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NEW BRRM OEVELOf+IENl - “F%T-LIGHTS” 

First of all I snould point out that our market Contains msjOr 

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 smdke 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 tied to the long term evolution of smokers’ 

needs. Therefore, I’m going to pretend for the aunt ttW these 

powerful contenders dan’i exist. Moreover, I intend to 6e fairly 

dogmatic about tne overall direction of new development. Opportunities 

clearly exist for bran& which go “against the flow” of underlying 

consuner needs. Tnis paper reflects a view on tne criteria of new 

developments directiy at;acl-ted to longer term consumer needs. 

New arand development haS the cnance to go all wrong for peoi3le like US 

as we struggle in the wiir<e of a major convulsion like light cigarettes. 

There are four tempting out dangerous routes: 

1. To Decome product instead of brand developers - assuning that 

technoiogy holds Sme magic key to the future. Smokers have, do and 

will always ouy brands. forcing new brand development into a 

premature marriage witn product tecnnology will quickly see us selling 

what we can make instead of what people want to buy. 
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2. To say %ow the party’s over” and in conjunction with a 

product/technology orienteo mentality aodicate today’s market in 

favour of some vague notion of designinq for tne ‘Ulong term” - as if 

the future could be separated from next week. 

3. To succumo to the “what haven’t we trica yet” school of bran3 

development, Was anyone trieo a blue dot on the filter?” 

(r. To refuse to see the last convulsion - light cigarettes -. as a fact of 

life insteao of an opportunity thereDy draining valuable time and 

resources into smaller and increasingly less relevant niches on the 

tar scale. 

The real cnallenqe of nw orand develoilment is the next convulsion - or 

next series of mini convulsions. In Canada, and I ‘m sure in many 

ckvcloged mafiets, light brancs nave significantly cnanged the underlying 

motivations of smokers. We mus: understano these changes. To do so we 

must unoersrand why the pneno!Renom occurred, in what context - what mips 

are left on the taole and in what form, and then turn this understanding 

of new needs into relevant, marlcetaole brands. New wand developmenr -- 

cannot occur in isolation from the past. 

LICHTEN3XiIVE PRESSURE AtQ THC NEED FUR ‘kE?6” 

Possibly more than in any other industry, our marMet development is 

guided by negative pressures. wnether it is scientifically valic OS not, 

the siqde marketing truth is that smokers believe that smU&q 
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jeopardizes their personal well-being. The proportion of smcxets who . 

agreed with the starement %Mking is dangerous for anyone" (versus heavy 

users or people who were unwell) rose steadily frrrn 48% in 1971 to 6X in 

1976. 

They did not indict specific brands, products or imnoderate use. They 

indicted smoking. Onost one in two (46x), when aSked how many 

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

Pre-lights, these concerned consumers had a limired range of options open 

f- to them - essentially Quit or cut down. By tne middle of the decade, the 

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

alternatives: 

1976 

*fHoKING IS OArG3UILE FUR ANYUM” 6i% 

INTEN) TO QUIT 26% 

INTEMI TC CUT DOWN 3% 

TOTHL IMEMJ TO MOOIFY 59% 

TRIED TO WIT- PAST YEAR 4l% 

TRIED TO CUT OOWN -PAST YEAR 57% 

fortunately for the tobacco inaustry, neither of these two approaches 

proved very successful for smokers. In 1976, altnough 41% had tried to 

quit and 26% were ready to give it another go, the actual rate of 

Witting “within the past 6 months" was fairly stable at a little less 
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than i%. Fewer U-m tnis mde it to a year. Despite the vast numbers of 

smckers trying and intending to cut down, the claimed rate of daily usage 

rose from 20.5 to 21.1 cigarettes a oay (1971-76). Dur calculated daily 

usage rose from 21.1 to 23.8 cigarettes per day U971-76). 

Very simply put - smomrs increasingly wisned that they 

weren’t, in the face of mounting information on smrxing and health - but 

could not find a means of oealing with their concern. 

F- 
Lignter br&IdS were already availaole - they were milder tnings that old . 

women smokeo - but the product solution was available for interested 

smokers. 

. 

Althougn these brands snoweo modest develc@nent in the early 1970's, it . 

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

marketers: 

1971 1972 1973 1974 1975 B-v-- 

f- 

HIGH DELIVERY - 19mg + 41.2 40.8 39.9 38.9 37.6 

MID DELIVERY - lk-18 mg 38.2 37.. 4 37.8 38.5 39.1 

7.7 8.3 0.4 8.8 ’ LW OELIVERY - 10-13 mg 7.6 

Vmv LOW DELIVERY - 5 mg .3 .3 .3 .3 .3 

MENTHOL 6.4 6.5 6.8 6.9 7.2 

OWERS 6.3 7.3 6.9 7.0 7.0 

SMDUIG IS 

DANGEROUS FW ANYDNE 48% 59% 56% 63% 6*X 
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6‘ 

*BLighfsll in Canada was a btand not a product revolution. The industry 

tried filters, charcoal, tobacco olenos, advertising claims attempting, 

generally unsuccessfully, to solve the health proolem in product terms 

while virtually ignoring the paradoxical nature of the smokers’ dilemma. 

Although they wished they weren’t, +*ey were and virtually every effort - 

forCed tnem to give up the things tney continued to smoke for, Telling 

r+maKers that you had a product was not the problem. Telling them they 

could smuke it with nunour was. 

. 

In 1974, manufacturers agreed to put tar and nicotine nullDers on the 

sides of packages. Smokers who wisned to do so could now rate DrandS on 

a scale of Wanger~~ . tightness, instead of Wing an absolute, became a 

rclarive thing. Close on the heels of this key piece of informztion a& 

the even more important foundation of relative mildness tnat it created, 

manufacturers began to intro&!ce lighter brands instead of products. 

“Lighter’* was successfully defined in language smO)<ers could umerstand 

as “Ail the experience of Player’s in a lignter cigarette - Player’s 

Lignt . ‘1 

Altnorrgn ne remain committed to snaking good products, it would oe 

incorrect to Suggest tnat corporate success in this hard fought battle 

has really had much to do with who mad, p tne best cigarette at a given 

level of srrength. Winning has been predicated on good Draw marketing. 

Companies with strong, clear, well defined trademarks and the courage to 

introduce them in a way that was true to their essential nature won. 

Canoanies with less relevant or indistinct trdot2marks, and companies who 

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

badly. 
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The commercial success of light man& speaks for itself. New branas 

were highly successful, and there were lots of them: 

198b WARES (12 tms. MAY) 

ITL - PLAYER’S LIMT 
EXTRA LIGHT 

RJ?-EXFQRTAMEDI~I 
LIGHT 
MILD 
EXTRA LIGHT 

ROTH- ROTHMANS SPECIAL MILD 
EXTRA LIGHT 

ITL - w MAURIER SPECIAL MILD 
LIGHT 

ROTH- CRAVEN !j?ECIAL MILD 
UTRA LIGHT 
MEIJT%lL SP. MILD 

ITL - MATINEE EXTRA M&J 
8&H - emam EXTRA MILD & LIGHT 
ITL - PETER JACKSCII: EXTRA LIGHT 
ROTH- ND. 7 LIGHT 
B&H - 8 h H LIGHT 
ITL - CAEO EXTRA MILD 
8&H - VLSCOUNT tl AKI 100’s 

- VANTG 
- WriTAGE !JcyS 

ITL - MOALLfilN 
8&H - AcCCoao 
R.33 - SELECT 

11.7 

f:Z 
2.3 
.9 

2:: 
.6 

2.7 

12:: 

1; 

:;: 

.9 

.7 

.6 TOTAL EXTENSIONS 

1.1 

:3 
.6 
.5 TOTAL NEW 

TOTAL 01.3 
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Smokers Degan to experience proouct change. Tne Sales weighted 

average tar levels for tne mancet, essentially staole tnrougn the early 

1370’s, aropped significantly. 

-74 1973 15 zn 76 7980 81 j2g 

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 Witching rose SUDStantially to the point where, in tne late 

1970’s, almost 1 in 5 Smokers claimed to have changed Drands in the past 

year, twice the pre-light norm. 

r 

Now, however, it would appear that the party is over. Virwally everi 

noo!x and cranny in tne tar spectrum is filled. Altnough they continue to 

grow, tne rate of expansion of light brands is reducing. Retailers are 

beginning to refuse to accept lower potential branas, the rate of 

switchin; is down to a much more normal level, every major trademan< is 

extendeo to a: least two offspzing. with Canadian Smokers’ need for 

“less” aDoarently sateo with cptions, it is easy to undersiand marKeterSI 

tendency to look nervously at their hands wnen asked “what’s next?” 

r 

Alreaay we Degin to see (and yes possioly participate in) some of tne 

more flamboyant but less relevant new brand development that 

cnaracterired our industry oefore it einoarked on mameting predicated on 

the relentless logic of “LighcS’0 as new Drand developers look for novel 

fIEanS Of differentiatis their brands. 
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l Tne Canadian market is not seen by Canadians as non-Canadian - tI?ere 

are no international Drams that are perceived as such despite their 

increasing prominence in the rest of the world. 

CAMEL - A3 - EST MGIKET - WITHXAWN. 

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

mentnols, it is almost entirely flue cured Virginia. Swkers are 

oored _ Smokers have ccmproiniseo on taste. SmoKers try a lot of 

kmerican cigarettes-occasionally. 

PLAYER’S SPCIAL &EN) - NATIONAL - FORECAST 

FORECAST 1.2% 

ACTUAL 0.5% 

l Xl Canadian cigarettes cost the same and smokers are incrcasingiy 

under duress due to rising taxes. Fine cut volume is uu. Price 

SegmefItatiOn works in a let of other plaCeS. A company has Jeen 

saved in the USA DY generics - why not? 

ENEHICS - ERSTOS - ESTIMATED SHARE - 0.2% 

And recently a couple of new ones: 
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l 10Onm are growing in Canada - mayoe ii’s style, mayoe it’s value for 

money, mayoe it's a little of botn - ir must be because it's 1ODm: 

ROTHMANS SPECIAL MILD 100’s ) Share unknown 
ROTMANS EXTiW LIGHT 100’s 1 Financial Prospects . . . 
ROTHMANS MENTHOL 100's ) Douotful 

+ SPORTSMAN NATURAL LIGHT??? 
. 

ROTMANS - MOTiVE AND PERFOiWNCE - ANYONE’S GUESS. 

. 

And we have a few of our own on the books waiting patiently to oe 

further developed: 

l SPEm+l IN??? 

l ⌧5??? 

Here’s an approach capable of keeping product and pack developers hopping 

For a decade. New things, different tniys, innovative things, new 

pacKages, ptxrp?c cigarette paper, 12CJm orands, polyvent gas trap, 

charcoal filter, new smoxing material - a staggering array of brands 

struggling to De different. It would be foolish to indict these ideas. 

Sane of these entries will sell - some will make money - scn~! are viable. 

But there is an important difference between these entries and lights. 

Smokers necdea light orands for tangiale, practical, understandable 

reasons. It is difficult to see broad needs answered to by these 

in:ioductionS. 

. 
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POST "LIGHTS" 

If these ideas are not txoadly relevant, then WMK is? It is possible 

even now to see bon smmdrs’ reactions have been modified my the success 

of lights, and, if not aefine specific man0 options, at least isolate 

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

have lignts modified smokers need for “le~s’~? 

r 1. In spite of tneir cczbnercial success, lights have not moderated the 

basic force tnat causec them. Smokers continue to be very concerned 

with the affect of sixwing on their health. They continue to indicate 

that they intend and have attempted to cnange 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 altemacive: 

r” 

"~Wt& IS DArGES2uS FOR 

INTEND TO WIT 

INTEN) TO CUT DOWN 

TOTAL INTENLI TO MoD1FY 

THEO TO QUIT 

TRIED TOCUTOJWN 

1976 

67% 

26 

33 

59 

41 

57 

1984 

74% 

45 

19 

64 

43 

59 

79x 72% 

50 43 

19 19 

69 62 

44 43 

61 58 
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2. in spite of its commercial success, the new option of switching to a . 

milder brand does not surface as one equivalent to quitting or cutting 

down either in smor<ers’ intentions or their efforts. !Imoking itself 

continues to oe isolated as a Dehaviour to oe avoided despite tne 

emergence of relevant new ways to smor<e less. 

1984 ALL SModERS 

CULT 

cur DOWN 

SWITCH MILtyR 

sMoKE.wE 

IN PAST 

TR IEO 
TO: 

43% 

59 

30 
. . 

INiENo 
TO: 

45% 

19 

3 

29 

3. Although light branos have clearly estaolished themselves as offering 

more or less strength in tens of tar and nicotine, this 

discrimination is or&y loosely related to “health”. In fact, there iS 

very little differentiation or brands on an image Statement “for 

smokers concerned about their health”. A orand like MedalliOn (lmg 

K.S.), positioned to be %.ynonymous with ultra mildness”, condemned Dy 

PP.256 of Canadian smokers as %moking air” manages to acnieve only 5.9 

on wealth” on a 9 point scale. 
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EXFURTA 
PLAYEr7'S FILTER 
ROTH'JWS 
du MAlJRIER 
EXPORT MEOIW 
No. 7 
BELVCCE 
CRAVEN A 
PLAYER'S LIGHT 
EXPORT MILD 
EXffiRT LlDiT 
HATIGE 
du MAURIER LIGHT 
RDTIMM S?ECIAi 
PLAYER'S EXTRA LIGHT 
du MAURIER SPECIAL 
VANTAGE 
BELVEDERE EXTRA MIti 
CRAVEN A SPECIAL 
SELECT 
CRAVE:< A ULTRA 
MATME EXTRA WiLO 
VISUJiiJT 
VLSCcl~PJT 81 
ACCGG 
EDALION 

1983 IaGE RATIFGS 

7.9 
6.6 
5.5 

'\;Q 

1.7 

:;: 
11.7 

2:; 

;:; 
2.8 

2: 

1':: 
1.4 

:Z 
2.4 
.7 
.6 
.6 
.9 

I=RE 1976 
STRONG HEALTH -- 

8.0 3.1 
7.4 3.5 
6.3 4.6 
6.1 . 4.1 

5.6 .4.1 

2: 
4.1 
4.5 

4.3 4.8 

5.6 

4.9 
4.4 
4.3 

4.2 
4.2 
4.1 
3.5 

El 
2.9 

22:: 

2: 
2.4 
2.4 
2.3 

4.4 

5.0 
4.8 
4.9 

5.2 
5.3 

2: 
5.3 

;:; 

;:9" 
5.9 

55:; 
5.8 
5.9 

Light nrands have not, apparently, been the smoking and health pahazes 

tha' c :heii success might lead us to expect. Wnen sneers are asked 'the 

auestion outrignt, the inferences in the information are cohfimd; even 

r‘ among mild smkers. 

AUCUST 1983 

“00 you believe tnat low tar and TOTAL MILD 
nicotine cigarettes, like ultia YES -3r w, 
milt ahd ex:n lignt cigarettes No 52 46 
are less harmful to your nealth KM'T KNOW 9 10 

cigs rettes? 
than T;;rcotine 

?iF 
5L 
9 
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Clearly Lights have offered one solution to the smokers dilemma. @ut it 

is a far more partial and ivrfect solution than sales would lead us to 

suspect. 

Smokers remain prepossessed oy exactly the same concerns that brought 

about the proliferation of successful lighter brands. They, pre%unaPly, 

remain open to and need new ways of deliveriy . The underlying 

premise far the last convulsion is unchanged and incompletely satisfied 

by LIGHTS. It is usefui to consider lignts more as a tnira alternative 

to Quitting and cutting doun - a orandecl hybrid of SmOkers' unsuccessful 

r 
attempts to modify their habit on their own. 

IMAGES - POSITIVE VALUES . . 

This alternative has not been achieved, regardless of how well these 

orands have been marketed, without a heavy price being paid by smokers on 

the posi:ive emotional imagery-laden side of smoking. 

Our mark&: estallisned tnese introductions by trading on the image eouity 

that existed in major trademarks. The executional elements, by and 

large, battered away at creating correct product perception. 

"Lignt-lighter -Lightest" were achieved by insistdnce on lighter 

presentations - proouct story imagery - white packs - pale colours - 

mildneSS dominate0 copy - COrrmOn generic oualihers, ail Struggii~ to 

estaolish a precise place on a sliding, relative strength scale. 
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rr‘ 

ihe cost of this approacn over time and over the numoer of variations on 

tne tnwe that nave been &t-ted, has been a diffusion, if not 

exhatistion of the imagery mat these trademarks represented. me price 

of gztting smokers to tierstand one positioning element precisely has 

been paid out of tne brand persanalities. Brand perceptions in tne 

Canazian market have Seen largely collapsed into tne pragmatic and the 

observaole. The aoility of smokers to differentiate brands on the more 

emotional dimensions is suostantially impaired. 

LIGHT BRAN0 RATINGS (2rC) 1983 

9 1 

FD? A SUCCESSFUL PEriSOt~ 5.5-1.5 NOT FOf? A SUCCESSFUL PERSON 

SMCYZDMDREBYYDUI'JGER SMDKEDMORE BYDLDZ? 
PEDiXE 5.8-4.3 PEOPLE 

!%OKEDM9RE EiY MN 5.8-3.1 SMOKEDHWEBYWWN 

FOR A PERSON PARTICULAR FOR APERSON NOT PAi?TICULAR 
WJ: PAC% A??EArUWCE 6.0-4.0 ABOUT PACK APF'EARANCE 

A Wu;AQ EWW 6.8-2.7 M)TAF'DPuL&?BRAW 

r‘ 

BraMs in the new lignt market are obviously characterized by blandness. 

Tnis proolem is c~aunc&d by t,ne fact tnat as manufacturers havo 

attenpteo to return to more af the relevant emotional imagery that 

cigarettes depenc on, they have found themselves confined by the 

relativeiy narrow range of imagery lighter products wili presently 

tolerate - outdoors, active, healthy, natural, boats, planes, Water, neat 

young people doing neat young Wings. Trying to solve the probiem has 

aCtUali)’ compounded it ano brands are better differentiated today DY 

their graphics than by the visual depiction of their image. 
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The result is that smokers are bored. In a market wnere personality in . 

brand CMice iS sucn an important part of tne poSitiVeS of SnCScing, they 

are faced, increasingly, with a bland, amorphous ~uIIP. ImXeaSingly, we 

see aifference - any difference - as a thing causing smokers to sit up 

and rake note. 

SOCIAL PKESJFE - THE NEW NEGATIVE 

These effects of light introductions have been further obscured by the 

I^ emergence of new powerful pressures that have little to do with personal 

health. What began as a small group of fanatics has ballooned into the 

major anti-smelting thrust: 

* Municipal. by-laws define wnere a Smoker can and cannot acceptably 

“light up.” 

l i+e pays more and more for tnis prodxt because of taxation 

policies that increasingly seem punitive. 

r 
l Media and individuals encouraged by media increasingly press him 

on passive smcking issues - personal confrontation. 

l t-b sees non-smoking increasingly emerge as a positive marketing 

platform for third parties - life insurers - smoke-enders - 

rent-a-cars - hotels, etc. 
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l tie faces the prospect of higher health care costs to defray his 

ptJrpOth?dly grerter share. 

l etc. 

+ etc. 

l etc. 

f- 

Canadian smokers in 1983 thought second hard ziinoke was very (35%) or 

somewhat (37%) harmful to the healtn of others. They had refrained 

recently from s;lor<ing so as to not annoy non-sawers (47%). A 

significant minority (3S%) claimed smoking was Only barely acceptable- 

Ten percent (IC%I claimed it was not acceotable at all. Asked what -- 

restrictive action they would support: 

30% supported further restriction of cigarette advertising. 

39% suoporxd a canplete advertising ban. 

29% SupOOrted restricting the sale of u3oacco products. 

71% supported increased advertising on the dangers of smoking. 

A an amazing 28% supported taxation aimed at making smoking 

unaf foroaole. 

Social disappreoation forces smokers to accept the same self-deprecating 

yoke they accepted with smoking and health. Even as they agreed with and 

tried all tne right health preserving strategies, they now have all of 

the correct sociai responses. But there is the same quiet desire for a 

smoking-related solution. Tney remain smokers who wish they weren’t but 

know ‘Lhey are. 

. ..A7 
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Wo you think the tooacco industry should defend the 

rignts of smckers?" 

YES 51% 

No 30% 

WN'TKNJW lC% 

These nu(N3ers will presumaoly increase with time. Social pressure, 

combined with increasing prominence as smokers numeers dwindle (either 

in fact or in public admission), will force the smoker, only imperfectly 

satisfied by light brands, iowards an increasing self-perception that he 

P is not only a less healthy, but also a less wholescme individual. 

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

so WHAT? 

r 

In Dread terms, relying only on this wide information, it iS possible to 

see, in human terms, tne Deginnings of the type of needs drivirq tne 

majority of smokers. mey do not emerge,fro;n tne Ught" era with fears 

that have been substantially allayed. In fact, the need that Created the 

Opportunity for lights nas intensified. In a world wnere you cOu1M't 

smoke end you Could43 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 uhen the Smoker 

had finally acclimatized and their new tar level represented the Status 
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wo. tignts have stoppeo being alternative and have betxme E 

alcernaiive - pernaps an increasfngiy unreliaale one as we publicly cut 

our own tnroat with Barclay - like tar souab3les. 

The smoker faces this “relapse4’ in an envirofxnent of nen unfamilia: 

pressures, where nucn of tne emotional pleasure has been stripped from 

his oranz. 

f- 

“Great taste”, *enhanced taste”, *@taste breaKthroughH, - theomainstay of 

the new nrand 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 iNIovatiVe ways Of 

delivering perceptually product aopear far more promising - canained 

Fith relevant, new) evocative imagery. 

“Less SXXe-more emotion’ should be a maxim against which, it wou13 

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

Not SilrXisingly, this fits with what con!%mers claim to want in ;ermS of 

orand improvement. They want physical and sensory attenuation of 

SiilOdilXj . Tnnre is scm~uz eviaence (and a wealth of ciualitative eviaence) 

tnat they want: more emotion. 
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YLAEL ow IOEAL EXT./VERY XWT. NOT IWT. 

- STR0NG 
~FoRsMoKERs~ 

ABWTMALTH 
;:o” 

6 
21 

42% 
51% 

"Si3SORY"VARIABLES 

- LOTS OF TASTE 7.1 + . 3 56% 
- GtJ.JO AFTERTASTE 6.3 + . 9 54% 1: 
- IRRITATING TO WE TIiXOAT 3.7 - . 

t 
66K !z6 

- !XfISFYING 7.5 + . 57x 5% 

*IMAGE” vMIAeLEs 

-FoRMEN 

lc‘ z 

FOR YOUNGER S'&XG?S 
FOR !jUCCESWJL PEOPLE 
PARTICULAR ABWJT F'fia 

: A KWLM BRAEO 

4.9 
4.7 
4.8 
1.0 
6.5 

+ . 1 72% 
+ . 1 75% 
+ . 
* . k 63% 

- - 13% 49% 

r” 

In consmer terms, this view of the future can be smnarized as follows: 

1. The basx peed of smokers will be for less, as it has been. In order 

that they may continue to smoke and in order that we may remain 

competitive, we will have to cone,- -:ve and market an increasing array 

of products tnat are credioly ano relevantly “reduced”. 

2. These pioducts will have to oa sold as bia&. Images that return 

emotional value to cigarettes in new ant different ways will be 

necessary both to re-establish a positive link between SrnokerS and 

brands and to increase the precision of our appeal. There is a good 

possibility that tnis imagery will have to extend outside the 

paramters of traditional tobacco areas. A pack design that does not 

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

scarce and valuaole comnodity. 

tights leave us with one further legacy that is far mote mechanical. I: 

is unlkely that smakers will relinquish the tentative foothold light 

brands have given them. We see almost no evidence of smokers switching 

to Stronger bE3rdS. All previous convulsions in the ma*et have 

presented SKuxers with differenoes that were absolute - filter versusi no 

filter, ment.n?l versus no mentnol, King size versus regular. 

Lignts have Created a relative difference tnat has fragmented the marNet 

dramatically. The days of offering an~innovation to very broad groups in 

the market are gme. For the foreseeable future, even for highly 

relevant coneep-,s, a su&tantially larger number of discreet brands will 

be reuuireo to spread any innovation across tne tar spectrum. New brand 

developers are faced with the prospect of more, Smaller hmches - an 

expensive, fruszraring resource-draining proposition. 

CONCEPTS 

r‘ 
This is not expected to be a popular position. It not only asks 

tobacco-Wn, generally traditionalists (with good reason), interested in 

selling satisktion, to start selling what must look like carbonated 

wine in cans, but it is also hard to imagine realistic means of pruvidi$ 

"less" . In fzcC=, it is probaDly not as difficult as it seams. The 

rapidly expaneing smokeless toSaCC0 IIWkket iS ifl fact an eWeSSim of 

181essH. 
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Pipe tcmacco, seen as not imaled and therefore presunaDly safer, 

certainly less socially loaded is another tantalizing proposition. 

However, there are also pragmatic options within the tailor-x&e market 

tnat are less radical. . 

me following two summaries outline current ITL development projects that 

are governed to varying extents (and with varying degrees of comxious 

application) by these principles. me first, ‘*SUMS” is a highly 

specific, we expect low pote..tlal concept 12.0 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 %rackedl@, gains 

should be substantially larger. 
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Slims were originally conceived as a small scale, tactical intrusion into a 

small out growing 1lJCkna segment. 

1980 1981 1982 1983 sway) 

100m 2.5 2.6 2.8 3.2 3.7 

Our option in this arena was basically a lignter variation on du Hautier 

Special Mild wi*& which we represented about 30% of the Segment. 

Ou: CcWeCitors had recently introduced a 1OChm length into the highiy 

female 3-51~ 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 maKing a 1oOmrn brand 

financially viable in a uni-price market became obvious. Lower margins 

meant tnet the Drand had to be more than 306 net new, regardless of its 

snare performance, to mare money. 

f- 
Slims as a concept emerged from this Dasic problem. We assuned that style 

and image oencfits were playing a significant role in the growth of 100’s. 

Slims seemed capaole of providing these benefits in conjunction with a cost 

reduction that we could tolerate. 
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Tne Canadian market currenrly has only one slim product (Contessa slim, - 

.1X). Canadian smckers’ familiarity with slinmner brands is largely a 

result of the unsuccessful attempt by Philip Morris and R33 to introduce 

the 1Mmn 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 assuned 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 share l&elS. We were 

r” 
therefore prepared for a minor introduction. 

However, we agreed to attempt to estaolish a proauct rationale to support 

the imagery. We assumed that if we could ascriae 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 reducticn (irritation, tar, etc.> were aeveloped. 
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STRENGTH FEE SEGMENT 
IMAGE SHARE rofAL & OW’N . - - 

EXPORT A 8.1 3.0 . 
PLRYER’S FILTER 7.6 8.7 2.8 5.9 
M&X 10 FILTER 6.8 

f :i 

du t&uRIER 
EXPURT MED. 
ND. 7 
ROTHMANS 
PETER JACKSON 
BELVEDERE 

PLAYER’S LIGHT 
CRAVEN A 
EXPORT MILD 
PLAYER’S X UCHT 
EXPURT LIGHT 
HAT1NE.E 
ROTHAN SPECIAL 
du MAURIER LIWT 

NO. 7 LIGHT 
du WRIER ECIAL 
ROTHiAN X LIGHT 
PETER JACKSON X LT. 
EELvElJE3E x MILD 
VNTAGE 

ii 2 
._.-.. e.- -- 

10.8’ .6;l . .- .v-rL1 

6.0 
5.8 
5.7 
5.7 

5.1 
5.0 

;-+ 
1:3 
2.1 

8.0 
5.0 

12.1 8.1 

4.5 
4.5 1:; .. 18.0 9.6 
4.4 1.7 

;\ib-i*. 

$2~ 

2 _ -c . . . . . 

3.7 .7 
3.6 3.7 
5:; -7 l 7 . :.- 9.2' --,d' : 4.4 4.8 . 

3.2 1.5 
3.2 1.9 

CRAVEN S?ECIAL 
CRAVEN ULTRA 
MTINEE X MILD 
ACC3RD 
v1sc0uN1 x mJJ 
MEDALLION 2.3 .9 
VISC3uiiT #1 2.3 .5 

4.3 

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 ue had anticipated. It also uncovered a credible, relevant 

product rationale for smaller circumference cigarettes that promised a wider 

appeal for a wiaef tar spectrum than the Mat&e trademark could effectively 

Command. 

AS a result, tne concept of ktamax changed in two major areas: 

. 

r 

1. Slim cigarertes would be markesed as a new segment instead of as an 

emoellismnent on a single Drand. 

2. I .T.L. would, initially, market three different options in or&r to 

increase tne precision of our appeal: 

a) arxnd 13-14 mg - du Maurier Slim 

b) around, 0-9 mg - du Maurier Slim Light 

cl around 3-4 mg - Matinbe Slim 

These slim encries were defined as follows: 

r 

. 
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FUSITIONIhG SLIM?% 

F- 

There is little question tnat a slimmer product, oy its pnysical 

dimensions, clearly communicates style-fashion-distinctive-female imagery. 

These image Denefits along wifh the "feel of the prow&" appear to 

constitute powerful motivators far women. However, tnere is Slim hope tMt 

large numoers of women will aaopt these brands if image befEfitS represent 

the OnlV reason for their existence, and the only extlanation of wny the 

cigarette is slim. 

It is, tnerefore, critical that the Segment be estaolisnea in smokers’ 

minds on a producthnokino exoerience claim that is directly atrrioutaole 

to the reduced circunferonce. 

This is not to say that tne Lnage and tactile benefits are not important. 

These will, in all prooaDiiity, represent a large par: of the real reason 

for purcnare if tne bran% are successful. The proauc: claim would, 

however, “deflect” smoxers away from the uncomfortaole position of 

aCknOwledgfng that th&i braM selection iS based solely, or even 

primarily, on image consioerations. 

r‘ Tnerefors: 

1. Brands introduce0 tier these two projects will stress that 

reason for tne manufacture of slim circumference cigarettes 

tne basic 

is to 

provide d PiobUCt ixnefit. The Oenafit will be that. because they 

conrain a little less tobacco, slim ciadrettes deliver her tar but 
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r‘ 

provioe oath taste and ease of draw co?noaraole to man!% of relatively 

higher oeliveries. Slim products will, in essence be positioned against 

“lights’i as an innovative means of achieving lower tar smoking. 

2. Proouct decoration - package format - package design and comunicaticm 

will all atteqx to tastefully project - out in no way emphasize - tne 

imagery that is already at work in the product dimensions. we will not 

Srru#.e to tell ttie amker mat she already knows Wough overt, 

special, uniwe or ‘*aanormaI” treatments of any marketi$ element. The 

Only "SpeCial" element of these brands will De their Slimer CirCuW 

ference. 

3. Tne win use of iffba~ery will be to place relatively greater empnasis on 

one cr more of the imaye aspects of slims (i.e. a brand is distinctive/ 

fasnionaale ds opposed to more for Women). 
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PROSECT W-6 

Project VtiS covers the introductim of slim arands under the du Maurier 

trademarK. VHS dill involve two options - a “parent” orand at around 13 mg 

of tar and a lighter “extension”, to oe introduced simultaneously at 8-9 rq 

of tar. 

BASIC It-WE AId3 POSITIONIffi VERSUS bu WURiw 

f- Brands under project WS rsill oe developed as extensions of the du Maurier 

trWkMik. Thy will nave their own ioentity as opposed to claiming direct 

derivation from any me of tne three existing du Macrier brands. 

vtiS will. present tne fasion, style and distincLivaness of slim products as 

a logical extension of tne du Maurier traaemarc<‘s Tontemporary class and 

quality” image. 

The ;jrojec: will not atteqx to represent itself in any executional area as 

overtly an3 diiectly female. A more direct female position will De 

reserve0 for the Mdtinhe option. 

du Maurier Slims representacim of ncontamporary class and quality” must 

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

pretenriousness. 
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TAROT MARKETS 

The Primary target for toe nigner delivery entry will De smckers of King 

Size and 100 IMI brands 14 mg of tar and nigner. The primary target for the 

miloer component will oe smc&ers of King Site affi 100 ma branas in the 9-13 

mg range. 

In demographic terms tne Wands will focus on females under 35 years of 

r‘ 

age. If the simultaneous introduction allows for any greater precision 

between tne two entries, teen the higher tar entry should compromise in 

favwr of the younger half of this group while tne lower tar entry 

compromises in favour of the older halef of it. 

PRCWCT 

Tar 
Level 

13 mq 

14 mg 

Lenath 

84 nxn 

loo mm 

Circum- Filter 
f e rence* Lengtn 

23 nun zomn 

23 nun 25 m 

Tipping 
Lenilth 

24 m-n 

30 nn 

84 mn 23 ran 20 nun 21 ml 

9 rig 100 Inn 23 mm 25 ran 3omnl 

l Standaro I.T.L. circumference is 25 mk 

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

should oe taiwn to ensure that puff itumber and Durn rate are comparable to 

non-slim products of similar tar levels. 

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

ti Maurier based, flue cured, v+ginia. The products should deliver per 

puff taste and smoking mechanics that compare favouraoly with those of 

non-slim Drands about 2 mg of tar higher tnan the individual slim ratings. 
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Any Wecoration” on the prmuct itself will DC subtle, tasteful an0 

88norma188. 

Tne oest names for the oranos witnin VHS are the most oovious - du Maurier 

Slim (13 mg) and du Maurier slim Lignt (a mg). 

Ox oaSiC thrust in the project is to *normalize" Slim products in order to 

make their powerful imagery and tactile benefits accessible to Smokers in 

the context of everyday use. Within this framework theSa names aCnieVe two 

tnings: 

. . 

First: they relegate the concept of l%limBg to a role where, l&e "iightS", 

it represents simply one more categorical way of making cigarettes. 

Second: it positions these brands as esswltislly Vu Mauriers" which have 

been modified to provide the benefit of slimness instead of the 

otner way arouho. 

PACXAXIG 

In terms of graphic oesign tne package should oe cleariy identifiaale as a 

direct derivative of the du Maurier trademark. It snould not, however, be 

directly referzncec to any other Specific Drand currently within the 

trademark*. 
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It snouid avoid fancy-special-unique-elegant treatments. Instead the 

design must find a valance that allows the pact to be *‘ordinary” enough for 

everyday use wnile at the same time SUbtiy reflecting tne fashicn-style- 

distinctive components of slims witnin du Maurier’s Vuality contenyorary 

class” f ramewnr*. 

Althouph tne design should oe attractive to females it would not be 

intentionally or overtly feminine. 

. 

r 

Pack designs must reflect the two awropriate tar levels within the project 

(13 mg and 8 rng: and, although they should mar a “family reSemblanCea, 

tn+y must effetxively oifferentiate the light from tne nCWlight Version. 

CCMMUNICATION5 

The cozmunicaticn of this proposition should avoid platforms whicn art! 

either clinical o?: scientific. It should, instead, be articulated within a 

Context that reinforces the fashion/style/distinctive image of slim 

cigarettes as a credible extension Of du Hautier’S Quality COnteWOraZy 

class image. 

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

or uniquely feminine. 

CrWXlVe SnOtAd inCluCk cues which suggest the better feel of the prOdUCt 

in tne hand. 
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PROJECT BETWAX 

CONCEPT 

Betamax is the Matin& entry into the slims arena. The orand will oe 

differentia:ed ftom the au Maurier entry in two Key CharaCteIiStiCS. 

1. It will offer a product that is commparaolc witn the smoking 

characteristics of current 3-5 mg brands. 

2. Canparec! to du f&Wrier it will’stress relatively more of the female 

attributes of slim product althouyh the central thrust will remain 

a “product story”. 

BASIC IMAGE &IQ PCkSITIONIN2 VER!%S WTINEE 

Tne brand will 0% an extension of tne MatintSe trademark as opposed to 

claiming dlrtct uerivaticn from either ~)r: of the two existing v&tinge 

r-- 

brands. In m%i executional areas, however, it will draw heavily on 

Matinae Extra Mild's positioning and design Characteristics for its 

direction. 

In cmjunction witn me oasic product story, Betamax will exploit tne 

female charac:cristics OF Slims. As is the case with Matinee Extra Mild, 

the female appeal should be implicit but not overt. 
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Given the entry of tne du Maurier image and the ~~reduction” of the 

projected Betamax product to a 3 mg level, a direct adaptation of the 

current Matinde Extra Mild imagery would oe very appropriate. 

Tne primary target for Betamax will ne current smokers of 3-S IIQ Drands. 

f" 

In d&WJgraphic terms the taiget is fenraks Detween the ages of z-49 With 

primary emphasis placed un tne under 35 portion of tnis group. 

P;?OiNCT . . 

A starting point for product development is: 

PR'XXJCT 

Tai Circum- Filter Tipping 
Level Let-q th ference Lenqth Lenath 

3 "g 04 ml 23 mm 25 m 3omn 

4 ma 100 urn 23 urn 2sm 3om 

f- Care snould De taken to ensure tnat puff numbers and burn rate do not 

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

In terms of subjective characteristics, the product taste should oe t&tin&e 

eased, fiuc-cu:ed, Virginia. A menthol version of ootn lengths will also 

be developed. 

. ../34 

. w-w- .--- 

BATCo document for Province of British Columbia 14 April 1999 

BATCO 00005276 



me products should oeliver per puff taste and smoking mechanics that . 

compare favouraoly 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 srdfle, tasteful and Wonal". 

The brano will De called Marinde Slim(s). 

The initial wave of development appears to have left us close to a 

realistic pack expression. Any further development will be a refinement of 

the 0~s: of tnese initial prooes. 

f- 
As aitn VHS, the primary oojective of 9etamax advertising creative Nili be 

to >ositlm it as a brand which delivers specific proouct oenefits 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 

deiiverf oranos. 
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Unlike W-IS, creative for Betamax must ensure mat tndse benefits are seen 

to 0e delivered soecifically in relation to the very mila levelnf smckinq 

(3-5 mg) that Matinde oest represents. 

Clinical or scientific platforms are to be avoided. The product claim 

should be articulate0 witnin a context that exploits the "more for uomew 

image area of slim products. Given that VHS will offer elements of 

"CMtemporary class and ~ualftym* and given that the revised product 

specifications for Betamax are in line witn the Matinee Extra Mild product 

Position, the "active wcmarP posture currently used for Matinb Extra Mild 

is an acceptasle platform. 

Althougn the sales potential for the orand appears to be in excess of a 

category Wc launch, Betamax may be CommuniCateU witnin the same 

"advertising dollar" as l4atinCe Extra Mild. Tne increased precision of 

appeal and the reduced tar entry point makes this advantageous from oath a 

strategic and cummunications point of view. 

Creative shoulo not, nowevtr, restrict itself to slashes and two pack ads. 

The Matinee Extra Mild creative can and should form an integral part of 

ca3nunicating what Beiamax is all aoout. 
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Betamax work proceedea largely as outlined. The nigher tar options pased 

pro3lems. When the smokt? cleared, we found that althougn tneir Concerns 

were very similar to tne mathe!6atically minded smokers in tne ultra-iow 

area, the language and level Jf understanding of ligJ?t Dranos was 

significantly less. In order to get them to recognize the product benefit, 

we virtually nad to explain now light brands were currently oeing made. 

The exercise of aringiog tnem to understand what we were doing reouired 

Significantly more COmWniCatiOn than we could hope to effect througn our 

availaDle cnannels. 

The higher tar project was simplified significantly. Tne lack of need for 

a clirect brand comparison allowed us to explore a wider range of imagery 

options. 

The final position was defined as fOlhwS: 
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PROJECT WS 

ORIGlW 

Conct?Pt 

Because it is slim, it 
is aiso mooern ana 
distinctive. 

Product USP 

Siimqess gives you a 
lignter cigarette witn 
tne same taste. 

Brand/ 
Trademark Derivation 

A direct generic off- 
shoot of du Haurier 
Red and/or Light or 
Special. 

Treatment of Slims 

Integral part of name. 

imagery 

Contemporary, distinctive, 
classy - non-feminine. 

Target Strenqth 

Slightly milder than - 
du Maurier 
parent. 

NEW ALTER~UTWE 

Because it is moGarn and 
distinctive, it is alSO 
$iJ. 

“SUIIIXSS ma&es it milder”. 

. 

Derived from du Maurier 
but done either as a new 
du Maurier (du M x) or an 
endorsation (X oy Cu MI. 

A prominent, but reduced 
cunponent on the pack (like 
the treatment of “filter” on 
Export A Or king site on 
Rotnmans I. 

Contemporary, distinctive, 
classy, non-feminine - casual 
(not *Wtghtlife”, nor tz 
tional/classic 1. 

Slightly milder than 
du Maurier Red/ 
du Maurier Lighi. 
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ORIGINAL 

Taste Level 

In product and c-i- 
carions, equivalent to 
parent. 

Actual Tar 

Kings: 8-9 and 12-13 
100 : 9-10 and 13-14 

Taroet 

femaies undar 35 pre- 
sently smoking lo-12 

t- 
and 1!5-17 mg K.S. and 
100 IMI bidndS. 

NEW ALTERNATIVE 

Not speci.fied in CCMIWnuniCatiOn. 
Product stmuld target for same 
as du Maurier Red/du M&tier 
Light. 

Same. 

. 

Females and upmarket males 
under 35 years of age smoking 
13 mg+ an0 lo-12 mg KS. and 
100 mm brands. 

Both nranos are virtually developed at this point and are schex3uled for 

firs: introauction in tne fall. 
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“Less” can, and we assume must, be offered to smckers in ways other than 

tar reductionhealtn improvmenL. 

me following project, YXAWFORLY~ in our vernacular, lows to capitalize on 

what appears to De a significant and increasing need among Canadians with 

respect to tne subjective quality of Making . 

“CRAWFOW’ began as an exploratim of how we could make snort terin tactical 

r 
gains in the menthol segment. 

Mentnol brands account for a slowly declining 6.3% of tne Canaoian market. 

ITL’s corporate 

the performance 

Dusiness. 

weakness and oppOrtUfIity can, be clearly seen oy 1oo;tfng at 

of our ~rancls relative to the distrioutim of menthol 

13 mg + 1.8 

9-12 mg 3.5 

-5 mg 1.0 

TOTAL 6.3 

. 

CAMEO 

1.4 

.a 

2.2 

X ITL 

78x 

23% 

3% 
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After tne initial extension of Cam20 Extra Mila in tne mia 1970’s, we were 

Porcea, oy priority pressures M our resources, to eliminate further 

ubarketin~ effort on menthols. Cmpetizive activity and tne natural 

evohtion of the segment left us benina ana in the early 1980’s we began to 

consider mzans of improving our perfomance at the lower tar levels. 

Faced witn virtualiy no current information in mentnol perceptions ana 

motivations, we decided to begin by revietiing menthols on an overall DE&S. 

. 

This qualitative work on tne perception and role of menthol was 

coincidental witn a major project on orand images in Canada. That exercise 

proouceo sm startling evidence on how smckars saw Prands, what they 

thought they haa and what tney claimed t0 Want. 

Tne comsination of these insights significantly altered the direction of 

the project . Although the initiai concept of a new menthol option remained 

a development priority, this new input suggested that there were larger 

things at stake. It was sumnarized as follows: 

PROJECT CRAwFCRO 

POSITION Pi 

WH3E DID WE STMr? 

1. C‘awford’s oojective is to improve our ueclining snare of smokers moving 

from nOMnentIIO1 to menthol Drands. 
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r 

2. Based on this ocjective, the exploratory phase of Crawford has focused 

on understancing the motivation for smcking menthol and their current 

percep:ions in order to lay the ground work for a better menthol/ 

mentnol-like alternative. 

3. There is a significant need among smokers for a product tPat reduces or 

eliminates tne unpleasant things that occur in tneir throat ana Oral 

cavity as a result of smoking. Tnirty-seven percent (37%) of smokers 

claim “less irr;tation” is an extremely important quality in their 

Cigaiette. ivent y-eight percent (28%) of smO<erS maKe Wetter 

aftertaste” tnePr sinale biggest proauct improvement. They want this 

mcderation t3 a qreater aeqree than taste, low tar or any otne; sin& 

proouct attricute. 

4. Non-menthol smkers nave not identified any braridS that respond directly 

and accestasiy to tnese concerns. The only standing perception is mat 

lower tai nranos are less irritating. The attribute in these oranos is 

paid for witn tas:e and satisfaction. In spite of their desire for 

improvemen in aftertaste, smckers do not perceive significani 

aftertaste differences among existing orands. 

. ../42 

BATCo document for Province of British Columbia 14 April 1999 

BATCO 00005284 



P 

5. This need for a Yosmetic'* improvement is broao and, in effect, without 

distinct demographic Sew in terms of age, sex or current tar level. It 

tends to oe focused in Englisn Canada, specifically in Ontario and 

British Colunoia. 

"COSKTLC" CDNERNS - MENTHOL 

6. Menthol does deliver these Yosmetic" iqxovetnents and &I develop a 

market position as a result of them. 

- Tne oasic vaiue of raentnolation is its aoility to mooerate or soften 

certain aspeccs of the smoking experience. It reduces the oral and 

upper respiratory drawoacks of cigarette smoking, according to R & u 

and according to qualitative responses from Canadian smokers. 

- It appears that tnis re&ction of "cosmetic" proolems is tne primary 

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

r‘ 

- The potential in the marKet for a well-desionea mef&hol product 

positioned as a solution to these "cosmetic" proolems is reflected in 

the 3% share achieve3 oy menthols in tne U.S. marKet on precisely 

this platform. 
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11. As a result, non-menthol STOkerS presently reject menthols OK of hand 

oases on: 

Taste : 

Irritation: 

smWers.say they do nor like the taste of menthol. Tnere is a 

reasm to believe that these taste ODjections refer less to the 

actual tasEe of mefxhol than to an unaccePtaPle rerlzcrion in 

tobacco taste wnich is projected by smokers into a reouced 

satisfaction. Smokers we could define as real ~~seekers~' or 

"cosmetic" irqrovemen: rate rich tooacco taste and sa:isfaction 

to be more important than the mancet in general. 

non-menthol smokers fin3 current menthols provide tcic nucn 

coolness. By definition, unbalanced menthol does prozuce lower 

tobacco irritation, .out it replaced it with its own ~OITI of 

irritation - menthol %urnO~ - a cure worse than the oisease. 

THE U.S. A??RDAM - VALID IN CANADA? 

12. WETeaS our menthols force smokers to pay for the desiraole sensations 

of coolness (irritation reouction) and freshness (aftertaste 

improvement) with the loss of non-menthol sensations that tney fina 

necessary to smoking satisfaction - American menthols more selectively 

eliminate/reduce negatives, allowing tne smoker to experience the 

attrioutes he finds desiraale. 
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SO GIAT'S WRONG WITi bENTHDLS 1N CANADA? 

7. 

8. 

9. 

10. 

In Canada, mentnols are nor widely thouont of as acceotaole solutions. 

They are not perceived to deliver ~tcosmeticu improvement. Their use, - 

even on an occasinn oasis, is declining. 

Erosion of regular/occasional menthol use can probably be attributed to: 

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

SuCCeSSfully mnpeted with menthols for the position of a less 

intense smoking experience - assisteo by 

b) tne withdrawal of nbzaningful merItho!. suDoort levels required to 

reinforce their creoentials as acceptaole solutions - at a time 

when 

c) menthol brWiiS Wm-product” tiages nad narrowed to an unacceptable 

level of oloer feminini:y closely tied to what has so elegantly beeh 

doscrioed as WXbidity” - illness related use. 

Kore importantly, current Canadian menthol aroduct design and the 

snolcing exoeriet-tce they provide severely limit tht? potential for wide 

acceptance. 

Present Canadian mehthols are Vnoalanced”. In Canada, menthol-related 

sensations are tne dominant cha:acteristics and tne more desiraole 

tobacco characteristics are obscure3 or lost altogether. 

. . JO4 
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13. mcvalidity of me ValanceD8 American proouct concept in Canada is 

reflected in Smokers' positive response to two concepts: 

a) "The coolness of a menthol tnat lets tne full tooacco tasre Wine 

tnrough without ma taste of mentnol”; and 

b) *‘A fresn new tzsit experience that outsnines menthol - it not only 

tastes fresher unen you smoke it, it even leaves you kth a clean 

fresn tas:e". 

ENTHS: %lKERS - WE %ME BUT OIFFEHENT 

14. Menthol simmers are motivated in their Drancl selection by the same 

desire for an alleviation of the "cosmetic" proalems of SmoKing that 

wpeals to nowwmol Smokers. They are differentiated from 

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

SenSatiOns in srn&King and their importance. Masking of tobacco ?lavOur 

for current mentn3i smokers is siqnificantly less of a negative, indeeo 

it is a positive. 

15. tiotirsver, tnzy also express an interest in further reduction of 

~~cosmeticm negatives. 
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PR03UtT OEVELOPMENT IWLICATIOM 

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

a) alternative flavours (spearmint) whicn furtner extend tobacco 

masking appear to have a reasonacle likelihood of success against 

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

aooeal to non-mentnol smokers. 

b1 Balanced products have a reasonable potential against non-menthol 

f- 

E 

smokers whereas they are a step backwards for menthol smckers. 

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

not surprising in lignt of tne reasons for their selection. 

WGMODUCT IMAGES - TFWEMAMS 

r 
18. The range of non-croouct imaoe attributes exploited by menthols is 

narrow and unflattering. They are older female and strongly associated 

with occasional use during illness. 

19. &at-u% are not wall differentiated. 

.,./lb7 

. ..----. ‘. 

BATCo document for Province of British Columbia 14 April 1999 

BATCO 00005289 



20. As a result, Cameo, or virtually any existing menthol trademark, is not 

apprapriate for this new development project. There appears to be no 

major liaoility in using a non-menthol trademark. du t-wrier, 

Player’s, I&tin&e and Sweet Caporal were tested among smokers as 

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

perceived no significant incanpatibility. 

so WHRT? 

r The size and Serfoznance of the menthol segment in Canada today does not 

reflect tne complete potential of our inclustry to maxket products with 

“cooling-refresning” attrioutes. It reflects the potential for mentnol 

brands at the extreme level of moderation.. .To a significant segment of the 

market, M!ntnOl effects are highly desiraoie cut are inaccessible in 

today’s produczs. 

The exploratory work on Crawford indicates that tner?? is a meaninoful 

ouoortunity fOi a brand concept which uses mentl?ol/menthol-like additives 

to selectively recuce or eliminate undesiracle Yosmetic~@ aspects of 

cigarette smo<ing, wnile leaving the positives intact. 

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

The “selecrive” reduction or elimination of undesiraole "cosmetic" aspects 

Of Cigarette smacing will mean different things to different smokers. What 

do tney want reduced? Sy how mucn? Thai rrmst be left intact? l%bow mucn 

. ../a 
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traoeoff will they accept? Ideal product movement is not focused in any 

one agg, sex, or tar grou;, - and we kMw these groups already select 

different attributes with different levels of importance in their present 

prooucts. 

These conclusions led to the following project definition: 

FOSITIW 12 . 

2. Positioning 

Crawford will be positioned as a cigarette which alleviates the 

undesiraole sensory aspects of cigarette smoking. The main conditions 

it will address are dryness, irritation and aftertaste. 

3. Target Grouo 

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 r*mSer of interested SmWerS who are likely to 

provide an opportunity for executional consistency. 
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Crawford will initially aim for an introduction of one orano at two . 

ledels of strength. An upper strength level will be targeted at under 

35 year old males and females currently smoking high, hign lignt an3 

mid tar brands. A milder "companion18 will be targeted at male and 

female smokers of mia lign:, 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 option 

turns out to be less appropriate than other unrelated concepts at the 

lower tar level, a separate aevelcpment project will be isolated to 

meet the needs of this group of smokers. 

It should be noted thai tnis approacn. leaves other significant gaps in 

the market open. There is little douot that the Crawford concept is 

also relevant to a meaningful number of smokers currently using brands 

under 5 mgs and exis:ing mentnols. These development options will be 

pursued as separate projer:s (Projects Jazz and Mellou - see chart). 

4. Product 

The Crawforu product will use menthol or menthol-like additives to 

achlevr the aI?su-xl in;rovement. It will continue to explore along two 

paths - a “better” menthol cigarette - and a new taste (spearmint). As 

opposed to existing cigarettes that use coolants, however. tne final 
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1 Hale Smokers - 35 years old I Smokers + 35 years Female Total I Male Female 1 old Total 1 High I 
I I I I I 

1 Highlight ; 6.6 4.4 3.3 1.7 5.0 
1 flid I 16-o 

I 
1 Midlight I 

‘I 
I 

-I 
1 Speciils I 0.6 
I Trad lows I 

I 
I I 
I 

I 
- 5 mg 

I 
0.6 

I 

I 
I I 

L/&i 

I 
I I /- -I 

I Menthols I 0.1 :4 0.5 

I 
. j 

I /I I / 
i Total i 7.91 i 7.0 i 14.9 i ,5:7 i 4.3 i 10.0 i 24.9 i I 

aftertaste as a percentage of the total 

Project Crawford: 
I 

Project Jazz: 

. Males and females - 35 years 
of age srnrrcing brands 13 mg 
and up and all smokers of - 

i . All smokers of non-menthol i . Current menthol 
brands - 5 mg 

I 

market. 

P( 

smokers 

-- 
9-13 mg brands - non-menthol I . 2.8% of all smckers 

I l 

I 
. 1.3% of all smokers 

. 15.6% of all smokers 10.4% of all smokers who I . 4.6% of all smokers who 

I 
expressed a desire for expressed a desire for 

. 59.1% of all smokers who improved aftertaste Improved aftertaste 
expressed a desire for 
improved aftertaste 



, 

r 

P 

proauct must deliver the positive effects of the 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 

ifl the face of the moderating influences of the cooling additives may 

necessitate the use of Yestier” totmcco olends than current flue-cured 

Virginia tobaccos and/or flavorings and casings. The pcfssibility of 

this product design consideration is not excluded under Project 

Crawford. 

The liL.ely tar levels of the two options are 13-15 mgs and 9-U mgs. 

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

5. Cwnmications 

Communications must also express the basic proouct benefits and 

characteristics without creating rejection by being too reminiscent of 

either current menthol products 5 current mentnol imagery. A rafme of 

conceptual approaches will be developed with the two-folb objectives of: 

a) CorretXly and credioly establishing the product’s characLeristics. 

b) Validating the product concept in non-product image terms for a 

target that is distinctly yoqer and more male than current mth01 
brands. . 
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Development work after this focused on brand development. Product/ 

techolbgy was relegated to wploratory work as we attappted to 

. uden&ndthenetdraancCIAplet~yaswellashowtoucpressit. 

The situation was akin to that of a premature l&W bawd. Has do you 

tell !jmd~~~ that this brand is better for their health when thy have 

absdutely n0 framework or vocabulary with which grapple with the 

problem3 “All cigarettes have aftertaste - except this one?” 

* 

. 

f” 

me real COW of the pmbl15111 is h0~ t.0 tease Out the subtle interplay of 

ctmmnications elunants. Some of the early, rough, msucmssful attanpts 

follow. Significarkly many of the pre-lfght strategies emerge in this 

new context. Significantly product technology and what is possible is 

not at stake. 
/ 
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-J . ------ -. - 

. ,\ 

You know how you look and vok 

for something, and then find out 

there’s no such thing 7 

Likt, you know, the perfect 

women, or the restaurant that’8 

Jurt right. 

Well, I found one of those 

things. A cigarette I’d been 

. thinking about for a long time. 

Suddenly there it wa8. 

Very very rmooth. Just like 

I’d imaginad it. 

Oh, I notice you’re smoking 

it too. 

A whole new rtory 

. 

I 



, 

If YOU reollv wont Rloht ? Wrow, tobacco Ilovour. 

mam, you hove to IbJ YOU CQ) CM You don’t hove to 

m 11oht. smooth md wand olvc uo onythlno. 

. 
. . 

. 

. 

A 
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We realized three critical facts in tenns of the concept: 

1. 

2. 

3. 

R 

We did not need to explain how we achieved the product benefit. 

“Freshness, clesmes sn ucre not credible oenefits. Stndcers were 

not interested in the ides when it was *smcke this cigarette to 

make your mouth feed cleana. lh3s was a bemfit not related to 

smoking. More pleasurable szmking because of the elimination of 

ncuatives was motivatinq. 
--. 

We needed a means of expressiq the problein tnat raised it 

obliquely within the context ofenhanced pleasure. 

me following concepts were far more successful to a pofnt‘uhere mnbess . 

1 and lA have most 0; the clunents between them necessary to get the 

point acceptably across. 
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fne following was rewired of any potential products: 
c 

P 

1) A reduction on some scale of tne sick 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) Tne use of obvious levels of conventional menthol is not viable. 

3) Tne use of ~~1ovP levels of menthol can achieve perceived product 

beneflts in the area we are looking for provided the level does not 

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

0) Wnile some respontknts may be aole to detect a low level of menthol, 

others may not. 

5) A modified recipe (i.e. an A.M.B.) mignt enhance the smoking 

cnaracteristics sufficiently to permit a low level of menthol to 

achieve certain sensorial improvements. 

(lf you boost the sm&ing.experience, you have greater latitude in 

allowing Mnthol to address irritation and harvrness (aftertaste)). 

This may be more difficult to achieve with a conventiod flue-curd . 

cigarette. 
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6. He Y-St be very careful as to what is done with the smd<ing 

satisfaction side of the eauation. 

7. “CrawfOrd” product candidates cannot have a detectaoly non-tooacco 

pack aroma or sidestream. 

8. Scme of the test cigarettes were perceived by the respondents to be 

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

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

I‘ 9. Uhen mentnol levels are at tne %uo-threshold level”, respondents 

qpear less likely to identify sensorial improvements in aftertaste 

and/or harshness than wnrn menthol levels are at/or around a threshold 

level. 

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

hands of R&D who are WarKing towardt reaSOnaOle prOduCt alternatives. 
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