Behavior 1 Month After
Implementation. JAMA Intern Med. 2018;178:710-1.
doi:10.1001/jamainternmed.2017.8650.

117 Chaiton M, Schwartz R, Cohen JE, et al. Prior
Daily Menthol Smokers More Likely to Quit 2 Years
After a Menthol Ban Than Non-menthol Smokers:
A Population Cohort Study. Nicotine Tob Res.
2021;23:1584-9. d0i:10.1093/ntr/ntab042.

118 Chung-Hall J, Fong GT, Meng G, et al. Evaluating
the impact of menthol cigarette bans on cessation

and smoking behaviours in Canada: longitudinal
findings from the Canadian arm of the 2016-2018
ITC Four Country Smoking and Vaping Surveys.

Tob Control. 2022 Jul;31(4):556-563. doi:10.1136/
tobaccocontrol-2020-056259.

119 Fong GT, Chung-Hall J, Meng G, et al. Impact

of Canada’s menthol cigarette ban on quitting among
menthol smokers: pooled analysis of pre-post evaluation
from the ITC Project and the Ontario Menthol Ban
Study and projections of impact in the USA. Tob
Control. 2023 Nov;32(6):734—738. doi:10.1136/
tobaccocontrol-2021-057227.

120 Tam J, Jimenez-Mendoza E, Buckell J, et al.
Responses to real-world and hypothetical menthol
flavor bans among US young adults who smoke
menthol cigarettes. Nicotine Tob Res. 2024;26:785-9.
doi:10.1093/ntr/ntad259.

121 Foulds J, Hooper MW, Pletcher MJ, et al. Do
smokers of menthol cigarettes find it harder to quit
smoking? Nicotine Tob Res. 2010;12(Suppl 2):S102—
109. doi:10.1093/ntr/ntq166.

122 Brown EM, Gammon DG, Rogers T, et al.
Changes in retail sales of tobacco products in Ontario
after a menthol sales restriction. Tob Control.
2021;tobaccocontrol-2021-056489. doi:10.1136/
tobaccocontrol-2021-056489.

123 Dearfield CT, Horn K, Crandell I, et al. Behavioural
intentions in response to a potential menthol cigarette
sales ban: a survey examining smokers in Washington,
DC public housing. BMJ Open. 2022;12:e059821.
doi:10.1136/bmjopen-2021-059821.

124 White AM, Patev AJ, Imran R, et al. Impact of
smoking cessation motivations and barriers on quit
intentions following a hypothetical flavor ban among
African American/black individuals who use menthol
cigarettes: A mixed-methods study. Nicotine Tob Res.
2024;26:S121-32. doi:10.1093/ntr/ntad062.

125 Freitas-Lemos R, Tegge AN, Shevorykin A, et al.
Selective reduction of socioeconomic disparities in the
experimental tobacco marketplace: Effects of cigarette
and E-cigarette flavor restrictions. Nicotine Tob Res.
2024;26(Suppl 2):S103-11. doi:10.1093/ntr/ntad070.

126 Levy DT, Meza R, Yuan Z, et al. Public health
impact of a US ban on menthol in cigarettes and cigars:
a simulation study. Tob Control. 2023 Apr;32(el):e37—
e44. doi:10.1136/tobaccocontrol-2021-056604.

127 Siddiqi K, Elsey H, Khokhar MA, et al. Framework
Convention on Tobacco Control 2030-A Program

to Accelerate the Implementation of World Health
Organization Framework Convention for Tobacco
Control in Low- and Middle-Income Countries:

A Mixed-Methods Evaluation. Nicotine Tob Res.
2023;25:1074-81. doi:10.1093/ntr/ntad022.

128 Brown JL, Clegg Smith K, Welding K, et
al. Innovations that harm: tobacco product and
packaging in low-income and middle-income
countries. BMJ Innov. 2023;9:23. doi:10.1136/
bmjinnov-2021-000865.

129 Kock L, Shahab L, Bogdanovica I, et al. Profile of
menthol cigarette smokers in the months following
the removal of these products from the market: a
cross-sectional population survey in England. Tob
Control. 2023 Apr;32(el):e121—e124. doi:10.1136/
tobaccocontrol-2021-057005.

130 Kyriakos CN, Driezen P, Fong GT, et al. Illicit
purchasing and use of flavour accessories after the
European Union menthol cigarette ban: findings from
the 2020-21 ITC Netherlands Surveys. Eur J Public
Health. 2023 Aug 1:33(4):619—626. d0i:10.1093/
eurpub/ckad049.

Page 55



131 Chung-Hall J, Fong GT, Meng G, et al. Illicit
cigarette purchasing after implementation of menthol
cigarette bans in Canada: findings from the 2016-2018
ITC Four Country Smoking and Vaping Surveys. Tob
Control. 2024 Mar 19;33(el):e128—e131. doi:10.1136/
tc-2022-057697.

132 Stoklosa M. No surge in illicit cigarettes after
implementation of menthol ban in Nova Scotia.
Tob Control. 2019;28:702-704. doi:10.1136/
tobaccocontrol-2018-054552.

133 Schroth KRJ, Villanti AC, Kurti M, et al. Why
an FDA ban on menthol is likely to survive a tobacco
industry lawsuit. Public Health Rep. 2019;134:300-6.
doi:10.1177/0033354919841011.

134 Altria Client Services. Comment from Altria Client
Services. Fed Regist. 2018;83:12294.

135 Cheyne A, Dorfman L, Daynard RA, et al. The
debate on regulating menthol cigarettes: closing

a dangerous loophole vs freedom of choice. Am

J Public Health. 2014;104:e54-61. doi:10.2105/
AJPH.2014.302025.

136 Brown JL, Galiatsatos P, Neptune E. Banning
menthol cigarette manufacture and sale in the

United States: Countering tobacco industry-driven
misperceptions. Ann Am Thorac Soc. 2023;20:785-7.
doi:10.1513/AnnalsATS.202210-855PS.

137 Anderson SJ. Marketing of menthol cigarettes and
consumer perceptions: a review of tobacco industry
documents. Tob Control. 2011;20 (Suppl 2):ii20-8.
doi:10.1136/tc.2010.041939.

138 Cruz TB, Wright LT, Crawford G. The Menthol
Marketing Mix: Targeted Promotions For Focus
Communities in the United States. Nicotine Tob Res.
2010;12:5147-53. doi:10.1093/ntr/ntq201.

139 Rose SW, Ganz O, Zhou Y, et al. Longitudinal
response to restrictions on menthol cigarettes among
young adult US menthol smokers, 2011-2016. Am

J Public Health. 2019;109:1400-3. doi:10.2105/
AJPH.2019.305207.

140 Smith TT, Nahhas GJ, Borland R, et al. Which
tobacco control policies do smokers support? Findings
from the International Tobacco Control Four Country
Smoking and Vaping Survey. Prev Med (Baltim).

2021;149:106600. doi:10.1016/j.ypmed.2021.106600.

141 Zatoriski M, Herbeé A, Zatonski W, et al.
Characterising smokers of menthol and flavoured
cigarettes, their attitudes towards tobacco regulation,
and the anticipated impact of the Tobacco Products
Directive on their smoking and quitting behaviours:
The EUREST-PLUS ITC Europe Surveys. Tob Induc
Dis. 2018;16(Suppl 2):A4. doi:10.18332/tid/96294.

142 Kyriakos CN, Fong GT, de Abreu Perez C,

et al. Brazilian smokers are ready for the ban on
flavour additives in tobacco to be implemented.
Prev Med (Baltim). 2022;160:107074. doi:10.1016/j.
ypmed.2022.107074.

143 Issabakhsh M, Meza R, Li Y, et al. Public
health impact of a US menthol cigarette ban on
the non-Hispanic black population: a simulation
study. Tob Control. 2023;33:126-30. doi:10.1136/
tobaccocontrol-2022-057298.

144 Yousuf H, Hofstra M, Tijssen J, et al. Estimated
worldwide mortality attributed to secondhand
tobacco smoke exposure, 1990-2016. JAMA

Netw Open. 2020;3:e201177. doi:10.1001/
jamanetworkopen.2020.1177.

145 Philip Morris USA Inc. Methods of making
cigarettes and smoking the articles. US patent
US11700877B2. Issued July 18, 2023. Accessed
May 19, 2025. https://patents.google.com/patent/
US11700877B2.

146 European Commission. Independent Advisory
Panel on characterising flavours in tobacco products:
Opinions adopted by the IAP. Accessed October 23,
2022. https://health.ec.europa.eu/tobacco/product-
regulation/determination-characterising-flavours-
tobacco-products/independent-advisory-panel-
characterising-flavours-tobacco-products_en.

147 Robson D, Kyriakos CN, McNeill A, et al. Menthol
characterizing flavors in cigarettes on sale in England
after a characterizing flavor ban: Findings from

sensory and chemical assessments. Nicotine Tob Res.
2025;27:1805-12. doi:10.1093/ntr/ntaf064.

148 Respiratory Therapy. FDA censures four tobacco
manufacturers for illegal sales of flavored cigarettes.
Published 2024. Accessed May 19, 2025. https://

respiratory-therapy.com/public-health/smoking/fda-
Page 56



censures-four-tobacco-manufacturers-for-illegal-sales-
of-flavored-cigarettes/.

149 Public Health Law Center. R.J. Reynolds v.
Bonta—Litigation Tracker. Published 2023. https://
www.publichealthlawcenter.org/litigation-tracker/rj-
reynolds-v-bonta-2023.

150 California Assembly Bill No. 3218, 2023-2024 Reg
Sess (Cal 2024). https://leginfo.legislature.ca.gov/faces/
bill TextClient.xhtml?bill_id=202320240AB3218.

151 Vyas P, Ling P, Gordon B, et al. Compliance with
San Francisco’s flavoured tobacco sales prohibition.
Tob Control. 2021 Mar;30(2):227—230. doi:10.1136/
tobaccocontrol-2019-055549.

152 Antigua and Barbuda. Tobacco Control Act, No.
17 of 2018. Government Printing Office; 2018. https://
assets.tobaccocontrollaws.org/uploads/legislation/
Antigua%20and%20Barbuda/Antigua-and-Barbuda-
TC-Act-2018-native.pdf.

153 International Legal Consortium. Menthol
Capsule Case, File No. 5 A 206/11. Tobacco Control
Laws. Accessed September 28, 2025. https://www.
tobaccocontrollaws.org/litigation/decisions/menthol-
capsule-case.

154 International Legal Consortium. Ceylon Tobacco
Company PLC v National Authority on Tobacco and
Alcohol, C.A. 21/2023, Court of Appeal (Sri Lanka).
Tobacco Control Laws. Accessed September 28,
2025.

155 World Health Organization; WHO Framework
Convention on Tobacco Control. Protocol to eliminate
illicit trade in tobacco products. Published 2013.
Accessed September 28, 2025. https://iris.who.int/
handle/10665/80873.

156 JTI. Our views on regulation. Accessed September
28, 2025. https://www.jti.com/en/our-business/our-
views-on-regulation.

157 Philip Morris International. PMI Integrated Report
2024. Accessed September 28, 2025. https://www.pmi.
com/resources/docs/default-source/pmi-sustainability/
pmi-integrated-report-2024.pdf?sfvrsn=92e147c8_2.

158 Ciurcanu A, Cerantola A. Japan Tobacco
International making a mint by circumventing menthol
cigarette ban. Organised Crime and Corruption

Reporting Project. Published 2021. Accessed March
6, 2022. https://www.occrp.org/en/investigations/
japan-tobacco-international-making-a-mint-by-
circumventing-menthol-cigarette-ban.

159 Hiscock R, Silver K, Zatonski M, et al. Tobacco
industry tactics to circumvent and undermine the
menthol cigarette ban in the UK. Tob Control.
Published online May 2020. doi:10.1136/
tobaccocontrol-2020-055769.

160 Brink A-L, Glahn AS, Kjaer NT. Tobacco
companies’ exploitation of loopholes in the EU ban
on menthol cigarettes: a case study from Denmark.
Tob Control. 2023 Nov;32(6):809—812. doi:10.1136/
tobaccocontrol-2021-057213.

161 Kyriakos CN, Chung-Hall J, Craig L V, et al.
Optimising a product standard for banning menthol and
other flavours in tobacco products. Tob Control. 2025
Apr 1:34(2):239—241. doi:10.1136/tc-2023-058174.

162 Havermans A, Pauwels C, Klerx W, et al. Flavor
accessories: Increasing tobacco products’ attractiveness
drop-by-drop. Tob Prev Cessat. 2022;8(Supplement).
doi:10.18332/tpc/150933.

163 Pauwels C, Havermans A, Klerx WNM, et al.
Tabaksaccessoires. Producten die tabak aantrekkelijk
maken. 2022. https://www.rivm.nl/publicaties/
tabaksaccessoires-producten-die-tabak-aantrekkelijk-
maken

164 Havermans A, Pauwels CGGM, Bakker-'t Hart
IME, et al. Across the world availability of flavour

accessories for tobacco products. Tob Control. 2025 Jul
31;34(4):532—538. doi:10.1136/tc-2023-058255.

165 Kyriakos CN, Bold KW, Morean ME, et al.
Awareness and use of flavor accessories for combustible
tobacco products: A 2024 cross-sectional survey of
high school students in Connecticut, USA. PLoS

One. 2026;21:0341327. doi.org/10.1371/journal.
pone.0341327.

166 Chaiton MO, Schwartz R, Cohen JE, et al. The use
of flavour cards and other additives after a menthol ban
in Canada. Tob Control. 2021;30:601-602. doi:10.1136/
tobaccocontrol-2020-055698.

167 Ebdon M, Nottage M, Kyriakos CN, et al.
Examining the impact of England’s menthol cigarette

Page 57



ban on postban smoking cessation: longitudinal findings
from the England arm of the 2020-2022 ITC Four
Country Smoking and Vaping Surveys. Tob Control.
Published online December 21, 2025. doi:10.1136/tc-
2025-059688.

168 Black Swan Shoppe. Hand rolling accessories:
Tobacco flavourings. Accessed November 15, 2022.
https://www.thebackyshop.co.uk/categories/hand-
rolling-accessories-tobacco-flavour-sprays.

169 Kyriakos CN, Kong G, Sharma A, et al. Menthol
cigarette alternative products: Awareness, use, and
substitution intentions among adults who smoke
menthol cigarettes. Addict Behav. 2025;171:108470.
doi:10.1016/j.addbeh.2025.108470.

170 McCormick C, Silver NA, Rodriguez Gongora S, et
al. Cooling the conversation: Discourse about menthol
and flavored tobacco restrictions on TikTok. Subst Use
Misuse. 2026:61(10):1762—1766. doi:10.1080/10826084
.2026.2621980.

171 Lim D-H, Ahmadi Y, Kim Y-H, et al. The extent
of harmful volatile organic compounds released when
smoking after breaking the flavor capsules of heat-

not-burn (HNB) cigarette products. Environ Res.
2023;216:114501. doi:10.1016/j.envres.2022.114501.

172 Page MK, Paul EE, Leigh NJ, et al. Still ‘Cool*
tobacco industry responds to state-wide menthol
ban with synthetic coolants. Tob Control. 2025 Apr
1;34(2):254—258. doi:10.1136/tc-2023-058149.

Page 58



The authors would like to acknowledge Leigh Anne Kelley of
Virginia Tech’s Fralin Biomedical Research Institute at VTC for
support in the formatting and design of this report. The cover
image Smoke is licensed under CC BY-NC 4.0.
Page 59



	_k4m1z6t8lfly
	_lwtdzq1phlgz
	_Hlk151054521
	_Hlk211500909

