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R&ED/MARKETING CONFERENCE

NEW BRAND DEVELOPMENT - “POST-LIGHTS®

First of all I shoulo point out that our market contains major
opportunities tnat, within the context of this paper, I have chosen not
to cover. Things like price brands are really less a result of what
people want to smoke than they are a reaction to very specific
environmental pressures. It's not that they are not valid, it is simply
that they are not truly tieo to the long term evoiution of smokers'
needs. Therefare, I'm going to pretend for tne moment that these
powerful contenders don't exist. Moreover, 1 intend to be fairly
dogmatic avout the overall direétion of new development. Opportunities
clearly exist for branys which go “"against the flow" of underlying
consuner needs. tnis paper reflects a view on tne criteria of new

developments directly attached to longer term coasumer needs.

New prand developmeni has the chance to go all wrong for people like us
as we struggle in tne wake of a major convulsion like light cigarettes.

There are four tempting but dangerous routes:

1. To pecome proguct instead of brangd developers ~ assuming that
technoiogy holds some magic key to the future., Smokers have, 00 and
will always ouy brands. Forcing new brand development into a

premature marriage with product technology will quickly see us selling
what we can make insteag of what people want to buy.
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2. To say “now the party's over" and in conjunction with a
proguct/technology orientes mentality aodicate today's market in
favour of some vague notion of designing for the "long temm” - as if

the future could be separated from next week.

3. To succumd to the "what haven’t we trieo yet" school of brand

cevelopment, “has anyone trieg a blue dot on the filter?"

4. To refuse to see the last convulsion ~ light cigarettes - as a fact of
life insteaa of an opportunity therepy draining valuable time and
resources into smaller and increasingly less relevant niches on tne

tar scale.

The real cnallenge of new brand develcpment is the next convulsion - or
next series of mini convulsions. In Canada, and I'm sure in many
developed markets, light brancs nave significantly cnanged the underlying
motivations of smokers. We must understanc these changes. To do so we
must unoerstand why the pnencmenam gccurred, in what context - what cnips
are left on the taple and in whai form, and then turn this understanding
of new needs into relevant, marxetaple brands. New brand develapment

cannot occur in isolation from the past.

LIGHTS-NEGATIVE PRESSURE AND THE NEED FOR “LESS"

Possibly more than in any other industry, our market development is
guided Dy negative pressures. Wnether it is scientifically valic or not,

the simple marketing truth is that smokers believe that smoiking
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jeopardizes their personal well-being. The proporiion of smokers who
agreed with the statement “smoking is dangerous for anyone" (versus heavy
users or peocple who were unwell) rose steadily from 48% in 1971 to 67% in

197s.

They gid not indict specific brands, products or immoderate use. They

indicted smoking. Almost one in two (46X), when asked how many

cigarettes a day could be safely smoked, answered - none.

Pre~lights, these concerned consumers had a limited range of options open
to them - essentialiy quit or cut down. 8y tne middle of the decade, the

majority of Canadians who smoked were trying or intending to try these

alternatives:
1976
“SMOKING IS DANGIROUS FOR ANYONE™ E7%
INTEND TO QUIT 26%
INTEND TC CUT DOWN 33%
TOTAL INTEND TO MODIFY 59%
TRIED TO QUIT - PAST YEAR al1%

TRIED TO CUT DOWN - PAST YEAR ST%

Fortunately for the tobacco industry, neither of these two approaches
proveg very successful for smokers. 1In 1976, although 41% had triec to
quit and 26% were ready to give it another go, the actual rate of
quitting “within the past 6 months™ was fairly stable at a little iess
oo/l
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than 2%. Fewer than tnis made it to a year. Despite the vast numpers of
smokers trying and intending to cut down, the claimed rate of daily usage
rose from 20.5 to 2l.1 cigarettes a cay (1971-76). Our calculated daily

usage Tose from 21.1 to 23.8 cigarettes per day (1971-76).

very simply put - people who were smokers increasingly wisned that they
weren't, in the face of mounting information on smoking and health - but

could not find a means of cealing with their concern.

Lignter brands were already availaole - they were milder things that old
women smoke ~ but the product solution was available for interested

smokers.

Althougn these brands snowea modest development in the early 1970's, it

was not staggering and generally, was not well understood by the

marketers:

1971 1972 1973 1974 1975
HIGH DELIVERY - 19mg + 41.2 40.8 39.9 38.9 37.6
MID DELIVERY - 14-18 mg 38.2 37.4 3.8 38.5 39.1
LOW DELIVERY ~ 10-13 mg 7.6 7.7 8.3 8.4 8.8
VERY LOW DELIVERY - 5 mg .3 .3 3 .3 .3
MENTHOL 6.4 6.5 6.8 6.9 7.2
OTHERS 6.3 7.3 6.9 1.0 7.0
SMOKING IS
DANGEROUS FOR ANYONE 48% 59% 56% 63% 64%
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s ights" in Canada was a bBrand not a proguct revolution. The industry
tried filters, charcoal, tobacco olenas, advertising claims attempting,
generally unsuccessfully, to solve the health prodlem in product terms
while virtually ignoring the paradoxical nature of the smokers' dilemma,
Although they wished they weren't, they were and virtually every effort
forced tnem to give up the things tney continued to smoke for. Telling
smoxers that you had a product was not the problem. Telling them they
could smoke it with nonour was.

In 1974, manufacturers agreed to put tar and nicotine numoers on the
sides of packages. Smokers who wisned to do so could now rate brands on
a scale of "sanger". Lightness, instead of peing an absolute, became a
relative thing. Close on the heels of this key piece of informstion and
the even more important founcation of relstive mildness tnat it created,
marufacturers began to introduce lighter brands instead of praducts.
"Lighter" was successfully defined in language smokers could unoerstand
as "All the experience of Player's in a lignter cigarette - Player's

Lignt."

Altnough we remain committed to msking good products, it would e
incorrect to suggest that corporate success in this hard fought battle
has really had much to do with who made tne best cigarette at a given
level of strength. Winning has been predicated on good brang marketing.
Companies with strong, clear, well defined'trademarks and the courage to
introduce thiem in a way that was true to their essential nature won.
Comoanies with less relevant or indistinct tragemarks, and companies who

tried to twist the basic rationale for tne trademark, lost - and lost

pacly.
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The commercial success of light brands speaks for itself,

were highly successful, and there were lots of them:

BRANDS LAUNCHED 1974 - 1984

1984 SHARES (12 MOS. MAY)

ITL - PLAYER'S LIGHT

EXTRA LIGHT

RR - EXPORT A MEDIUM

ROTH-

I

LIGHT
MILO
EXTRA LIGHT
ROTHMANS SPECIAL MILD
EXTRA LIGHT
DU MAURIER SPECIAL MILD
LIGHT

ROTH- CRAVEN SPECIAL MILD

ITL
B&H
ITL

ROTH-

B&H

ITL
B&H

RR
RR
ITL
B&H
RR

LI I I |

ULTRA LIGHT

MENTHOL SP. MILD
MATINEE EXTRA MILD
BELYEDERE EXTRA MILD & LIGHT
PETER JACKSO!: EXTRA LIGHT
NO. 7 LIGHT
B & 4 LIGHT
CAMED EXTRA MILD
VISCOUNT #1 AND 100's

VANTAGE

VANTAGE LIGHT

MEDALLION
CORD

SELECT

=N [
. H
NVOVMEEUVWEVMSNAOADDEVUAYY

.6

=
=
m
o
m
&
&

TOTAL NeW
TOTAL

New Dbranas

—
(3.6)

41.3
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Smokers oegan to experience real prosuct change. Tne sales weighted
average tar levels for tne market, essentiaily stable tnrough the early

1970's, orcpped significantly.

73 4 35 % T 18 73 8 Bl 82 83
17.0 16.9 17.0 16.6 15.8 15.0 14.2 13.7 13.4 12.9 12.7

Tne rate of switching rose substantially to the point where, in tne late
1970's, almost 1 in 5 smokers claimed to have changed brands in tne past

year, twice the pre-light norm.

Now, however, it would appear that the party is over. Virtually every
nooX and cTanny in the tar spectrum is filled. Although they continue to
grow, tne rate of expansion of lignt brands is reducing. Retailers ar=
beginning to refuse to accept lower potential brangs, the rate af
switching is down to a much more normal level, every major trademark is
extendea to at least two offspring. With Canadian smokers' need for
"less" apoarenily sateg with cptions, it is easy to understand marketers'

tendency to lack nervously at their hands wnen asked "whal's next?"

Alreagy we begin to see (and yes possibly participate in) some of the
— more flamboyant bul less relevant new brand development that
‘ characterized our industry oefore it embarked on marketing predicated on
the relentless logic of "Lights" as new brand developers look for novel

means of differentiating their brands.
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*+ Tne Canadian market is not seen by Canadians as non-Canadian - there
are no international branags that are perceived as such despite their

increasing prominence in the rest of the world.

CAMEL - RR ~ TEST MARKET - WITHDRAWN.

* Tne Canadian market is a uni-taste market. With the exception of

menthols, it is almost entireily flue cured virginia. Sm=okers are

pored. Smokers have ccmpromiseg on taste. Smokers try a lot of

! Rmerican cigarettes-occasionally.
PLAYER'S SPECIAL BLEND - NATIONAL - FORECAST
FORECAST 1.2%
ACTUAL 0.5%

*+ All Canadian cigarettes cost the same and smokers are increasingly
under duress due to rising taxes. Fine cut volume is up. Price
segmentation works in a lct of other places. A company has deen
saved in the USA py generics - why not?

— GENERICS - BASTOS - ESTIMATED SHARE - 0.2%

And recently a couple of new ones:

eedl9
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+ 100mm are growing in Canada - mayoe it's style, maype it's value for
money, mayoe it's & little of botn - it must be because it's 100mm:
ROTHMANS SPECIAL MILD 100's )  Share unknown

ROTHYANS EXTRA LIGHT 100's ) Financial Prospects ...
ROTHMANS MENTHOL 100's ) Doubtful

* SPORTSMAN NATURAL LIGHT??2?

ROTHMANS -~ MOTIVE AND PERFORMANCE - ANYONE'S GUESS.
And we have a few of our own on the books waiting patiently to pe

further desveloped:

* SPEARMINT?2?

* P57

Here's an approach capable of keeping product and pack developers hopping
for a decade. New things, different things, innovative things, new
packages, purple cigarette paper, 120mm brands, polyvent gas trap,
charcoal filter, new smoking material - a staggering array of brands
struggling to pe different. It would be foolish to indict these ideas.

Some of these entries will sell - some will make money ~ some are viable.

But there is an important difference between these entries and lights.
smokers needec light prands for tangiple, practical, undgerstandable
reasons. It is difficult to see broad needs answered to by these

introductions.
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POST_“LIGHTS"

If these ideas are not broadly relevant, then wnat is? It is possible
even now to see how smokars' reactions have been mocified by the success
of lights, and, if not cefine specific oranc options, at least isolate

the characteristics of products that have a geced chance of success. How

have lignts modified smo<ers' need for “less"?

r\ 1. In spite of their commercial success, lights have not moderated the
vasic force tnat causes them. Smokers continue to be very concerned
with the affect of smoking on their health. They continue to indicate
that they intend and nave attempted to change their behaviour with
respect to smoking. Lights have not reduced this either over time or
among smokers who have emoraced lighter brands. In fact, their
concern has increasec in spite of the new alternative:

1984

RS O
1976 1984 MILD OTHER

“SMOKING IS DANGEROUS FOR

ANYONE " 67% 74% 79X k73
INTEND TO QUIT 26 45 50 43
r\
INTEND TO CUT DOwn 33 19 19 19
TOTAL INTEND TO MOOIFY 59 64 69 62
TRIZD TO QUIT 4l 43 44 43
TRIED TO CUT DOWN 57 59 (33 58
ees/1l
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2. In spite of its commercial success, the new option of switching to a

milder brand does not surface as cne equivalent to quitting or cutting
down either in smokers' intentions or their efforts. Smoking itself
cantinues to oe isalated as a behaviour to pe avoided Jdespite the

emergence of relevant new ways to smoke less.

1984 ALL SMOKERS

IN PAST
YEAR
TRIED INTEND
T0: T0:
QIT 4% 45%
CUT DOWN 59 19
SWITCH MILDER 30 3
SMOKE SAME o 29

3. Although light branos have clearly estavlished themselves as offering

mare or less strength in terms of tar and nicotine, this
discrimination is only loosely related to "health". 1In fact, there is
very little differentiation of brands on an image statement "Far
smokers concerned about tneir healtnh®. A orand like Medallion (lmg
K.S.), positioned to be "synonymous with ultra mildness”, condemned Dy
99.2% of Canadian smokers as "smoking air® manages to achieve only 5.9

on "health" on a 9 point scale.
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EXPORT A

PLAYER'S FILTER
ROTHMANS

gu MAURIZR

EXPORT MEOIUM

NO. 7

BELVEDERZ

CRAVEN A

PLAYER'S LIGHT
EXPORT MILD

EXPGRT LIGHT
MATINEE

du MAURIER LIGHT
ROTHMANS SPECIAL
PLAYER'S EXTRA LIGHT
du MAURIER SPEcCIAL
VANTAGE

BELVEDCRE EXTRA MILD
CRAVEN R SPECIAL
SELECT

CRAVEN A ULTRA
MATINCE TXTRA MILD
VISCOUNT

VISCOUNT #1

ACCORG

MEDALLION

1983 IMAGE RATINGS

LAUNCHED LAUNCHED
PRE 1976 _ PRE 1976
SHARE STRONG HEALTH STRONG HEALTH
7.9 8.0 3.1
6.6 7.4 3.5
5.5 6.3 4.6
11. 6.1 4.1
\-é 5.6 4.4
1.7 5.6 4.1
1.8 5.4 4.1
5.4 5.2 4.5
11.7 4.9 5.0
.9 4.4 4.8
2.3 4.3 4.9
3.2 4.3 4.8
2.5 4.2 5.2
2.8 4.2 5.3
2.7 4,1 5.4
2.7 3.5 5.4
1.1 3.4 5.3
1.2 3.0 5.5
1.4 2.9 5.7
.5 2.7 5.6
3 2.6 5.9
2.4 2.5 5.9
.7 2.5 5.9
.6 2.4 5.9
.6 2.4 5.8
.9 2.3 5.9

Light orands have not, apparently, been the smoking and health panazes

that their success might lead us to expect.

wnen smokers are as«ed the

question outrignt, the inferences in the information are confirmed; even

amonc mild smokers.

AUCUST 1983

"Do you beliesve tnat low tar and
nicotine cigarettes, like ultra YES
milc and extras lignt cigarettes NO

are less harmful to your nealth

OON'T KNOW

than jeweel Ttar and nicotine
cigareties?"

Wighvey

T

3

OTAL

52
9

MILD  OTHER
44 37
46 56
10 9
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Clearly Lights have offered one solution to the smokers dilemma. But it
is a far more partial and imperfect solution than sales would lead us to

suspect.

Smokers remain prepossessed by exactly the same concerns that brought
about the proliferation of successful lighter brands. They, presumably,
remain open to and need new ways of delivering LESS. The underlying
premise for the last convulsion is unchanged and incompletely satisfied
Dy LIGHTS. It is useful to consider lignts more as a thiro alternative
to auitting and cutting down - a pranded hybrid of smokers' unsuccessful

attemots to modify their hapit on their own.

IMAGES ~ PDSITIVE VALUES

This alternative has not been achieved, regardless of how well these
orands have besen marketec, without a heavy price being paid by smokers on

the positive emotional imagery-laden side of smoking.

Our marke: estanlished these introductions by trading on the image equity
that existed in major trademarks. The executional elements, by and
large, batterec away at creating correct product perception.
"Lignt-lighter-iightest” were achieved oy insistance on lignhter
presentations -~ procuct story imagery - white packs - pale colours -
miloness dominatesc copy - common generic qualifiers, all struggling to

estadlish a precise place on a sliding, relative strength scale.

.. /14
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The cost of this approacn over time and over the number of variations on
the tneme that have been attempted, has been a diffusion, if not
exhaustion of the imagery tnat these trademarks representeg. The price
of gstting smokers to understand one positioning element precisely has
been paid out of the brand personalities. Brand perceptions in the
Canazian market have been largely collapsed into the pragmatic and the
observaple. The aoility of smokers to differentiate brands on the more

emotional dimensions is suostantially impaired.

LIGHT BRAND RATINGS (24) 1983
r\
2 _RANGE A

FOR A SUCCESSFUL PEASON 5.5-4.5 NOT FOR A SUCCESSFUL PERSON
SMO/ED MORE BY YOUNGER SMOKED MORE BY OLDER
PECPLE 5.8~4.3 PEOPLE
SMOKED MORE BY MEN 5.8-3.1  SMOKED MORE BY WOMEN
FOR A PTRSON PARTICULAR FOR A PERSON NOT PARTICULAR
ABGJT PACK APPEARANCE 6.0-4.4 ABOUT PATK APPEARANCE
A POSULAR BRAND 6.8-2.7 NOT A POPULAR BRAND

Brands in the new lignt market are obviously characterized by biandness.
Tnis proplem is compounded by the fact that as manufacturers have
attemptec to return to more of the relevant emotional imagery that

(K\ Cigarsties dapenc on, they have found themselves confined by the
relztively narrow range of imagery lighter products will presently
tolzrate - outdoors, active, healthy, natural, boats, planes, water, neat
young people doing neat young tnings. Trying to solve the probiem has
actually compounded it ang brands are better differentiated today by

their graphics than by the visual depiction of their image.

.../15
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The result is that smokers are bored. In a market wnere personality in
brand cnoice is such an important part of tne positives of smoking, they
are faced, increasingly, with a bland, amorphous lump. Increasingly, we
see difference - any difference ~ as a thing causing smokers to sit up

and take note.

SOCIAL PRESSURE - THE NEW NEGATIVE

These effects of light introductions have been further obscured by the

' emergence of new powerful pressures that have little to do with persocmal
health. wWhat began as a small group of fanatics has ballooned into the
major anti-smoking thrust:

* Municipal Dy-laws define wnere g smoker can and cannot acceptably
nlight up.™
+ He pays more and more for tnis product because of taxation
policies that increasingly seem punitive.
* Media and individuals encoucaged by media increasingly press him
— cn passive smoking issues - personal confrontation.

* Mz sees non-smoking increasingly emerge as a positive marketing
platform for thirc parties - life insurers - smoke-enders -

rent-a-cars - hotels, etc.

... /16
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* Mz faces the prospect of higher health care costs to defray his

purportedly greater share.

* etc.
* etc.

* gtc.

Canadian smokers in 1983 thought second hand smoke was very (35%) or
somewhat (37%) haraful to the health of others. They had refrained
recently from smoking so as to not annoy non-smokers {(47%). A
significant minority (35%) claimed smoking was only barely acceptable.
Ten percent (10%) claimed it was not acceptable at all. Asked what

restrictive acticn they would support:

30% supported further restriction of cigarette advertising.
39% supporied a complete advertising ban.

29% supported restricting the sale of tooacco products.

71% supported increased advertising on the dangers of smoking.

A an amazing 28% supported taxation aimed at making smoking

unafforcaole.

Social disapprccation forces smokers to accept the same self-deprecating
yoke they accepted with smoking and health. Even as they agreed with and
tried all tne rignht nealth preserving strategies, they now have all of
the correct social responses. But there is the same quiet desire for a

smoking-related solution. Tney remain smokers who wish they weren't but
know they are.

ey
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"Do you think the tapacco ingustry should defend the
rignts of smokers?"
YES 51%
NO 38%
DON'T KNOW 10X

These numbers will presumably increase with time. Social pressure,
combined with increasing prominence as smowers' numpers dwindle (either
in fact or in public admission), will force the smoker, only imperfectly
satisfied py light brands, towards an increasing self-perception that he
is not only a less healthy, but also a less wholesome individual.

And still, he will continue to smoke seeking less chargec alternatives.

SO WHAT?

In proad terms, relying only on this wide information, it is possible to
see, in human terms, the peginnings of the type of needs driving the
majority of smokers. They co not emerge .from the "light" era with fears
that have been substantially allayed. In fact, the need that created the
opportunity for lights nas intensified. In a world where you couldn't
smoke and you couldn't not smoke, lights offered a hyorid solution
between equally unsatisfactory alternatives - less smoke. But they were
a short-term solution, arguably more reassuring to smokers when they were
in the act of switching to a mild brand than they were when the smoker

nad finally acclimstized and their new tar level represented the status
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guo. Lignts have stoppea being the alternative and have become an
alternative - pernaps an increasingly unreliable one as we publicly cut

our own tnroat with Barclay - like tar sguabbles.

The smoker faces this "relapse' in an environment of new unfamiliar
pressures, where mucn of tne emsctional pleasure has oeen strippea from

his oranc.

"Great taste”, “enhanced taste“, “taste breakthrough®, - the mainstay of
the new orand developers low-tar-plus bag of tricks, do not seem like

major ootions although they are sure to please discreet groups.

Less - attenuation of the smoking experience - new innovative ways of
delivering perceptually less product appear far more promising - combined

vith relevant, new, evocative imagery.

“Less smoxe-more emotion” should be a maxim against whicn, it would

appear, the real saliance of new brand concepts should be tested.

Not sutpriszingly, this fits with what consumers claim to want in terms of
orand improvement. They want physical and sensory attenuation of

— smocing. Tnere is some evidence (and a wealth of qualitative eviaence)

that they want more emotion.

.. /19
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SALIANCE

§ LABEL OwN IDEAL EXT./VERY IMPT. NOT IMPT.
SHEALTH" VARIABLES
- STRONG 5.0 - .6 42% 17%
-~ FOR SMOKERS CONCERNED 5.0 +1.1 51% 15%

RABOUT HEALTH
“SENSORY"VARIABLES
~ LOTS OF TASTE 7.1 + .3 56% 5%
- GOOD AFTERTASTE 6.3 v .9 54% 13
- IRRITATING TO THE THROAT 3.7 - .8 66% %
- SATISFYING 7.5 + .3 ST% %
“IMAGE" VARIABLES
- FOR MEN 4.9 .. & 7%
- FOR YOUNGER SMOKERS 4.7 vl 5% 75%
- FOR SUCCESSFUL PEOPL 4.8 + .3 - -
- PARTICULAR ABOUT PACK 4.0 v .8 9% 63%
- A POPULAR BRAND 6.5 - 13% a9

In consumer terms, tnis view of the future can be summarized as follows:

1. The basic need of smokers will be for less, as it has been. In order
that they may continue to smoke ang in order that we may remain
competitive, we will have to conceive and market an increasing array

of products tnat are credioly ano relevantly “reduced".

2. These products will have ta pe sold as g_:g_n_us. Images that return
emotional value to cigarettes in new ano different ways will be
necessary both to re-establish a positive link between smokers and
prands and to increase the precision of our appeal. There is a good
possibility that this imagery will have to extend outside the
parameters of traditional tobacco areas. A pack design tnat does not

look like a cigarette pack may oe a strong asset for future brands.
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3. Relevant, distinct, well-managed trademarks will be an even mare

scarce and valuadle commodity.

Lights leave us with one further legacy that is far more mechanical. It
is unlikely that smokers will relinguish the tentative foothold light
brands have given them. We see almost no evidence of smokers switching
to stronger brands. All previous conwvulsions in the market have

presented smoxkers with differences that were absolute - filter versus no

filter, mentnal versus no menthol, king size versus regular.

Lignts have created a relative difference tnat has fragmented the market
dramatically. The days of offering an innovation to very broad groups in
the market are gone. For the foreseeable future, even for highly
relevant concepts, a substantially larger numoer of discreet brands will
be requireds to spread any innovation across the tar spectrum. New brand
developers are faced with the prospect of more, smaller launches - an

expensive, frusirating resource-draining proposition.

CONCEPTS

(,_\ This is not expected to be a popular position. It not only asks
topacco-men, generally traditionalists (with good reason), interesteo in
selling satisfaction, to start selling what must look like carponated
wine in cans, but it is also hard to imagine realistic means of providing
"less". In fact, it is probaply not as difficult as it seems. The
rapidly expancing smokeless tobacco market is in fact an expression of

“less®.
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Pipe tobacco, seen as not inhaled and therefore presumanly safer,
certainly less socially loaded is another tantélizing proposition.
However, there are also pragmatic options within the tailor-made market

tnat are less radical.

The following two summaries outline current ITL development projects that
are gaverned to varying extents (and with varying degrees of conscious
application) by these principles. The first, "SLIMS® is a highly
specific, we expect low potential concept (2.0 share total) that directs
these rules against a very confined target. The second is a far less
evolved project we ourselves are still struggling to define, where the
application is substantially more specific and where, if “cracked”, gains

should be substantially larger.
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SLIM CIGARZTTES

Slims were originally conceived as & small scale, tactical intrusion into a

small but growing 100mm segment.

1580 1981 1982 1983 1984(may)
100nm 2.5 2.6 2.8 3.2 3.7

Our option in this arena was basically a lighter variation of du Maurier

Special Mild with which we represented about 30X of the segment.

Our comoetitors had recently introduced a 100mm length into the highly
female 3-5mg segment which, while it was not overly successful (about .3),
was enougn to indicate tnat we should at least look at possibilities in

this product area.

very early in the exercise, the difficulty of maxing a 100mm brand
financially viable in a uni-price market became obvious. Lower margins
meant tnat the nranc had to be more than 50% net new, regardless of its

snare performance, to make money.

Slims as a conczpt emerged from this basic problem. We assumec that style
and image penefits were playing a significant role in the growth of 100's.
Slims seemed capable of providing these benefits in conjunction with a cost

reduction that we could tolerate.
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The Canadian market currently has only one slim product (Contessa slim, -
.1%). Canadian smoxers' familiarity with slimmer brands is largely a
result of the unsuccessful attempt by Philip Morris and RR to introduce
the 120mm Plus ano More brands in Canada in the early 1970's and a result

of overflow advertising of Eve and virginia Slims from the U.S.

These we assumed would define the parameters of the concept as essentially
imagery based. Propositions of this nature in Canada have historically
shown themselves incapable of achieving significant snare levels. We were

tnerefore prepared for a minor introduction.

However, we agreed to attempt to establish a proouct rationale to support
the imagery. We assumed that if we could ascribe a motive for making the
brand slimmer that was product based rather than image based, we could, if
not expand the potential, at least offer it a degree of resiliance and
longevity. As a result, a series of potential product claims revolving

around reduction (irritation, tar, etc.) were ceveloped.
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STRENGTH FEMALE SEGMENT

IMAGE SHARE TOTAL I OPP'N
EXPORT A 8.1 3.0
PLAYER'S FILTER 7.6 2.8 8.7 2.8 5.9
MARK 10 FILTER 6.8 2.9
D e
du MAURIER 16.2 10.8°
EXPORT MED. 6.1 " 71
NO. 7 6.0 1.2 . 20.2} 12.1 8.1
ROTHMANS 5.8 3.7 S——r
PETER JACKSON 5.7 1.3
BELVEDERE 5.7 2.1
PLAYER'S LIGHT 5.1 8.0
CRAVEN R 5.0 5.0
EXPORT MILD 4.5 .7 .
PLAYER'S X LIGHT 4.5 1.9 . 27.6° 18.0 9.6
EXPORT LIGHT 4.4 1.7 S’
' MATINEE 4.4 3.7
ROTHYAN SPECIAL 4.2 __ 2.2,
du MAURIER LIGHT 4.2 &4
NO. 7 LIGHT 3.7 .7
du MAURIER SPECIAL 3.6 3.7 .
ROTH4AN X LIGHT 3.5 .7 9.2 4.4 4.8
PETER JACKSON X LT. 3.5 .7 -
BSELVEDERE X MILD 3.2 1.5
VANTAGE 3.2 1.9
CRAVEN SPECIAL 2.9 l.4
CRAVEN ULTRA 2.7 .4,
MATINEE X MILD s ___3.5)
ACCIRD 2.5 .6 8.7. 4.4 4.3
VISCOUNT X MILD 2.4 l.a .
MEDALLION 2.3 .9
VISCIUNT #1 2.3 .5
TOTAL 74.4 41.7 32.7

.
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Tne initial wave of research suggested that the potential for slim products
was greater thsn we had anticipated. It also uncovered a credible, relevant
product rationale for smaller circumference cigarettes that promised a wider
appeal for a wiger tar spectrum than the Matinée trademark could effectively

command.

As a result, the concept of Betamax changed in two major areas:

1. Slim cigareties would be marketed as a new segment instead of as an

empellisrwnent on a single orand.

2. I1.T.L. would, initially, market three different options in order to

increase the precision of our appeal:

a) around 13-14 mg - du Maurier Slim
b) aroung 8-9 mg - du Maurier Slim Lignt
c) around 3-4 mg - Matinée Slim

These slim entries were defined as follows:
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POSITIONING SCIMS

Tnere is little guestion that a slimmer product, oy its pnysical
dimensicns, clearly communicates style-fashion-distinctive-female imagery.
Tnese image penefits along with the “feel of the proouct™ sppear to
constitute powerful motivators for women. However, tnere is slim hope that
large numoers of women will acgpt these brands if image benefits represent

the onlv reason for their existence, and the only exclanation of wnhy the

cigarette is slim.

It is, tnerefore, critical that the segment be estaolisned in smokers®

winds on a product/smoking experience claim that is directly atrriputaole

to the reduced circunference.

This is not to say tnhat tne image and tactile benefits are not important.
These will, in all prooanility, represent a large psrt of the real reason
for purcnase if tne branas are successful. The product claim should,
however, "deflect" smoxers away from the uncomfortaole position of
acknowledging that their orano selection is based solely, or even

primarily, on image consioerations.

Tnereforz:

1. Brands introcuced under these two projects will stress that tne basic
reason for tne manufacture of slim circumference cigarettes is to

provide a proguct benefit. The penefit will be that, because they

conzain a little less tobacco, slim cigarettes deliver lower tar but

«ee/27
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provice pgth taste and ease of draw compsraole to drands of relatively

nigner oceliveries. Slim products will, in essence be positioned against

"lignts" as an innovative means of achieving lower tar smoking.

Proouct decoration - package format - package design and communications

will all attemor to tastefully project -~ but in no way emphasize - tne

imagery that is already at work in the product dimensions. We will not
struggle to tell the smoker wnat she already knows through overt,
special, unique or "abnormal” treatments of any marketing element. The
only "special" element of these brands will oe their slimmer circum-

ference.
Tne main use of imagery will be ta place relatively greater empnasis on

one cr more of the image aspects of slims (i.e. a prand is distinctive/

fasnionable as opposed to more for women).
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PROECT VHS

Project VHS covers the introduction of slim bDrands under the gu Maurier
trademark. VHS will invalve two options - a "parent" orand at around 13 mg

of tar and a lighter “extension", to ve introduced simultaneously at 8-5 mg

of tar.

BASIC IMAGE AMD POSITIONING VERSUS du MAURIER

Brands under project VHS will pe developed as extensions of the du Maurier
trademark. They will have their own ioentity as opposed to claiming direct

derivation from any one of tne three existing du Maurier brands.

VvHS will present the fasion, style and distinctiveness of slim products as
a logical extension of the du Maurier tragemark's "contemporary class and

quality" image.

The project will not attempt to represent itself in any executional area as
overtly and directly female. A more direct female position will oe

reserveo for the Matinés option.
du Maurier Siims representation of "contemporary class and quality” must

remain quiet and tasteful and at all costs avoid any sense of

pretentiousness.
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TARGET MARKETS

Tre primary target for tne higner delivery entry will be smokers of King
Size and 100 mm brands 14 mg of tar and nignher. The primary target for the
milger component will pe smokers of King Size anc 100 mm brands in the 9-13

mg range.

In demographic terms the brands will focus on females under 35 years of
age. If the simultaneocus introduction allows for any greater precision

between tne two entries, then the higher tar entoy should compromise in

! favour of the younger nalf of this group while the lower tar entry

compromises in favour of the older half of it.
PRCOUCT

Tar Circum- Filter Tipping
Level Length ference+ Length Length
13 mg 84 mn 23 mm 20 mm 24 mm
14 mg 100 mm 23 mm 25 mm 30 mm
8 mg 84 mm 23 mm 20 mn 24 mm
9 mg 100 mm 23 mm 25 mn 30 om
*+ Standarc I.T.L. circumference is 25 .

If ventilation is required for these products it should be invisiole. Care

should oe taxken to ensure that puff number ang burn rate are comparable to

non-slim products of similar tar levels.

In terms of subjective cnaracteristics, the taste of the product should oe

du Maurier based, flue cured, virginia. The products should deliver per
puff taste and smoking mechanics that compare favouraply with those of
non-slim brands about 2 mg of tar higner tnan the individual slim ratings.
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Any “"decoration" on the proouct itself will be subtie, tasteful ano

“normal”.

Tne pest names for the oranas witnin VHS are the most obvious - Ou Maurier

Slim (13 mg) and du Maurier Slim tight (8 mg).

Our oasic thrust in the project is to “normalize" slim products in order to
maxke their powerful imagery and tactile benefits accessible to smokers in

the context of everyday use. Within this framework these names achieve two

First: they relegate the concept of “slim” to a role where, like "lignhts",

it represents simply one more categorical way of making cigarettes.

Second: it positions these brands as essentially "du Mauriers" which have
been modified to provide the benefit of slimness instead of the

other way arounc.

PACKAGING

In terms of graphic cesign the package shoulc pe clearly identifiable as a
direct derivative of the du Maurier trademark. It snould not, however, be

directly referenced to any otnher specific prand currently within the

trademark*.
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It should avoic fancy-special-unique-elegant treatments. Instead the
design must find a palance that allows the pack to be “ordinary" encugh for
everyday use while at the same time subtly reflecting tne fashion-style-

distinctive components of slims within du Maurier's "guality contemporary

class" framework.

Although the design snould be attractive to females it should not be

intentionally or overtly feminine.

Pack designs must reflect the two appropriate tar levels within the project
(13 mg and 8 mg) and, although they should bear a "family resemblance®,

they must effectively oifferentiate the light from tne non-light version.

COMMUNICATIONS

The communicaticn of this proposition should avoid platforms whicn are
either clinical or scientific. It should, instead, be articulated within a
context that reinforces the fashion/stylesdistinctive image of slim
cigarettes as a credible extensiuvn of du Maurier's quality contemporary

class image.

As with packaging, creative should have a female appeal, but not be overtly

or uniguely feminine.

Creative should include cues which suggest the better feel of the product

in the hand.
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PROECT BETAMRX

CONCEPT

Betamax is the Matinée entry into the slims arema. The orand will oe

differentiated from the ou Maurier entry in two key characteristics.

1. It will offer a product that is commparaole with the smoking

characteristics of current 3.5 mg brands.
2. Comparec to du Mauriar it will stress relatively more of the female

attributes of slim product although the central thrust will remain

a “product story".

BASIC IMAGE AND POSITIONING VERSUS MATINEE

Tne brand will pe an extension of the Matinde trademark as opposed to
claiming dirsct verivaticn from either one of the two existing Matinée
brands. IR most executional areas, however, it will draw heavily on
Matinée Extra Mild's positioning ang design characteristics for its

direction,

In conjunction witn tne dasic product story, Betamax will exploit tne
female characteristics of slims. As is the case with Matinée Extra Milag,

the female appeal should be implicit but not overt.
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Given the entry of the du Maurier image and the “reduction” of the
projected 2stamax product to a 3 mg level, a direct adaptation of tne
current Matinée Extra Mild imagery would pe very appropriate.

TARGEZ T MARKETS

Tne primary target for Betamax will pe current smokers of 3-5 mg Drands.

in demographic terms the target is females bDetween the ages of 25-49 with

f primary emphasis placed on tne under 35 portion of this group.
PRODUCT
A starting point for product development is:
PROJUCT
Tac Circum- Filter Tipping
Level Lenqth ference Length Length
3 mg 84 mm 23 mn 25 mm 30 mm
4 my 100 mm 23 mm 25 mm 30 am
[ Care should pe taken to ensure tnat puff numbers and burn rate do not

differ significantly from those of non-slim products in the 3-5 mg range.

In terms of subjective characteristics, the product taste should oe Matinde

pased, flue-cured, virginia. A menthol version of ootn lengths will also

be developed.
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The products should geliver per puff taste ana smoking mechanics that
compare favourably with those of orands 1-2 mg higher than the slim

procucts tar ratings.
The tipping colour will be wnite.

Any decoration on the product itself will be subtle, tasteful and "normal®.

The branc will pe called Matinde Slim(s).

PACKAGING
The initial wave of uevelopment appears to have left us close to &
raalistic pack expression. Any further development will be a refinement of

the pest of these initial proses.

COMMUNICATIONS

As with VHS, tne primary objective of Betamax advertising creative will be
to position it as a brand which deiivers specific proouct penefits as a
result of reduced circumference - a little less tobacco which gives lower
tar wnile maintaining the taste and ease of draw of relatively higher

deiivery orangs.
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Uniike VHS, creative for Betamax must ensure that these benefits are seen

to be delivered specificslly in relation to the very mila level of smoking

(3-5 mg) that Matinée oest represents.

Clinical or scientific platforms are to be avoided. The product claim
should be articulateoc witnin a context that exploits the "more for women®
image area of slim products. Given that VHS will offer elements of
"contemporary class and gquality” and given that the revised product
specifications for Betamax are in line with the Matinée Extra Mild product

position, the “active woman” posture currently used for Matinée Extra Mild

! is an accteptable platform.

Rlthougn the sales potential for the orand appears to be in excess of a
category "B“ launch, Betamax may be communicated within the same
“aovertising dollar”" as Matinée Extra Mild. The increased precision of
appeal and the reduced tar entry point makes this advantageous from ooth a
strategic and communications point of view.
Creative shoulo not, nowever, restrict itself to slashes and two pack ads.
The Matinée Extra Milc creative can and should form an integral part of
communicating what Betamax is all aoout.

o
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Betamax work proceeded larg2ly as outlined. The higher tar options posed
proolems. Wnen the smoke cleared, we found that althougn their concerns
were very similar to tne mathematically minded smokers in the uitra-low
area, the language and %evel of understanding of light branas was
significantly less. In order to get them to recognize the product benefit,
we virtually nad to explain now light brands were currently peing made.

The exercise of oringing tnem ta understand what we were doing recuired
significantly more .commication than we could hope to effect through aur

available cnannels.
The higher tar project was simplified significantly. Tne lack of need for
a direct orand comparison allowed us to explore a wider range of imagery

options.

The final position was defined as follows:
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ORIGINAL

Concept

Because it is slim, it
is also moogarn ano
distinctive.

Product USP
Siimness gives you a

lignter cigarette witn
tne same taste.

Brand/
Trademark Derivation

A direct generic off-
shoot of Gu Maurier
Red and/or Light or
Special.

Treatment of Slims

Integral part of name.

imagery

Contemporary, distinctive,

cilassy - non-feainine.

Target Strength

Slightly miloer tnhan
du Maurier
parent.

PROXECT VHS

—— — —— . e —— — ——— — —— o T o — —— et . w— —— — ———n — — —— — WO s S o i W S B B S, St . D o it

NEW ALTERNATIVE

Because it is mocern and
distinctive, it is also
sbim.

"Slimness makes it milder”.

Oerived from du Maurier
but done either as a new
du Maurier (du M X) or an
endorsation (X Dy Cu M).

A prominent, but reduced
component on the pack (like
the treatment of "filter" on
Export A or kimg size on
Rotnhmans) .

Contemporary, distinctive,
classy, non-feminine - casual

(not “nigntlife", not tT30i-

tional/classic).

Slightly milder than
du Maurier Red/
du Maurier Light.
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Taste Level

Target

ORIGINAL NEW ALTERNATIVE

Not specified in communication.
Proouct should target fur same

In product and communi-
cations, equivalent to

parent. as du Maurier Red/du Maurier
Lignt.

Actual Tar

Kings: B8-9 ang 12-13 Same.

100 : 9-10 and 13-14

Females and upmarket males
urder 35 years of age smoking
13 mg+ ano 10-12 mg K.S. and
100 mm prands.

Females under 35 pre-
sently smoking 10-12
anc 15-17 mg K.S. and
100 mm brands.

— — ————— —— e — — A — — — — — — —— T

Both prancs are virtually developed at this point and are scheduled for

first introouction in tne fall.
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SENSORY IMPROVEMENT

"ess" can, and we assume must, be offered to smokers in ways other than

tar reduction/healtn improvement.

The following project, “CRAWFORD" in vur vernacular, looks to capitalize on
what appears to oe a significant and increasing need among Canadians with

respect to tne subjective quality of smoking.

"CRAWFORD" began as an exploration of how we could make snort term tactical

~ gains in the menthol segment.

Menthol brands account for a slowly declining 6.3% of tne Canadian market.
ITL's corporate weakness and opportunity can be clearly seen oy looking at

the performance of our brands relative to the distrioution of menthol

ousiness.
1983
TAR SZGMENT CAMEQ % ITL
13mg « 1.8 1.4 78%
2 9-12 mg 3.5 .8 23%
-5 mg 1.0 - -
TOTAL 6.3 2.2 35%
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After tne initial extension of Cameo Extra Milg in tne mid 1970's, we were
forceo, oy priority pressures on our resources, to eliminate further
marketing effort on menthols. Competitive activity and tne natural
evolution of the segment left us behinc and in the early 1980's we began to

cansider means of improving our performance at the lower tar levels.

Faced with virtually no current information in menthol perceptions anc
motivations, we decided to begin Dy reviewing mentnols on an overall basis.
This qualitative work on tne perception and role of menthol was
coincidental with a major project on prand images in Canada. That exercise
progucec some startling evicence on how smckers saw brands, what they

thought they had ano what they claimec to want.

Tne comoination of these insights significantly altered the direction of
the project. Although the initial concept of a new menthol option remained
a development priority, this new input suggested that there were larger

things at stake. It was summarized as follows:

PROJECT CRAWFORD

POSITION 71

WHERE DI1D WE STARI?

1. Crawford's objective is to improve our ueclining share of smokers moving

from non-menthol to menthol prands.
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. Based on this ocojective, the exploratory phase of Crawford has focused

on understansing the motivation for smoking menthol and their current
perceptions in order to lay the ground work for a better menthol/

mentnol-like alternative.

A MAJIR GAP

3. Tnere is a significant need among smoxers for a product trat reduces or

eliminates tnhe undleasant things that occur in their throat anc oral
cavity as a result of smoking. Thirty-seven percent (37%) of smokers
claim "less irritation® is an extremely important quality in their

cigarette. Twenty-egioht percent (28%) of smokers make “petter

aftertaste” tnzir single biggest proouct improvement. They want this

moderation to a greater oeqree than taste, low tar or any otner singie

proouct attrisute.

. Non-menthol smokers have not igentified any brands that respond directly

and acceptasiy to these concerns. The only standing perception is trat
lower tar prands are less irritating. The attribute in these oranos is
paid for witn taste and satisfaction. In spite of their desire for
improvements in aftertaste, smokers do not perceive significant

aftertaste c¢ifferences among existing prands.
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.

5. This need for a “cosmetic* improvement is broac and, in effect, without
distinct demographic skew in terms of age, sex or current tar level. It
tends to ce focused in English Canada, specifically in Ontario and

British Columpia.

“COSMETIC" CONCERNS - MENTHOL

6. Menthol does deliver these "cosmetic" improvements and cdn develop a

market position as a result of tnem.

- Tne pasic value of mentnolation is its ability to mogerate or soften
certain aspects of the smoxing experience. It reduces the oral and
upper respiratory drawbacks of cigarette smoking, according to R & D

and according to gualitative responses from Canadian smokers.

- It appears that this reduction of "cosmetic* proolems is tne primary

motivation for the use of menthol cigarettes in the marke: today.

- The potential in the marxket for a well-desioned menthol product
positioned as a solution to these "cosmetic® proolems is reflected in
the 30% share achieved py menthols in the U.S. market on precisely

tnis platfomm.
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11. As a result, non-mentnol smokers presenily reject mentnols ou: of hand

pased on:

Taste:

Irritation:

SMOKers-say they do not like the taste of menthol. Tnere is a
reason to believe that these taste objections refer less to the

actual taste of menthol than to an unacceptable reguction in

tobacco taste wnich is projected by smokers into a reauced

satisfaction. Smokers we could define as real "seekerss" or
ncosmetic" improvement rate rich tobacco taste and satisfaction
to be more important than the market in general.

non-menthol smokers fingd c&rrent menthols provide teog much
coolness. By definition, unbalanced menthol does p-aduce lower
tobacco irritation, but it replaced it with its own fom of

irritation - menthol “burn" - a cure worse than the qisease.

THE U.S. APPROACH -~ VALID IN CANADA?

12. vnereas our menthols force smokers to pay for the desiranle sensations

of coolness (irritation reouction) and freshness (aftertaste

improvement) with the lass of non-mentnol sensations that tney fina

necessary to smoking satisfaction - American menthols more sslectively

eliminate/reduce neqgatives, allowing the smoker to experience the

attrioutes he finds desiranle.
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SO WHAT'S WRONG WITA MENTHOLS IN CANADA?

7. In Canada, mentnols are not widely thougnt of as acceptatle solutions.

They are not perceived to deliver "cosmetic* improvement. Their use,

even on an occasion basis, is declining.

8. Erusion of regular/occasional menthol use can probably be attributed to:

a) the rate of introduction and growth of low tar products which have

successfully competed with menthols for the position of a less

intense smoking experience - assisteg by

b) tne witndrawal of meaningful menthol support levels required to

reinforce their credentials as acceptaple solutions - at a time

when

¢) menthal brands “non-product” images had narrowed to an unacceptable

level of oloer femininity closely tied to what has so elegantly been

descriped as "morbidity" - illness related use.

9. More importantly, current Canadian mentnol product design and tne

— smoking experience they provide severely limit the potential for wide

acceptance.

10. Present Canadian menthols are "“unpalanced". In Canada, menthol-relatec

sensations are tne dominant characteristics and tne more desiracle

tobacco cnaracteristics are obscured or lost altogether.
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s
13. The validity of tne "balance" American proouct concept in Canada is

reflected in smokers' positive response to two concepts:

a) "The coolness of & menthol tnat lets tne full topacco taste come

through without the taste of menthol®; and

b) "A fresh new taste experience that outshines menthol - it not only

tastes fresher wnen you smoke it, it even leaves you with a clean
/\ fresn taste”.

MENTHOL SMOKERS - THZ SAME BUT OIFFERENT

14, Menthol smo<ers are motivated in their brand selection by the same

desire for an alleviation of the "cosmetic" proolems of smoking that

appeals to non-menthol smokers. They are differentiated from

non-menthol users in terms of what they consider to be positive

sensations in smoking and their importance. Masking of tobacco Tlavour

for current mentna! smokers is significantly less of a negative, indeec

it is a positive.

15. Howaver, tney alsc express an interest in further reduction of

"cosmetic” negatives.
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PRODUCT OEVELOPMENT IMPLICATIONS

»

16. As a result, test products produce two responses:

a) alternative flavours (spearmint) which furtner extend tobacco

masking appear to have a reasonable likelihood of success against

mentnol smokers. They are judged to have a little wore tnan fad

appeal to non-menthol smokers.

b) Balanced products have a reasonable potential against non-menthol

smokers whereas they are a step backwards for menthol smokers.

17. Menthols appear to imply an important smoking and health moderation -

not surprising in lignt of the reasons for their selection.

NUH-PRODUCT IMAGES - TRAEMARKS

18. The range of non-proouct image attributes expiuited by menthols is

narrow and unflattering. They are older female and strongly associated

with occasional use during illness.

19, grands are not well differentiateq.
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20. As a result, Cameo, or virtually any existing menthol trademark, is not
appropriate for this new development project. There appears to be no
major liapility in using a non-menthol trademark. du Maurier,
Player's, Matinée and Sweet Caporal were tested among smokers as

potential parents far this concept. In very preliminary work, smokers

perceived no significant incompatibility.

SO _WHAT?

The size and performance of the menthol segment in Canada today does not
reflect thes complete potential of our industry to market products witnh
“cooling-refresning” attrioutes. It reflects the potential for menthol
brands at the extrems level of moderation. .To a significant segment of the
market, mentnol effects are highly desirsole but are inaccessible in

today's progucts.

Tne exploratory work on Crawford indicates that there is a meaningful
coportunity for a brand concept which uses menthol/menthol-like acditives
to selectively recuce or eliminate undesirable "cosmetic" aspects of

cigarette smo<ing, wnile leaving the positives intact.

It is unlikely tnat this opportunity can be exploited by any one ctrand.

The "selective" reduction or elimination of undesiraole "cosmetic” aspects
of cigarette smoking will mean different things to different smokers. What

do they want reduced? By how much? What must be left intact? How much

... /48
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traceoff will they accept? Ideal product movement is not focused in any
one agf, sex, or tar group - and we know these groups already select

different attributes with different levels of importance in their present

prooucts.

These conclusions led to the following project definition:

POSITION #2 .

2. Positioning

Crawford will be positioned as a cigarette which alleviates the
undesiranle sensory aspects of cigarette smoking. The main conditions

it will address are dryness, irritation and aftertaste.

3. Jarget Growo

All of our information at this point indicates that smokers®' interest
in the Crawford concept is not skewed to any one tar level or
demographic group. As a result, the target group for Crawford is
defined as the greatest numder of interssted smokers who are likely to

provige an opportunity for executional consistency.

/)
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Crawford will initially aim for an introduction of one oranc at two
ledels of strenmgth. An upper strength level will be targeted at under
35 year old males and females currently smoking high, hign lignt and
mid tar brands. A milder "companion" will be targeted at male and

female smokers of mio lignt, special and traditional low brands.

The primary emphasis in terms of executional direction will be the
higher tar smokers. The milder option will derive from this central
design direction. If a milder derivative of the higher tar opticn
turns out to be less appropriate than other unrelated concepts at the
lower tar level, a separate oevelopment project will be isclated to

meet the needs of this group of smokers.

It should be noted that tnis approacn leaves other significant gaps in
the market open. There ic little doubt that the Crawford concept is

also relevant to a meaningful number of smokers currently using brands
under 5 mgs and existing mentnols. These development options will pe

pursued as separate projects (Projects Jazz and Mellow - see chart).

Product

The Crawforg product will use menthol or menthol-like additives to
achieve the desired imgrovement. It will continue to explore along two
paths - a "pbetter" menthcl cigarette - and a new taste (spearmint). As

opposec to existing cigaretces that use coolants, however, tne final

-..750
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] Smokers - 35 years old Smokers + 35 years old |

| Male Female Total Male Female Total |
[ High | ] 7 | | | |
| Highlight | 6.6 | 4.4 | 11.0 | 3.3 | 1.7 | 5.0 | 16.0 ]
| wmid ] | ! | | | [ ]|
} ) ] ] | | | | |
| " WIdTIghE 1 ] T | I T [
| Specials | 0.6 | la A 20 | L3 | 15 | z..,_é-. o |
| Trad lows | | | | %——-‘T‘_— [ |
| f } ! ' | } 5
| -5mg |l 06 1| 0 |1 wﬂe | 0. l.a, @ |
| [ | |~ [ | "] |
| [ | A | | / | |
| I I i [ I ] |
| Menthols | 0.1 | .4 | 0.5 ] 0.3 | 0.5 | 0.8 {
{ | | | /'f | |
| | ] | | |
{ [ I ] |
| Total | 7.9 7.0 | | |
| { | |
| I | |

* (hart expressed/those smokers who wanted imppdved aftertaste as a percentage of the total market.

Project Crawford: Project Mellow: Project Jazz:

. Males and females - 35 years . All smokers of non-menthol _« Current menthol smokers

of age smoking brands 13 mg brands - 5 mg
and up and all smokers of

. 4.8% of all smokers who
expressed a desire for
improved aftertaste

. 10.4% of all smokers who
expressed a deslire for
improved aftertaste

| |
| ]
| |
% |
9-13 mg brands - non-menthol | . 2.8% of all smokers | . 1.3% of all smokers
] !
. 15.8% of all smokers } ]
| |
| |

. 59.1% of all smokers who
expressed a desire for
improved aftertaste
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product must deliver tne positive effects of tne coolant with as little
-~
reduction as possible in the desirable attributes a smoker experiences

in his current cigarettes - in effect, a good smoke foremost that also

delivers the benefits of cooling additives.

The necessity of maintaining strong non-menthol smoking characteristics
in the face of the moderating influences of the cooling additives may
necessitate the use of "tastier" tobacco blends than current flue-cured
virginia tobaccos and/or flavorings and casings. The passibility of
this product design consideration is not excluded under Project
Crawford.

The lively tar levels of the two options are 13-15 mgs and 9-11 mgs.

King size and regular lengths will be required at both tar levels.

5. Comnunications

Communications must also express the basic proouct benefits and
characteristics without creating rejection by being too reminiscent of
~— either current menthol products or current mentnol imagery. A range of

conceptual approaches will be developed with the two-fold objectives of:
a) Correctly and credioly establishing the product's characteristics.

p) validating the product concept in non-product image terms for a
target tnat is distinctly younger and more male than current menthol
brands.

eee/52
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Development work after this focused on brand development. Product/ |
technobgy was relegated to exploratory work as we attempted to
understand the need more completely as well as how to express it.

The situation was akin to that of a premature lignt brand. How do you
tell smokers that this brand is better for their health when they have
absolutely no framework or vocabulary with which grapple with the
problem? ©"All cigarettes have aftertaste - except this one?®

The real crux of the problem is how to tease out the sudbtle interplay of

comunications elements. Some of the early, rough, unsuccessful attempts
follow. Significantly many of the pre-light strategies emerge in this
new context. Significantly product technology and what is passible is
not at stake.
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You know how you look and ook

for something, and then find out
there's no such thing ?

Like, you know, the perfect
woman, or the restaurant that's
Just righe, :

Well, I found one of those
things. A cigarette I'd been

- thinking about for a long time,

Suddenly there it was. . X

Very very smooth. Just like
I'd imagined it.

Oh, I notice you're smoking
it too,

| g
A vhole new story
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If you reolly wont  Right ? Wrono. tobacco flovour,
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We realized three critical facts in terms of the concept:

»

1 Wa Ald mab mnadd b
and Q10 9

e nGc necd explain
2. "Freshness, cleanness® were not credible oenefits. Smokers were

not interested in the idea when it was “smoke this cigarette to

st Y- _m - o [Ypptgly F Y

make your mouth feel clean™. T was a

L]
smoking. More pleasurable smoking because of the elimination of
negatives was motivating.

mde amo Y demad b
b ABAAGLTU WU

Ide

' 3. We needed a means of expressing the problem that raised it

ooraguel

The following concepts were far more successful to a point' where numbers
, 2
1 and 1A have most of the elements between them necessary to get the

point acceptably across.
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The following was required of any potential products:
~

1) A recuction on some scale of tne side effects experienced by smokers.

2) Good tobacco taste.

3) Absence of identified menthol taste at the beginning... and over time.

we have learned that in a purely qualitative sense:

1) The use of detectable levels of spearmint is not viable.

2) The use of obvious levels of conventional menthol is not viable.

3) Tne use of "low" levels of menthol can achieve perceived product

4)

5)

penefits in the area we are looking for provived the level does not

mask the smoking pleasure - real tobacco taste - of the product.

Wnile some respondents may be able to detect a low level of menthol,

others may not.

A modified recipe (i.e. an A.M.B.) mignt enhance the smoking
characteristics sufficiently to permit a low level of menthol to
achieve certain sensarial improvements.

(1f you poost the smoking.experience, you have greater latitude in
allowing menthol to address irritation and harsnness (aftertaste)).
This may be more difficult to achieve with a conventional fiue-cured

cigarette.

e /55
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we must be very careful as to what is done with the smoking
pa

satisfaction side of the equation.

nCrawford" product candidates cannot have a detectaoly non-topaccd

pack aroma or sidestream.

Some of the test cigarettes were perceived by the respondents to be

ory/stale and have a fast burn rate. It remains to pe determined if

this was a function of the menthol load or the cigarettes themselves.

vhen mentnol levels are at tne "suo-threshold level®, respondents
appear less likely to identify sensorial improvements in aftertaste
and/or harshness than when menthol levels are at/ur around a thrashold

level.

The project remains in active development. Its fate is currently in the

hands of R&D who are working towards reasonacle product alternatives.
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