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— ARKETING SYSTEMS. INC. - 880 THIRD AVENUE -« NEW YORK - NY 10022 - 121217539220

August 26, 1982

Ms. Carole Brohman
Imperial Tobacco Ltd.
38710 rue St. Antoine
Montreal, P.Q. H4C 183

Dear Carcle:

As ] mantioned to you on the phone, the data I nave been
looking at for the past two weeks are fTascinating.

1 have written down some quick commenis and I sincerely
hope to have the opportunity to heve 2 working sassicn
with your group to discuss those results in mere detail.

Sincerely,

,,:"“. I#
T
E1i Seggev, ?h.D.
President

P.S. Raferences to page numbers in my notes are 1o the
computer printout.
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1. THE LTH SMOKING EXPERIENCE

- Brand Switching (p.21) The VERY LOW segment derives 30% of its

The ULTRA segment derives

members from the LOW to L IGHT seoments.

255 from the LOW to LIGHT segments and an amazing 30% from the

VERY LOW segment. Not unexpectedly, the W10 seament is, overall,

the =reatest loser (26% to VIRY LoW and 187 to LLTRA).

ald

Tnis points up two impoertant conciusicns:

. "
¢, thea

ne market-is ra

w

1. While

t

415 sagment is 2 trznsitional, temporery, 2255~

hroush phenomenon.

ot

Z A nyrzmind is being cresred with 2 very wice base
at Jaw TH leveis znd 2@ narrow tia. Thz amount af
switening betwsen YIAY 1o oand ULTRA suggests thEt
consJmers are gradually meving dowd P
1§
Tuvther, this suggests that the targst markst Tor LLTER :1:5rettes§,§ g?‘ﬁfijd
; B_Qu}%
are rol high T SmOkers. faerar, it is VIRY LTw SHCKETS Trers- 1 5!&
forz. positioning of LLTRA orents an carticular znd LT4W 2renls N e
te T e
\ csraral snculd stress bensfizs refaTive 10 TTE nEat righest g el
= :-!A-'
Yevel znd noT rasative L2 naLnEr PR iafr
¥
- voum: lunder Z3) smokers zre cwitoning Wiy froT WIRAY LW {ze7:
‘5,700, This is the markel of ine futiLra zng ey tOD are pre-

gurzsiy going cown in T Tavzlis.
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. The main reason for switching (pp. 31-38) is the search _for Jower

TN jevels. Taste improvement is hardly a reason. ps a matter of
eve s, ldatt e wlml fary .

- e

fact one can hardly find any "positive" reasons for switching.

With tnis in mind, isn't it time that ITL emphasize R&D for taste

improvement/de)ivery?

- Amazing! Only 13.5% say they would not change trands (p.24).

atential protlem

suggests a great readiness for switching and & pots

with satisfaction. This consiilutes a grazt opporidnity Tor Gt

marketers!

- The highest switching-to targets 2re VERY LOW (27.57) and ULTRA

{11.5%) (p.43;. Agein, renewsd proof of the pyramid phescrmencrt.

- Pzge 53 also sugzestis thal iné gragtast switching 15 pixely Lo
occur within the VIRT LOW &nc 1725 segments rzther betwssn 58z~
mentc. Deoes tnis tell us enything & sut the state of fluw of tre
markst? Dozen't this spell out c-a-s-o-r—t-u-n-w-t-y?
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~
3. POSITIONWING OPPORTUNITIES: TASTE, PLCASURE & FUH
_ Satisfaction, health concern and taste are the three most impor-
tant variables used in describing cigarettes {TAELE 1).
. Of those, satisfaction and téaste aré lezst calivered by smokers’
own brand anong VERY LOW smokers and taste zmong ULTRA smokers
(TAELE 2). ULTRA smokers ascribe hignest deficisncy to youth
imagery. Yodth is also highly deticient 2mong VIRY LOW smexers.
- These results suggest grest opportunities in thcse three areas:
satisfaction, taste, youth image. Tnus, ore mignt say that whet
‘e market needs now 15 & satisTying cigareite thal tastes good
L wnizh rrofects @ youthiul imzis ts suocgestad beiere .
-- Pasitioning opoortunities wizkout rez) 1ToTOVETETTS
mzy have been sxhaustes hy no
-- Tre nex ohase in marketing C carsTis muit orely
more on RET efforis than CN cogitianinglatveriiitirg
efforis
- .

)




15030 AG-40

3. MeDALLIGH

- Although switching-prone smokers {86.5%) might switch to any of

a large number of brands, Medallion is the largest target (5.7%)

(p.4a1}.

- Medallion fully meets ine health concern regquirements of the
ULTRA segment while it 1e3s considerebly in that respect among

oy [ Ralin] o - fToi O
sne VIRY LGa4 segment {7TAELE 2).
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- Furthermore {sss TRELE 3, Madallion s oratlems bellnme anundantly
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slzar by the time CONSUmMETS get tc try it This S cafinitely
che most 2cute prebiem ared and that is where tn2 Rurdie 13
Toczted Ts BAD listening?il
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- in+erestingly, sTORErs whe “eruck i+ out” znd got to smoke
Madallion reguiarly, arz -- averall -- more satistisd with tr2
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Table 1

m
W
m
o

2
=

BRAUD RATINGS BY TAR & NICOTIN

Own Brand ldeal Brang t24al7li0n
Yery Yery Very
Low Ultra taw  UILrs Low Ultre

gatisfaction 7.0 6.8 7.0 7.2 3.9 6.3
Hezglwe COncern £.5 £.7 £.3 £.0 5.5 £.2
Tasie 6.1 5.9 6.7 6.5 3.5 5.3
Tyzical 5.6 4.7 5.4 3.7 a0 4.1
Yourz 4.0 3.8 4. € Ly 4.1 4.9
Pack &1 3.8 2.5 4.3 8.7 2.6
Masculin:g 3.5 3.5 4.2 a.c 4.2 3.4
Lin £.2 3.0 3.5 3.9 3.9 2.7
Hazzy =0 smoks 2.1 £.°
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COMPARISON: MEDALLION AND OWN BRAND
¥S. TufAL BRanD - BY T/d SEGHENT

Yery Low Ultra
D‘n’ﬂ O‘w’ﬂ
Brand Msdallion ‘ Brand Megdallion
VS, Vs, I VS,
Idaal Jcez] 1dezal Ideal
Brand Brand Brand Branrd
Satjsfaztion -0.6 -4.0 -0 4 -0.3
Healtr concern -0.3 -1.3 -0.2 -0
Taste -0.6 -3.2 0.7 =1.5
Typicai +0.2 2003 - -0.6
Young -0.6 -0.3 -0.8 -0.3
Pack -0.4 =0.2 -3.3 +3.3
Mascuiine -0.4 - -G.5 0.5
L +0.7 I - -0.3

~
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Tasle 3

[l

RATINGS OF MEDALLION
BY DEGREE OF FAMILIARITY

Nevar

Heard Sezn/

Of vzard Tried Ecuzht
Satiefaction 2.5 1.5 2.6 5.5
Health corcern 4.6 a.7 6.2 €.8
Taste 3.2 3.9 2.9 4.8
Tyoican 4.9 5.3 4.7 4.3
Young 3.3 2.4 3.7 2.0
Fazk 4.4 s.8 2. ¢ 2.8
Magculinz 5.6 2.8 3.2 3.4
LTH 4.4 .2 3.5 2.3
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1. THE LTN SHOKING EXPERIENCE

- Brand Switching (p.21) The VERY LOW segment derives 30% of its

members from the LOW to LIGHT segments. The ULTRA segment derives
559 from the LOW to LIGHT segments and &n amazing 30% from the
VERY LOW segment. Not unexpectedly, the MID segment is, overzil,

Ry LOW ancd 138% to ULTRA).

rey

the greaiest loser (26% to ¥
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The main reason for switching (op. 31-36) is the search for Tower
TN levels. Taste improvement is hardly a reason, As a matter of
fact one can hardly find any "positive” reasons for switching.
With this in mind, isn't it time that ITL emphasize R&D for taste

improvement/delivery?

Amzzing! Only 13.3% say they woulc not chenge brands {p.22). Tnis
suggests a great readiness for switching and & potential nroblen
with satisfaction. This constizutes 2 great oppertunity for coc

marketers!

Thz highest switching-to targsts are VERY LOW (27.5%) ang ULTRA

z5t switching is liksly to
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marrst? Doesn't this sceli ouT O-g-f-0-T=T-d-n-i-t-y7?
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3. POSITIONING OPPORTUNITIES: TASTE, PLEASURE & FLUN

- Satisfaction, health concern and taste are the three most impor-

tant variables used in describing cigarettes (TASLE 1).

- 0f those, satisfaction end taste are least daliverad by smokers'

own brand among YERY LGW smckars and taste among ULTRA smokers
(TSBLE 2). ULTRA smokers zscribe highest deficiency to youth

imegery. Youth is also hignly deficient amang VERY LOW smoksrs.

- Tnese resulis suggest great ooportunities in those three areas:
sz*isfaction, taste, youtn imzge. Thus, cne might say that whetl

market nesds now is 3 setistying cigarette that testes ga6d

o
[

({4}

R— which projectis & youtniul imzge. Ls suggested before ...

-~ Pesiticning opportunities without rezl improvements

=
Frv

may have been exnhzusted by now.

-_ The next phase in mzrxsting cigavettes must rely
mora on R&D efioris tnen on nositioning/edvertising
efforts
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3. MESALLION

- Although switching-prone smokers (86.5%) might switch to any of
a large number of brands, Medallion is the largsst target (5.7%)

(p.41).

- Medallion fully meets the health concern reguirements of the

ULTRA segment while it lags considerably in that respect among

VERY LOW segmant (TABLE 2). This indicates that

Y yrand

171
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may have a communication probiem in one ¢f its mest imp

™
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and this is somzthing that RED should be immediately COnCErnes

- The rezl prcbliem, however, jg sarisfaction and taste {TRBLE

- fursnermare {sse TAELE 3], Mzd:z7lipn's prociems DECOTWE abundantiy

izzr by the time consumers €2t 10 try it. Tnis is definitsly

the nost acu*s prohiem arsa &and Inet is wrere t-e nhurdle 13

- Interastingly, smokars who
Meceilion regu

srand than triars,
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Table ]
BRAYD RATINGS BY TAR & NICOfINE SEGMENT
Own 3rand ideal Brand Madallion
Very Yery Very
_Low Ultra Low Uitra Low Ultra
Sztisfacticn 7.0 £.8 7.6 7.2 3.6 6.3
Fzz1th ccncern £.5 6.7 €.8 £.9 2.5 £.8
Taste 6.1 5.9 5.7 £.6 3.2 3.3
Typical 3.6 4,7 5.4 4.7 5.1 4.1
Young 4.0 3.6 4.8 4.4 4.1 4.1
Pack L 3.8 4.5 4.3 4.7 4.6
tz2sculing 3.8 3.5 4.2 4.0 5.2 3.4
LTH 5.2 3.0 2.5 3.0 3.9 2.7
Hzpny to smoke £ £.9
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Table 2

COMPARISON: MEDALLION AND QW BRAND
yS. [u0EAL BRAWD - BY T/d SEGHMENT

Very Low Ultra
Own Own
Brand Medzllion grand Medallion
Vs . Vs, Vs, VS,
Tdeal Ideal ldeal Igeal
Srand Brand Srand Branc _
Satisfacticn -0.6 -5, -4 -0.°
Health concern -0.3 -1.3 -0.2 -0.1
Taste -0.56 -3.2 -0.7 1.3
Typical +0.2 -0.3 - -0.%8
Young ~0.5 -2.5 -0.3 -0.3
Parck -0.4 +0.72 0.5 +0.3
Masculine -0.8 - 20,5 0.3
LTH +0.7 +0.4 - -0.3
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Table 3

RATINGS OF MEDALLION
BY DEGREE OF FAMILIARITY

hever
Heard Seen/
ut Hezrd Triszd Bzught
Setisfaction 2.8 3.5 3.3 5.3
Health concern 4.6 4.7 5.2 £.8
Taste 3.2 3.9 z.3 4,8
Tyrical 4.9 £.3 L7 Lz
Youns 4.3 3.4 3.7 &3
Pack 4,4 4.9 4.¢ 4.8
Maecyling 5.6 Z.5 3.4 2L
LTH 4.4 4.7 3.2 2.2
Hapcy TO SToKe 4.5 3.9 3.z £.5
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Prepared fTor:

imperial Tobacco Ltd.
fontreal, Canaca




S

15042 AG-40

I. BACKGROUND AND PURPOSE

11. EXECUTIVE SUMMARY

III. DETAILED FINDINGS

A.

m

APPENDIYES
1.
2.

Reasons For And Experience With Smoking LTN Cigaretltes
1. B=znefits Sought

2. 1s The Search Over? (Brand Loyalty And Switching)

Evaluation O0Ff Brands And 3rand Discrimination
1. Discriminating Dimensions

* 2. The Impact Of Advartising

[ ]

The Importance COF Packaging
Tha Ultra-Mild Segment

Medallion: Myth vs. Reaiizy

lew Positioning Alternatives
1. “Aggressive" (Numters-Based) And Safety-Related
2.

3, Flezsure And Fun

Discussion Guide
Screening Questionnaire

Zoncapts

Page
humber

1

(%]
w




15043 A@-40

BACKGROUND AND PURPOSE

In 1880, a study was conducted (see Project "10 Below" Focus Groups
Final Report) to explore consumer reacticns to low tar and nicotine
cigarettes in gesneral, reasons for entering the segment, and reac-

tions to particular brands.

Since that time, the ultra-mild (5 mg. tar and Selow) cigarette mar-

ket has become a fully developad segment. Now, a follow-up study

was conductad to rezifirm what was previously learned and *0 concen-
trate on the growing ultra-miltd segnent.

Six Focug grouns wers conducted baiwzan July Eth and July 14th, 1582

he groups consistad oF reszoncente as follews:

Group 1 Women who smoke 5-12 mg.tar cigarettes
Grouo 2 Men who smoke 6-12 mg.tar cigarettes

Group 3: Men who smoke 5 m3.tar cigarettes and under
Group 4: Women who smoke 2-3 mg.tar cigarattes

Group 5: Men who smoke 6-1

Group €@ Homen who sme
mg.tar rang

The qualitative research presented irn this regort sought ta explora:

. *ha perception of 2xisting low tar brancs;

_ the role of absolute tar level and taste
in brand selecticr;
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- the role of other attributes and factors
which LTN smockers find relevant in brand
selection;

- consumer reaction to current low tar ac-
vertising campaigns; and

- consumer response to various proposed ad-

vertising strategies -- aggressive {(num-
ber-based), safety, taste and pleasure/
fun.

In each focus group, participants discussed their personal smoking his-
toriss and attitudes toward LTN zZigerzttes, saw anc discussed current
advertising and advertising strategy concepis, and arranged packs of
cigarettes cn a high/low tar continuum, The Discussion CGuide used in
the ressarch and the questicnnzire used in the Screening are appended

to the report.

m
{3

This researcn is qualitativa in nature. Results should be interpret

as exploratory and not directly projectable to the population.

This report provides the analyst's interpretation of the opinions ex-

articipanfs in “he six focus groups. It is intenced to

pul
)
4]
v
v
D
(49
(=

s

o

1

gensrate hypethesis feor future study.
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II. EXECUTIVE SUMMARY

PERCEPTICNS OF LOW-TAR BRANDS

- LTH's allow consumers to continue to smoke under social duress.
As a category, low-tar brands are seen as a means to yield to
health considerations, social pressures and perscnal guilt feel-

ings.

- LTN smokers can be grouped into two categories: those who want to

continue to enjoy smoking and those who are trying to give it up.

- The most important feature of this market is that smokers per-
ceivé the low-tar smoking experience as involving civing up part

of the enjoyment of-smoking while, in fact, they wished that low-

tar, i.e., reduction of healih hazard, be an added benefit.

- (Consumers who have not yet resolved the conflicis associated with
smoking continue to compare LTN's with stronger cigareties. Any
comparison of that type is bound to be negative irsofar &s LTN's

arg concernsg.

- While cownward brand extension within the same family conveys re-
Tiability snd heritage, it also conveys an sxcessive strengin

image that is difficult to shixe off.
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BRAND DISCRIMINATION

Tar/nicotine level, taste, packaging, and image are the main

factors affecting brand selection.

Relevant image dimensions are: male/female, strong/weak, and

veruck driver"/sophisticate.

ADVERTISING AND PACKAGING

Advertising affects awarensss and reinforces brand image. Par-
ticipants do not admit to any effect on brand selection which
they attribute mainly to persgnal reccrmendations and partly fo
poing-of—purchase factors.

Tha reluctance to admit to advertising effects -- which czn be
understood in light of the guilt feelings generally associatad
with smoking -- can also be chszrved when reacting to a sample
of current ads in the group discussion. Participants rezct
only to what ads are saying; they can hardly talk about how

they aftfect them,

Peckags attractiveness and degree of fit =ith the smoker's imoge

nave a lot to do with brand salecticn.

graphic design, lettering, colers, etc., work together o create

an image. Changing any single element may change the whole image.




15047

AG-40

ASSOLUTE TAR LEVEL VS. TASTE

LTN smoking is certainly less satisfying than smoking stronger
cigarettes. For that reason, COnsSuUmers continue to search,
particularly when new brands become available. However, they
are not searching for just a Tower-tar cigarette. They are

searching for a better-tasting, lower-tar cigarette.

Wwhile the industry nomenclature used to differentiates among
LTH levels is not shared by consumers, they have a mental pic-

ture of LTN .... "when you get that far.”

Ultra-mild smokers refer to their smcking behavicr in terms of

“catisfying & craving" while smokers of strongar cigareties

talk about teste satisfaction.

Apsolute tar level 1is still relatively unimportent; retative
measures are @orea prevalent. fizneraily, there is very littie
intarest in the "humbers game” &t this time. Further advertis-

ing activity in this area might change the situzstion.

There is evidence of nelief and hope thet the cigerette indusiry,
tnrough the means of modern science, would find a way to dzliver

tzste to LTN smoking.

5}
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MEDALLION: PRESENT AND FUTURE

- Because Medallion has been around for a long time at the low end
of LTH, it communicates lightness with greater confidence than

brand extensions.

- Medallion suffers from an image of excessive femininity, but so
do 211 the cother "1 mg. and below" brands. Social and marketing
trends would probably tend to lessen the severity of that problem
over time creating positioning medification opportunities for the

brand.

- For instance, consider the following:

’

CURRENT MEDALLION IMAGE

L

TASTE IMPROYEMENTS!S)
[R&D]

P S

POSITIONING MODIFICATION
BASED (ON:

SCIENCE === TASTE —== SATISFACTICH

T

¢

NZW MEDALLICN IMAGE
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Thus, a Medallion taste breakthrough -- accomplished in stages
or in one shot -- may provide more than enough protection from
competitive "under 1 mg." brands. A good point to start may

be to concentrate on: “the first puff," "same taste satisfactioﬁ

while inhaling less," etc.

REACTIONS TO NEW POSITIONINGS

Taste promisas, particularly the one heraldsd 2s a "taste break-

through," are received most enthusiastically by participants.
They tell consumers what they want to hear most, i.e., gratifying
a real nead, and they restore confidence in the industry. Kith
rega;d Fo the latter, the industry leader is preobably in the best

position to take advantage of this situztion.

In the short run, i.e., as long as difficult eccromic conditicns
prevail, a taste promise that is communicated in terms of "getting
full value" §s a very powerful mesens of motivating consumers who

might normally resist any attempts at persuésion.

Pleasure and fun positioning is also w21l received. It provices a

tha fece of mounting sccial

o }

rationale for continuing to smoke i
pressure, it anchors tha brand into pleasant memories, and it also
allows *he smoker to experiznce relaxation by the mere exposure to
advertising.

-, \

’

~ -
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~ Aggressive positioning citing government's and other authoritative
sources' endorsements are counterproductive. Comparative. adver-

tising brings out the harshest phjectives.

- It should be remembered that "taste promise" pesitiening requires
soma R&D work while "pleasure and fun" may be accomplished without

it. Thus, it seems that the later is an excellent fallback option

should R&D effcrts not prove fruitful.
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IT1.

DETAILED FINDINGS

Verbatim quotes are included tnrouanout this report as examples of the
opinions expressed by group participants regarding LTN smoking and
specifi¢ cigarette brands. Whenever 2 quote is presented, the group
in which it originated is identitiad in abbreviated form for ezse of
irterpratation.

A. Reaszns For And Ixperience With
smoking LTN Cigarattes

The LTN segment of the cigarette market has been developing very
fast. This section discusses rezsons for smokers' switching inta
the LTN market as well as thzir reactions to and experiencs with

the LTN cigarettes they have srcked.

'

1. Benefits Scuaht

The reasons mentioned for smoking LTN cigearettes, all of

whigh involve the low tar fezture, may be classified as

follows:

b
cr
r
a

1. heaith consideraticns, i.2., coughing,

zfc
and

™~y
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3. pressure 19 smoke szfer cicarettes exercised
by relatives and friends;

&, eattempts to give up smeking altogether.

AT

N
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"1 settled on Players Extra Light. Plus the
government warning and the nicotine, I
tried a light cigaretie.” (M: 6-12)

“...1'm a diabetic and have a lot cf health
problems. | was getting sick on the heavier
brands." (W: 6-12)

"1 found with Rothman‘s [ was getting a cough,
[ had 1t in the back of my mind I wanted to
quit. Now more so with ths media and trne
exposure to the Surgeon Genzral's Repsrt.”
(M: 6-12)

“"tveryday you face jt ... Everyday the pres-
sure2 is on. Ycu hear someons had a heart
attack or my neighbor down the street got
cancar. [t frightens you. You say you'ra
still going to smoke but you're conscious
zbout it and woculd Tike to live ..." {M: B-12)

Tt

“I'm trying to quit smcking so I've graduzlly
besn cutting down on the degree of tar end
nicotine.” {H: 1 Or Less)

"...As I started getting older and smoking

more and more, I startzd cocughing more znd
more. I was more awzre of the cigarett [
smoked, so [ started icoking for Tight
gasier brands." (¥W; 2-3)

oW
—

vy

"Cvarytime my cough would start up, I would

y . - . - ' .
crange brands. Lighter and iighter until
Yiscount.® (W: 2-3)

“I Tike 2 stronger cigaret<s
girls who bitch at me constantly - stos x-
ing. They're always bitching about thez small
in the car, smoking at rmez! times; you're
killing yourself. This is zrimariiy a con-
caession.” [M: US)

I heve thrrze
5
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.1 always go to a mild cigerette when I
decide I'm going to gquit." (M: u5)

There seem to be two segments of LTH cigarette smokers.
Those who are trying to quit and those who want to continue

to enjoy smoking:

"I hoone that the old c1garett , duMaurier,
will become too streong for me after bzing
on them for awhile. [ hope 1'11 become so
fed up with these that ['11 guit entirely.”
(M: US)

*...fesl can enjoy SHsk'ng without the dan-
gar. They're better for me., Help calm my
nerves." (W: 6-12)

, "I enjoy it. I g

of pleasure Trcm
it so I'11 cont i

ing." (W: 6-12)

"T dan't want to cuit smoking., [ enjoy it.
I Tike Craven A so | went to tha mildest
Craven A." {W: 1 Or Less)

M smekers continue to compere LTN cigareties to the stronger

.

varieties regardless of tne iength of thzir expsriencs with

LTH's.  Many LTN smokers seek the same benefits Trom tha

~ LA
rettes 2nd would

(R1]

tTNs as they received from thsir stronger cig

uy
Ilr

T1ike: the low tar factor to be an additional berns¥it rather

tran 3 substitute for %hne enjoyment they wzrz receiving. lized-

tess to say, they are often disszppointed.
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Benefits scught inciude:

Relaxation

- Taste

- Satisfaction
- Easy Draw

- Image

- Aroma

Many LTN smokers are smcking more in order %3 attempt <0 Se
satisfied, but enjoying it less:

"The only problem with ths Tight cigarette is
! have a tendency to smoke more now." (M: €-12)

"T started to get to the tighter and lightar
and Tignhter ti'! I'm just drawing cn ncthing.
That's addiction. When you're not gesiting
much teste.," {W: 2-%)

Some LTN smokers seem to get used to the diT<erences beiwesn
the LTHs and regular cigarettss whils other continue to com-
pare them unfavorably to stronger cigarettes:
"1 found a change, but 2s you kesp s—coring them
P

you get used to them, The same as you did to
the higher ones.” {W: 2-5)

"tvery once in a while when no one is isoking
I buy the cigarette I want and smoke the
whole pack..." (M: UZ)

(RIS

“When [ go back to 2 reguler cigaret<s

I cringe,..The first drag and you cst a big
catch in your throat and go back to y

own." {M: 6-12)
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2. Is The Search Over? (Brand Loyalty And Switching)

For many LTN smokers, there was frequent brand switching

until they got to the brand they are using now:

"Going back four years, ['ve changed quite
a bit. There was Sportsman, Matinee, Peter
Jackson and then this one. Each fime I've
gone down." (W: 6-12)

"1 swokad every brand ths
Working my way down thne
fSelect]." (M: U3)

rz2 is probably.
szcale until thase.

Overall, group participants arz satisfised with the rance of
tar/nicotine available in cigarettes. They express no desire

Tar stiil milder LTH's and szverzl stated thesy would £2 no

2

tomar down the tar/nicetine scale then thay ware prese-t)

smcking:

"I wouldn't want to go to anyihing any miider
beczuse I wouldn't get znyvihing out of it.
Trat s as low as I would go ..." {#: 6-12)

"Hzs anyone tried those
are no tar. They'r2 t

"The numbe
long as i 3
I Tiked." (% U3)

™
i
+
[

“,..1 don't think you can go lowsr now than
what we have. The market i35 spread. We have
a wide salecticn." {*: €-12)
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The LTN cigarettes presently available are helping to reduce

smokers' coughs and to relieve the guilt of smoking:

“My throat is not as scre.” (W: 1 Or Less)

"1 don't cough as much,” {W: 1 Or Less)

However, the search for a batter tasting, mors satisfying

low tar/nicotine cicarette is far from over,

"1 remember trying thsm once, [ couldn't
get anything out of tham., Whzat's the
paint?" (W: 2-5)

"I7 you go down to the 1 mg., you're nct
satisfied." (M: £-12)

o~ "I think with this extra iight crz,
might be getting 2 scod smoke, but
not setisfied."” (M: £-12)

71

-

ra2 smoking air. Noihing

n A

...45 long es they heve ¢ taste to it,
T con't care if they're mild, but I can't
s2z smoking just to smoke." (W: 6-12)

Also, some participants expressed cissatisfaction as tc how

ch

zoorly many LTN cigerettss are rolled:

4 1ot of the low tar/nicotine cig
are terrible. They just fall ai
and ashes fall." {iW: 2-5)
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"I like these because they don't fall
apart as easily. I find that the weaker
cicarettes are not as tightly packed."

(M

us)

Whether their perceptions are accurate or not is a moot

peint.

The fact is that dissatisfaction may often follow

irrational paths.

The lack of an easy drew is also fregusntly mznticned as a

problem and this one is probably the most visible drawback

of low tar Srands:

"Every puff is 1ike an instant hernia.
Everything caves in trying to gzt any-
thing ocut of it...I7 you smoke that
censtantly, you might as well not smoke.”

(*: 6-12)
"You have to rezlly hzul on it just to
get anything. It’'s just Tike sucking
air.” (W: 1 0r less)

Scme smokers

"With

more.

have chenged thair smoking habits in search ¢f

T ts that remembered

—

n
n

m

ties gqua

tn

:‘3
ot

rg

Y TH s
LTH cigar

nT o
o,

ot

cigaret

the lightsr cigarette, you inhale
"M UD)

"I Tind with these, I smoke tham right
gewn to the filiar bzcause ths clgser
to the filter, the stranger the cigar-

P
evie

gets." [M: U3)
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“When you smoke a light cigarette, you
tend to smoke rmore than if you're smok-
ing a stronger Srand.” (M: 6-12)

Scme have taken drastic measures before switching back to
a stronger cigarette:

", ..Eventually I trought I'm fed up with

sucking on air 2all the time. I started

covering up the holes. Eventually [
went back to duMaurier." (M: U5)

To sum up, LTN smokers are still searching fgr a sa2tisfying,

good tasving LTN cigarette:

"o 0'm trying to find 2 mild cigarett:z
that tastes like a strong cigarette.”

(M. U5)
..My idea s to strike thz Towest
level where | can still get some

flavor cut of the tpbacco..." (M: 6-12)
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B. Evaluation Of Erands And Brand Discrimination

1. Discriminating Dimensions

LTN smokers discriminate among various brends on tar/nicotine

levels, taste, packaging, and imace,.

Though mest participants are not aware of specific tar/nicotine
levels, they do group cigarsttes into general catagories --
regular cigarettes, light or/mild cigarettes, and the ultra

milds., For the most part, they do not discriminate between *rs

2-10 mg., *ar cigarettss,
“...They're all the same thing. If it says
mild, ultra, light, they zre 211 mild."

{W: 2-59)

somgthing lighter and I rezlly didn't care
as to number. I Tigured any ore of them
would be better than what [ was doing.”

"I czme to it by saying I wented to smoke

Lot

(M: U5)

"...The cigarette with the littie roles in
them. - My husbend will wrzo a piece of
Tasking tape around them if ke doesn't
have any cigarettes.” {W: 1 Or Less)

Taste is seen as a brand discrimination factor and as both 2

iar brand and of the tar/nicotina level.

1]
1y

[}

function of the particu
khen participants were asked to define good taste, they had
difficuity. What makes a cigarette taste good is hard to

erms ¢f what gocd

-

—

t is easier to describe it in

taste is not rather than in terms of what it is. It alsg must )




Be notad, a2 with other preducts, tnzt zood taste is to some
degree based on individual preferzncses:
"Taste -- to me it's the strength.” {(W: 5-12)

“Can't describe the taste of 2 cigaretre.
It doesn't taste like anything vou know."
(M: 6-12)

I think the satisfaction is 200d tasts ...
Pecple 1ike the taste. Trera's sztisizction
by smoxing and getting the lavor in yvzur
mouth." (M: §-12)

"Taste, but do
way down.," (M:

.

Image which is to an even lesser czgrss 3 conirete, 225

definable variable i3 alsc a mearns of discrimineting amen:

1
ot
i)
—r
wn
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cigarettes. The image of a cigarss

ons of others wro smoks that particular
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1

grivar"/ecnhisei-

"It's an ddentity thing. 1've wel to ez g
truck driver smoke Matinez. They're into
Export, not Export gr Plavers. 1<'s the

U1
e

macho image, " {M: U

"Cxport A is a truck driver cigarette.’
{W: 1 Or Less)
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"I'a like to try it because ! would like to
be one of those select people just for a
few days..." (W: 1 Or Less)

"Men are not as Tikely to smoke lows as
women." (W: 1 Or Less)

"Manufacturers themselves try to push image
through advertising z2nd packaginz. Sponsor-
ing is a big way of doing it toc." (M: U5)

The image of certain cigareties has been built over time znd

there is tradition involved in smoking them:

"My parents smoked duMaurier. I smoke them.
I never go into a store and ask fer any-
thing else." (M: §-12)

"On tne scale, I might go down cre mors,
but I'm going to stick with Rotrmans.”

(1: 5-12)
In many cases, the lighter tzr versions of yesteryear's strang
cigarsttes zre sean 2s sironger then similar tar lavels of naw

"T think anything that has kept the name

of the old cigarette ... It may be really
light, but w2're not going to believe it
because it has the same name." (W: 1 Or Less)

14
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2. The Impact Of Advertising

~dvertising increases awareness of particular brands znd helps
to reinforce brand image. However, LTN smokers c1ainlthat
their brand selection is not based on, or influenced by, adver-
tising. When asked to talk about advertising, they were only
able to talk about it in superficial terms:

"Upper middle class image...Empathize with

fireplace. Well educated pegple around it.

Reinforces my reason for selecting that
brand. " (M: 6-12)

"It's a mice picture.” {W: 1 Or Less)

“I love the hues. 1It's the colors.”

(W: 2-5)
Several participants claimed that seeing friencs srmov 2, seeing
cigarettes in the store, and trying brends has a gre:zzer influ-

ence on smcking a particular btrand than advertising:

"I tried Accord just because it happens
to be sitting by the cash register whs
I was in the stcre one day." (M: U3)

-
-
-
L

[ did go into the store apd asked t
lady to show me some cigarsttes, Sh

"The reason [ switched to them is that
napoened to read the tzar and nicotine
content in a stere." {W: 2-3)

"I find the only way I try a new cicaretie
is that if a friznd is smokirg it.” {W: 2-5;
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The downplaying of advertising is not surprising; it is a car-
ticularly commen feature of mosti consumption of cigarette,
liquor and other negatively sanctioned activities. Howevar,
even when shown examples of current advertising, most partici-
pants play back only the most elementary elements of communica-
tion showing little evidence of particular ads actually a<fsct-
ing them. It is like having spent a whole day at the Louvre

and then saying: "I've been at the Louvre" without showin:

any emotion.

The Importance Of Packaging

The packaging of cigarettes is an easily accessible maans for

smokers to discriminate ameng brands. Whether or no

’

.
|
v

[{e]
t
.
Cis
v

]
[
e
[11]

o

is attraciive and fits in with ths imakers

1ot to do with brand choiga:

"The package makes a hell of a difference.
{f any of those (concept brands) had some-
thing othar than Brand X and a white pack-
2ge that weould have heen my first choice
right off..." (M: 6-12)

looking at the packese, it locks

& heavier cigaratte beceusz it 100ks
3 mzn should be carrying it ...

oks 1ike more his cigarette than hers."
W: T Or Less}

"When I stzrted smoking Export A I s
smoking them because I likad thz co
the pack." (M: U3)

“Ounhills. YWhen they first brought out
their package, it was embossed which most
c¥ the cigarettes aren’t. It has a heavier
feel. It gave the impression of substance
...It gave a luxurious appearance, [ tried )
it for awhile and didn't like them.™ (M: U5) -~ K

.
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“Package color makes a difference. Yellow
is relaxing, bright, good." (W: 6-12)

"They remind me of the old yellow package
Matinee that had problems with filters
...The color turns me off." (M: €-12)

"Package looks classy." (M: 6-12)

"[Belvedere] really look good in your
pocket too., Nice blue. Cne of the best
package ideas."” (M: 6-12)

Grezphic design, colors, lettsring, etc., combine to form a
picture smokers constantly carry in their minds. Changing
a single packaging element cces bayond that change; it

atfects the entire imege.
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C. The Ultra-Mild Segment

Though LTN smokers may not defirme & specific tar miltigram level
as ultra-miids, there is nevertneless a loosely defined, distinct
category which they are aware of as having very little tar/nico-

tine. It is referred to by them 2s "when you get that far.'

The ultra-mild category is for tns most part viewszd negatively by

—h

m

r to thes

m

nonultra-mild smokers. They r cigareties as not

(8]

satisfying and wonder why anyone would bether with them:
Y

"when you get to the cnes with the little
holes in the filters, 7t seems like an
awful waste of time." (M: £-12)

"Might as well stay hzmz ang roll
1]

1
I
¢f paper and light it..." {W: 6-1

1l
in
(&1
i

(RS IN5T)

z
J

Smekers of ultra-milds are aware that thesy ere smoking very low %ar

cizarsites. They speak differeniliy abcut thzir cizarettes tren
smokers of highar tar znd nigoting cigarsttes. tten, they do nat

telk about taste; rather, they talk abcut satisfying a creving,

w0orxing their way down the scals, axd uitimetely caizting:

“I always go to a mild cigarette whan I
decide ['m going to guit. (M: L3)

“This s to satisfy 2 c¢craving; it's not
really giving me & wrncls lot cf olezsurs
at this point." {W: 1 2r Less)

“I'm trying to gquit sroking sz D've gradu-

ree of

S ;
ally been cutting down cn the deg
tar and nicotine." (} s )
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Yiscount No.1 Ultra Mild which is the lowest tar cigarette
gt .7 mg. was not perceived as beirg different or 10wer

than 1 mg. tar preducts. Of course, 2s more brands appear
in that range, discrimination should sharpen. But, generally,
it is possible that most consumers do not see themselves in
a numbers race and they certainly do not sit around waiting

for the next lowest brand.

B
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0. Medallion: Myth vs. Reality

Commenting on the relationsnip among various members of femily
brand extensicns, one participant said:

"I think anything that's kept the name cf the

old cigarette may be really light, but we're

ngt going to believe it because it has the

same name.” (W: 1 Or Less)
Therein may lie the essence of Medallion's future in terms of
consumers' perceptions relative to other brands. What this
person is saying is that because of ;heir haritage, some brands,
and particularly Rothman's, Export A&, or Belvedere, project in
image of excessive strength down to their lightest versions.
Medallion, on the other hand, teing free frem such traditicnal
images, is in a better positicn to communicete Tightness witn
confidence. The questicn tnat needs £o be addressed is whether
davelepment of Medallion downstream line extensions, i.e., under
1 mg.,‘or some other marketirg teactic would be more suiteble to

entranch its position at ths low end of the tar znd nicotine con-

tinuum in the face of competition from under 1 m3. brands.

First, there is the guestion cof smoker image:

“Mzn are not as lik21y tOo smoke Tow &s women.
IT you see a man smoking an ultra mild, you're
supposed tc autcorztically think they're a bit
fruity." (W: 1 Cr Less)

"Export A smokers rarely switch
lighter and rarely quit., They'
that pitch image. Lumberjack in the moun-
tains. Real men." (M: U3)
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Although this statement does not purport to reflect the major-
ity's feelings, it is probably suggestive of the pressures
that are still operating in society which associate strength
with masculine treits and lightness with femininity. While
the early identification of Medallion with lightness has
cartainly contributed to making it primarily a woman's cigar-
ette (approximately two-thirds of the existing franchise),
tr2 current pressures towards blurring of sexual boundaries
in scoiety and the recent oroiiferation of under 1 mg. tar
brands may lessen the brand's excessive Temininity in the
future,

incidentally, since Yiscount 1's franchise is %% female and

Craven & Ultra Mild's is 67%, it would not he oresumpluocus ts

this situation reflects the razlities ¢f the mzrx=*place, 25

expressed in the guctation zhove, a5 much as tns resy

marketers' efforts. Hevertheless, ITL might do weil to inves-

tigate the pessibility of turning this prablism ints an opoor-
B y

tunity by addressing the issuve souarely. The question is:

How can one make Medallion more eppealing 1o men without nurt-

the women's market segment?

-
3
]

This leads one to the single most importart element that may
zope2l to men {without lessening the apgeel 1o weman) wnich one

hears time and ajain in focus groups, and that is taste:
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"I'm trying to find 2 mild cigarette that
tastes like a strong cigarette." (M: U3)

“After a while they all taste the sams
anyway." (M: US).

And more specifically,

"1 bought Medallion again. But eventually,
1 was fed up with smoking air 21l the time.
Eventually I went back to duMauriesr." {M: U3)

£11 of this seems to indicate how much potential there is in
improving the taste of an existing brand (vis-a-vis launching
a naw brand). But what if existing technology is not up io

the t23k?

Many smokers s2y that "with the ltighter cigerettes you innale

more." While they tend to explain this phenomsnon in tzrrs of
trie apparant difficulty of drawing with lighter cigarettes, Cna

suspects that pavt of the explanation relates to the lack of

taste satisfacticn associated with lighter brands. An oppertunity

to nasition 2 rew, improved Medalli

~—

v axist hert

(v

w

offers a “taste breakthrough" which can actuaily be experizancec

in terms of inhaling less -- or zs much as with 2 stronger Cig

arette -- for the same amoun®t of taste satisfaction.

The inhaling problem is further exacerbated by what some smokers

reccgnize as the hebituaticn property of smoking:

LI

.
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"The first drag is what tastes good. Tne
rest of it is just something to do with
the rest of the cigarette." (#: U5)

The power of the first puff seems to be quite renarkable:

"The most noticeable thing is the first
drag. It's 1ike the first sip of beer
on a hot day or the first bite of a

candy bar. The first one. If it tastes

good I'm tiable to stay with it." (¥: U3)
IT this feeling is widespread -- and a future cuzntitative study
would do well to investigate this hypothesis -- there may be
gdditional positioning opportunities that might =mphasize "the
first puff." For instance, one can easily visualizz a "challenze-
ty:é“ campaign that would not even need comparative advertising

drguments to make the inference.

wnce the "numbers game" had started, it seems that firms in tho

industry may have no choice but to play thne game. And the only

gvenue cpen to them is going down. It is concsivahls, then, that

tha 1 mg. barrier will continue to be broken tims and again -- 2t
least in the foreseeable future -- regarcless o7 wnether projected
cemand justifies such moves. Cf courss, suonly might creete its

ewn demand, that is, as the number of "uncar 1 mg." brands
increases, the sheer activity at that end of the market and the
variety of newly available choices would conditicn increasing
numbers of consumers to accept "smoking air." The desire to gquit
smcking altegethar and the rationalization offersd by many ccnsumers

that their going down in tar and nicotine brings them closer to the

- .
’
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inevitable step of giving up smoking may éctual]y increase

the market considerably.

Medallion has a recognizable image at the low end and it
sesms & waste for ITL to launch new flanker brands under
1 mg, tar just to protect the Medallion franchise. OQur rec-

ormendation would be to:

- start immediately the development of taste-
improved Medallion concepts at the current

tar level;

- implemsnt a series of tastz/product imorove-
ments that could be launched one-at-a-time
over the next 2-4 years to enhance iMedal-
lion's credibility, particularly armong men.

In summary, the reality of today's marke: is that tar lavels will

u

archably centinue to drop. The competitive reality is thzt z

(&3

nat

tar levels drop, taste is negativaly affected. Tha mytn is

Yedzilion “is what it is." I7 aaything, Mesdallien is not yet

n

t

what it might be.

Lfe]
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m

Hew Pgsitioning Alternatives

Ouring the group discussions, participants were exposed to nine
orncept statements. All of those concepts related to the ultra
mild or the very low tar and nicotine end of the smoking exper-
ience. The main objective was to gauge participants' reactions
to several categories of treatment, each highlighting a different
set of arguments or presentations. The following sections dis-
cuss those treatments and resactions to them. Ceopies of the cen-

cests are apoendsd to the repert.

1. "“Aggressive" (Numbers-Based) And Safety-Pelated

This group of concepts approached the {ssus by aggressivaly
‘providing survey results znd findings backed by authoritative

figures. The four concepts faliing in this category are:

- Governmert Report

- Jpctors

- The Leowsst Tar

- 30% Miidsr Than Mecaliion,

Overall, Governmant Report was not 1ikad very much, primarily

because of the relatively low esteem in which governmant is
held these days. While invoking the government was probably
intended to tend the pesitioning moral susport and upbiased
authority, reacticons werz quite the opposite. Or the one hand,
participants resented somewnat government's intervention in
this area while, on the other, they 374 not attribute to it

a great deal of credibility.
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Similarly, Doctors encountcred mixed reactions. Some peo-
ple found it hard to believe that physicians would recom-
mend any smoking whatsoever while others felt very mﬁch
relieved smoking a brand recormended by suc¢h a relevant

authority:

“If my doctor said to smoke this one, it's
0.K." (W: 2-5)

"That would influenca me." (W: 2-3)

"It's authoritative. Simple." (M: U3)

"Smoking makes you feel guilty. You nead
anproval from someplace." {W: 6-12)

"I'd try it. If I
back to my regular oo

Tre involvement of doctors in this context aiso brought out
"Too miid. If doctors &pcrove than it
wouldn't be worth trying." (W: 6-1

“Yery weak. Exiremsly mi

The Lowsst Tar is also not very eppealing, orimarily bscauss

of tie expectaticons it raises emong scme peapla:

"Drag on air.” {W: &-12)}
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Moreover, the concept engages in "competitive advertising”
which does not seem to be very much appreciated or to hold

people’s interest.

Interestingly, the few participants who liked the concept
mentioned graphics, and particularly the cleen layout as
the reasons for their choice. Very {ew liked it enough
to pick it out of the crowd. Their main reason was per-

sonal:

"1 always look at numbers.” {W: 2-3)

This brings up 2 very important issue, namely, that the mar-

ket contains a small proportion of psople who are "numbers-

canscious” and "numbers-oriented.”’ A quantitative projection

i 1 estimating the size of

01

that preporticn might-be useful i

a segment which, because of its ncmogeneity, could hoid quite

a h

—

gh potential,

30¢ Milder Than Medallign appealed to some, but not very rmzny,

because of its simplicity:

e

Simple ad would tempt me to try it." {W: 2-3)

However, anchoring it specifically to Medaliion creatss

sgcme probhlems:

"Signals nothing to me

becauce I've never
tried Medaliion.: (W: 7-5)
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"You have to have exnerience with Medallicn
to judge it." (M: 6-12)

"Any company tnat advertises its products
by saying 'mine is better than theirs’
is not doing it on its own merit." (W: 2-5)

Medallion's firm hold on the low end of th2 tar and nicotine
continuum may pose another problem:

"You might as well be smoking wzeds. ™ I
wouldn't try it." {M: 6-12;

For that rezson, further reducing the tar and nicctine values

may not be as advisable & road for Medallicn to take as "im-

¥+

m

proving" “edallion itself, a point thzt was discussed

Tength in the previous secticn.

In summary then, the "aggressive" approach rwst be jucged
less than overwhalmingly effective. The main reasons for

its cool recepticn ars:

- lack of interest in the numcars gezme;

- possibly, the desire to avoid any direct
confrontaticn with the issus of smoking
in gensral and tre reality ¢f smcking to

minimize hazards rather than to —2ximize

plezsure;
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lack of effectiveness of compariscns
to other brands on the safety issue
when to most of Znese smokers the
real issue 15 taste satisfaztion,
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2. Taste Promise

N

In this category there were also four conceiis:

- Taste Breakthreough
- Full Value

- Third Less Tar

- Smoker Research

Taste Breakthrough is ore of the most appe2:ing concepts.

1t seems that not only 2ces the messzze co—unicate what
most people want to hear, but it says it im such a direct
and simple way that it penstrates even the mast fortified

defensses:

"I 1ike the menticn of gquality rathsr tnan

quantity." (M: u3)
"tow tar plus tre flavar.” (W: 2-3

"Says I'm going to have the flavor and Tow
tar." (W: 2-5)

N

"Nice, simpla ad." {¥W: Z-5)
“Tells you abeout the oraduct.” (W: Z-3)
“Direct, to the paint."” (W: 2-3)

“1f it's good .... If there's something bet-
ter down in the same grade ..., I'd try i
sure." {W: 1 Or Less)

"It appeals ta me because it says Brar~d X

brings flavor to uitra lcw, 10 smorirg.
It's the flavor I'm interssted in." {M: 6-12; A
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Most participants did not question how would <ne break-
through be attained. However, upon prebing by the moderator
as to the meaning of "enriched tcobacco," some negative com-

ments were heard:

"Not just tobacco. Something being aciscd to
give it flavor. Reminds me of protein en-
riched cereal." (M: 6-12)

"Implies adding scmething to it to brinz the
flayvor into it. Probably some chemical.

[t's bad. It depends what the chemiczi does
tc you. You know what tar and nicotire do.
Is the chemical any worse or any bettzr? It

could be ejther way." (M: £-12)
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"Enriched with what? Ko
Tittle longer?" (M: 6-

~.

If this concept is ever used, it might bz necsssary "t3o exT.zin

how, the taste breakthrougn was attained. The zossibility o7 the

breakthrough itself, heowever, is not dirsctly zusstionad. [n
tha contrary
"Would be nice if theyv could. I wou
,’

1
surprised if they couldn'i, modern 3
bzing what it is." (M: 6-12)

“Believe that taste brzakthrough is
They cen come up with chemical additives to
make a table taste good. S0, eventually,
they'1] do it." {M: U3)

particularly as it answ2rs 2verybody's desires:
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"As they cut down cn tar and nicotine the
flavor tends to go. “y idea is to strike
the lowest level where [ can still get
some flaveor out of tne tobacco without
having to get a hernia trying to drad 3
smoke." (M: 6-12)

Full Value addresses the taste issue obliquely by ma

king refer-

ence to low tar cigarsttes not delivering 2s much taste 2as

Jighter tar brands althougn they cost the szme. CF

this kind of argument draws sconcmic inferences in
minds, particularly in tnese economic hard times.

that to be the main reasscn for liking this conces
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"Yalue these days sean

5 LC
2lso mentions gocd taste?

sLr
(#: U3)

"Hot too many pecpla g1vc you Evary
you pay for these days." (W: 1 Cr

"At 31.6% apa k, value is an impertant

(e uE)

\_.unc ' ¥

“Is telling me that ['m not giving up zny-
thing." {W: 2-5}

in the driver's seat," to put him in controi o7 t

ma

l"l

and, most importantly, to poriray the cigeret
doing what he {s supposed to do, i.e., 4aliver hon

How can anyone argue with these truths?

f course,
pecole's

(One suspects

Re situaticr

nufacturer

pst valus.

"n summary, this concapt se2ms 4o be puttieg tha Iinsumer "hzok
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S—gker Research and Third Less Tar were not liked as rmuch as

tne previously mentioned concepts in this category. As was
skown earlier, direct and indirect comparisons as well as
unsubstantiated zlaims tended to be dismissed as either un-

true or pretentious.

A11 things considered, taste promises seem to work prcvided
thzy are direct and invoke 2 good reasen for the promise,
Lfrong the concepts tested here. 2 “"scientific" expleanztion

cerformsd best, particularly since it did not co into exces-

sive detail as to how it actuzlly works.
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3.

Pleasure And Fun

The ¢re concept falling in this cateccry attracted most z2tzzrzion
and drew most positive comments. Thz reason for attractirg 2i-
tention was the fact that it was soc different from everyining
else seen by participants; the reasons for making a positive im-

pressicn had to do more with what it conveyed:

“That's nice. Extra mild is tasteless.
Lceks Yike he's thinking about somathing
otner than the cigarette. Wke's satisfied.
(W: 8-12)

“The best. It is simple. I found they (all
the other concepts) had too much writing
on them." {M: 6-12)

' "It makes rme think of the first time [
started smeking and the first tims I in-
Faled a whole cigarstte. I got a bu
off it. It mede me. feel rezlly 5o
p
\

fn evening of pleasure. He lcoks 1ika ha's
headed for a night on the town. He's going
to have a good night.” {M: 6-12)

"Looks sophisticzted. He looks Tike he has
it rads just by smoking that carticular
vrend of cigaretts.” {(M: §-12}

"That I would take a look at.” (M: £-12)

“If you went pleasur=, come to .... IU as-
sumes you've lost it scmewhere.' (M: §-12)

“The cigarette is going to give yod scnething
te take you back to those days.' (M: £-12)
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"People seered to enjoy life a little more
than the rat race we have now." {M: 6-12)

"I enjoy a cigarette .... a good tasting
cigarette.” (W: 1 Or Less)

"Looks like he has half a grin on his face.
Looks like re's enjoying his cigarette."
(W: 1 Or Less)

A1l thes2 associaticns are positive even without the ssxual
conngtations in the concept which & majority of particigpants
seem to have not even noticed, The only problem with this
concept is the ambiguity of the phrase “99% tar free.”™ Sut
without the moderator's orompting hardly anyone noticec or

reagted to it.

Upon examining the reacticns to all the ccncepts shown in the
groups it seems fair to siy that none of the thres general
approaches is totally necative but, azmong the three, & taste

promise and a.fun and pleasuire promise seem more apprepriate.

Of course, the latter can bz aczgmoiished strictly through

nositioning while the formzr requires some R&D weork. Durin

«1

the discussion, grouas participants were expesad to ssveral

ideas related to different product configuraticns, e.qg., vari-

+

.~

[s7)

~

znle puff strength, d¢ifverent cigarstte lengths, e:c., th
may be considered as "teste brealkthrough.”™ None of them, how-
ever, were enthusiastically receivzd because they are 5o har:d

to visualize without a sensory experience. If no real taste
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improvement can be accomplished, it might be useful to con-
duct a small taste test with some of the "off-the-wall"
options dezlt with in the groups to give those ideas a fair

test.




