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Flavored Capsule Cigarettes 

 

• More attractive to youth
• Perceived as less harmful
• Increasing market
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Wave 2 – Eight Countries 
Unique Cigarette Packs 
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Country # packs  

purchased 

# capsule packs 

Bangladesh 233 7 
Brazil 147 13 
India 95 13 
Indonesia 252 3 
Philippines 108 23 
Russia 502 4 
Thailand 111 8 
Vietnam 150 5 
Total 1598 76 
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G38. Unique capsule(s) (uni_cap_num) 

Considering the entire package, using both imagery and lexical references, how many unique 
capsules are communicated on the package? __ _ 

G40. Indicate the capsule/activation symbol{s) located on the package: (cap_sym) Check 
all that apply 

(1) Ball 
(2) Play button 
(3) Power button 
(4) Skip Track button 
(5) Other (cap_symb_other) 
(0) NJA 

G42. What is the primary color of each capsule/activation symbol located on the package 
(If there is more than one colored capsule check all that apply)? (cap_color) 

(1) Green 
(2) Blue 
(3) Yellow, Gold, Orange 
(4) Violet, Pink, Purple 
(5) Black, Brown, Red 
(6) White (includes off-whites, creams, pearls, etc.), Grey, Silver 
(7) Multi-color (cap_color_multi) 
(8) Other main color 
0 N/A 
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Capsule Representation
 
N = 76 capsule packs
 

5% double capsules 

95% one capsule 

50% used 
characterizing 
flavor descriptors 
(e.g.  mint, orange 
coffee) 

Three Themes 

• Consistent capsule communication
 
• Reinforcement and repetition 
• Education and Instruction 
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Consistent Capsule Communication
 
SYMBOL + COLOR + DESCRIPTOR
 

75% used 
power button 
or ball 

55% used 
green or blue 
for symbol  

Common 
descriptors 

Click Activate Pop It 

Change Duo Switch 

78% used all three 
communication forms 
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Reinforcement & Repetition
 

Front Back Flip  top
 

Top Bottom

86% displayed a 
capsule on 2 or more 

places on the pack  
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Education & Instruction
 

Written 

“Squeeze Filter ▶︎ Click  ▶︎© 20 1Sh4, Johns Hopift kins TUniveaste”rsity. All rights r

or Image Instruction 


 Press/squeeze  symbol
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China Emergence of Flavor Capsules
 

 Local and 
Multinational 
Brands 

 Characterizing 
and novel 
flavors 

 Cultural / local 
flavors 
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