


 
 

There is no legal definition for the term “clearly noticeable” and no single, established methodology for how to 

determine whether this statutory test is satisfied. 

However, it is considered that the most authoritative guidance on methodology for assessing characterising flavours, 

is the 2016 Report undertaken by the Health Effects Tobacco Composition (HETOC) at the request of the European 

Commission (“Mapping of best practices and development of testing methods and procedures for identification of 

characterising flavours in tobacco products”1). 

The HETOC report recommends the following different testing methodologies: 

• Chemical analysis of additives 

• Expert sensory panel analysis 

• Consumer sensory analysis 

By conducting all of the above, this investigation sought to obtain a comprehensive picture of the flavour attributes 

of JTI’s New Dual and New Green products. 

In accordance with the recommendations in the HETOC report, different methodologies were used for the expert 

and consumer sensory panel tests: 

• The expert sensory panel used the “Quantitative Descriptive Analysis” (QDA) methodology which requires 

specialist training in detecting flavour attributes in tobacco products (see Part B). 

 

• The consumer sensory panel used the “Check All That Apply” (CATA) methodology which does not require 

specialist training, but which relies on a much larger panel to establish whether non-tobacco flavours are 

noticeable across a wide range of consumers (see Part C). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
1 https://ec.europa.eu/health/sites/health/files/tobacco/docs/hetoc_frep_en.pdf  
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1. Methodology 

 
 

In addition to the expert panel sensory testing, UK consumer research was commissioned to establish whether 

UK consumers could identify a noticeable menthol taste in the New Dual products. The research was carried out 

by an independent research agency, SubstanceQi. A Central Location Test was conducted to ensure controlled 

and research conditions. The participants were not told the objective of the research. 

 

A total sample of 120 adult smokers was recruited for this research. The sample was structured to be 

representative of the UK smoker population, including 50% Male/Female and 50% 19-29/30-40 years old. 50% of 

participants were “Full Flavour” smokers, 25% “Lights” (lower tar / nicotine) smokers and 25% were ex-Menthol 

smokers. All participants had been smoking for at least 12 months, normally smoked King Size cigarettes, and 

smoked at least 5 cigarettes a day on average.  

 

A single New Dual product was selected to be tested: Sterling New Dual. This was selected as it is the most 

popular New Dual product. This was benchmarked against the most popular standard cigarette in the UK market: 

Benson and Hedges Blue. 

 

Each individual stick was packed in a sealed plastic tube. The brand name on the cigarette was taped over to 

reduce visual interference. For a clear reference point against which to assess whether any taste or smell other 

than tobacco is present (and in line with the benchmarking approach recommended in the HETOC report) 

participants first smoked Benson & Hedges Blue, answered questions, then repeated the process smoking 

Sterling New Dual. 

 

The testing was carried out in accordance with the “Check All That Apply” (CATA) methodology whereby 

participants select all of the flavour attributes that they can taste / smell in the product from a pre-defined list 

compiled by sensory experts. This method is specifically endorsed by the HETOC (2016) report on best practices 

for identifying characterising flavour in tobacco products as the most appropriate testing method to use for the 

determination of characterising flavours in the case of consumer panels.   

 

According to the HETOC report, the CATA method scores high on all criteria and, crucially, “fits regulatory needs” 

in the sense that it enables regulators to clearly determine whether or not flavours other than tobacco are 

noticeable to consumers.  By contrast, open-ended questions or qualitative analysis are not recommended for 

consumers due to their lack of sensory training. 

 

 

2. Results 

 
 

The test results show a very clear contrast in taste and smell attributes between the Sterling New Dual product 

and the standard benchmark product. 

 

78% of participants reported that they noticed a menthol or mint taste while smoking Sterling New Dual. 

 

By contrast, only 3% identified a menthol taste in the benchmark product, Benson and Hedges Blue. The most 

common taste attribute associated with the benchmark product was “hay like” (47%) – which is typically 

associated with the tobacco.  Table 1 below shows the percentage of participants identifying the various taste 

attributes.  

Part C:  UK CONSUMER RESEARCH 

 

 

 

 




