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Concept naming of flavours is popular among 
e- liquid manufacturers.1–3 Rather than explic-
itly stating a taste or smell, these names convey 
aesthetics or sensations (eg, unicorn, frostbite, road-
house), as well as positive health and lifestyle expe-
riences (eg, relaxed, blissful).4 Concept names are 
frequently accompanied by colourful packaging and 
bottle designs that reinforce their connotations.1 2 
While concept naming is not novel, its impact on 
youth appeal, as distinct from the flavours them-
selves, is understudied.5

Concept naming warrants additional attention 
following US regulatory developments limiting 
characterising flavours in e- liquids. Several states 
and localities (eg, New York, Massachusetts, San 
Francisco) prohibited the sale of non- tobacco- 
flavoured electronic cigarette (e- cigarette) and 
e- liquid products as early as 2020,6 and as of April 
2022, the US Food and Drug Administration (FDA) 
issued Premarket Tobacco Product Marketing 
Granted Orders only for tobacco- flavoured e- ciga-
rette and e- liquid products, denying many flavoured 
products.7 Several countries, including China and 
Denmark, have announced similar restrictions.8 
Prior research suggests that tobacco companies 
attempt to bypass flavour restrictions through 
concept names that obscure flavour profiles.9 10 
For example, BIDI Vapor renamed its flavoured 
disposable e- cigarettes with concept names (eg, 
‘Berry Blast’ became ‘Solar’).11 Recent work on 
flavoured cigarette perceptions in Mexico suggests 
that concept names implying fruity or cool flavours 
increase product interest among youth relative to 
packs without flavour names.12 Further, as extrinsic 
information can shape taste perceptions, concept 
names could heighten youth appeal even for 
tobacco- flavoured e- liquids.13 14

The e- liquid flavour wheel established by Krüse-
mann et al15 has been a valuable tool as it estab-
lished a shared schema for classifying flavours and 
flavour- focused names (eg, chocolate is categorised 
as ‘other sweets’ rather than ‘candy’). A similar 
tool could be developed for concept names. A 
typology of common themes could provide insight 
into industry naming conventions so that they can 
be tracked over time and potentially regulated. It 
could also help to facilitate research on whether 
youth perceive concept names as associated with 
certain flavour profiles. For example, unicorn- 
themed e- liquid names appear to denote creamy 
flavours1; still, it is unclear whether other concept 

name themes represent certain flavours or flavour 
blends. The lists of product applications received 
through the Premarket Tobacco Product Applica-
tions pathway represent perhaps the largest publicly 
available aggregation of e- liquid product names 
in the USA. These documents reveal a breadth 
of concept names, submitted as characterising 
flavours, that cluster into larger themes.

Illustrated in table 1, major themes in concept 
names include physical and emotional experiences, 
as well as identities and status. This aligns with 
the cigarette industry’s tactic of targeting youth 
by positioning smoking as a new experience and 
act of individual self- expression.16 Names related 
to nature, science, mythology and popular culture 
were also prominent. Many concept names convey 
multiple meanings simultaneously. Name interpre-
tation is also likely to vary by personal and cultural 
context, and users may infer symbolic, connotative 
meanings to names in addition to literal mean-
ings (eg, ‘Al Capone’ may be seen as a generic 
personal name or suggest violence and rebellion, 
status and money, and/or masculinity, depending 
on the knowledge, culture, and perspective of the 
user).17 18 Table 1 is not exhaustive in this regard 
and primarily captures literal meanings and the 
cultural context of US- based authors. Our typology 
reflects up- to- date industry trends in the USA as 
of the early 2020s but is unlikely to fully capture 
naming conventions and interpretations in other 
countries and other times, necessitating typologies 
that are time and culture appropriate.

Continuation of concept naming practices by 
industry, either to obscure non- tobacco flavours or 
to promote different kinds of tobacco flavouring, 
may undermine efforts to reduce youth vaping. 
Research is needed to expand on this initial typology 
of e- liquid concept names. The possibility of devel-
oping a typology applicable across tobacco prod-
ucts should also be explored considering that FDA’s 
recently proposed rules to prohibit menthol ciga-
rettes and flavoured cigars may fuel industry naming 
tactics.19 Future research could assist in monitoring 
concept names used as marketing tactics, impacts 
on youth appeal and use of tobacco- flavoured prod-
ucts allowed to remain on the market.
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Table 1 E- liquid concept name themes and subthemes found among 
Premarket Tobacco Product Applications

Overarching 
theme Subtheme

Examples of names submitted 
as characterising flavours

Physical and 
emotional 
experiences

Colours Rainbow, Blue Voltage, Yellow, 
Red Frost

Drinking/drugs/altered 
mental states

Boozehound, Intoxicate, Cheers, 
Blasted

Ice and coolness Arctic Rush, Frostbite, Euphoria 
Extreme Ice, Polar Ice Cap

Party/music/sports Party Fun, Game Fuel, Tasty Tunes 
Hip Hop, Home Run

Positive states Blissful, Clarity, Relaxed, Luscious 
Nirvana

Rebellion/disruption Derailed, Apocalyptic Infected, 
Killer, Al Capone

Sex and romance Love Potion, Pillow Talk, Climax, 
Angel Kisses

Identities and 
status

Jobs Illustrator, Cowboy, El Capitan, 
Officer

Money/royalty King, Cryptocurrency, Majestic, 
Bank Merger

US patriotism/politics America, All American, Patriotic, 
2nd Amendment

Personal identities Southern Belle, Regular Joe, Wise 
Guy, Flower Child

Personal names Alice, Angelina, Carmen, Irving

Nature, geography 
and science

Animals Nerdy Tiger, Gorilla Juice, Gator 
Slush, Acid Fish

Locations Georgia Nights, Cuban Sunset, 
Jungle Love, City Scapes San 
Francisco

Space/technology Asteroid Belt, Sputnik, Plasma, 
Distinctive Galileo

Weather/natural 
phenomena

Twister, Low Tide, Shaded Sunset, 
Cyclone

Mythology and 
legend

Unicorn Attitude, Dragon 
Whisperer, Fairy Blood, Elf Magic, 
Camelot King Arthur

Popular culture/
media

Adams Family, Jedi, Dead Elvis, 
Aquaman, David Hasseltoff

Source: US Food and Drug Administration, Products with applications received 
through the Premarket Tobacco Product Applications pathway (https://www.
fda.gov/tobacco-products/market-and-distribute-tobacco-product/deemed-new-
tobacco-product-applications-lists#list20of20deemed).
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