
Obstacles/Enemiesof a swingto low tar

1.1 Advertising bans

If we are unable to inform our consumersabout our product it will

be difficultto get them to change. We must, therefore,ensure

thatwe can advertisenot only today but indefinitelyinto the

future.

The specialcase of Finland is noteworthy. There has been a

complete advertisingban but, nevertheless,a considerable

growth in low tar smoking. The special circumstanceshere

are that government has run an extensive health education

programme. In one sense, therefore, there has been government

advertisingabout low tar. We need to avoid governmenttaking

over the advertisingof our productsand losing

competitiveness.

ACTIOM - Maximum care must be taken to ensure that our advertising

does not provoke furtherrestrictionsby authority.

1.2 Traditionallocalciqarettes

High deliverycinarettessuch as kreteksand biris militateaaainst

low tar. In additionwe have politicalproblemsin

a. Presentinga cigarette of lower deliverywhich competes

with a local "cottage"product.

b. The attacks of the anti smoking movement if we try to

launch productswhich although lower In tar are within

strikingdistanceof the local product and, therefore,much

higher than the usual machine made cigarette.

ACTION - Develop credible rationalesto support our attacks on

these products.

1.3 Low per capita consumption

Where people buy very few cigarettesthey are unlikely to be

interestedin buying low delivery becausethey wish to get value

for money and full flavour products.

ACTION - Ensure that we explain this problem publiclyand credibly.

1.4 Tax problems

In the IIK,the change in the tax structuremeant an increasein C=)
%@o

deliveriesbecause cigarettesIncreasedto king size which co
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representedbettervalue for money. While this is an individtial

example similarunexpectedeventsmay take place elsewhere.

ACTION - Monitor changing policies carefullyand provide cogent

argumentsto protect our position.

1.5 Full flavour brands at medium delivery

The case of Germany is relevant here where we have a slight

upturn in deliveries. People have got used to smokinga full

flavour where the delivery is somewhere between ten and

fifteenmgs. It is possiblethat peoplewill not go much

further down the tar scale in such circumstances.

1.6 Productiondifficulties

We are likelyto find that in certaincountrieswe are unable

to introducethe sophisticatedmachinerv for making low

deliverycigarettes. This is normallymore becauseof

restrictionsin currencythan in t@e technicalconpetence

requiredto run the machinery. Res*trictionson iriportingleaf

may cause a similar obstacle.

1.7 Scientificopinion

There are those who say eitherthat low tar is no safer or that

low tar is, in fact,more dangerous. There are also those that

say that the downward trend in smokinq associated diseases

would have occured anyway. These opinions, if widely

published,would tend to underminethe credibilitvof low tar

cigarettes. Compensationwill also be put forwardby our

opponentsas a reason to resist low tar products.

ACTIO@L- Develop and publish credible arguments about

compensation which support our case.

1.8 Anti smoking movements

There are those who wish to eliminate smoking at any cost -

Included amongst these is the WHO. We shall have to ensure

that their views are counteredwith governments.

a. By exposingthe continuingcontroversy.

b. By pointingout that stoppingsmokingaltogetheris

unlikelyever to be a successfulpolicy,whereas reduction

in tar is much more practical.

co
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c. By emphaSiSingthe economicand socialimpactof smoking.

By the same token the removal of the tobacco trade could

have far more seriouseffects on the health and well being

of the populationin many countries.

1.9 Social acceptabilityand Passive Smoking

At presentthere is no differencebetween a low tar and full

flavourcigaretteas regardssmell,dirt, irritationfrom smoke

etc. Some may even say that low tar is less acceptablethan

high tar because the sidestreamis more "dangerous".

Furthermorethe very discussionof low tar products may

exacerbate the smoking and health climate.

ACTION - (1) Develop products with less sidestream.

(ii)Encourage the smoker to be courteotis.

(iii)Ensure that authori@iesand the ptzblic

understandour concirn and responsibleattitude

over providinga range of products.

1.10 Costs

Where there is little demand for low tar cigarettes,a compan.v

management may be reluctant to spend money withotitreturn on

the advertisingof low tar brands.

ACTION - We must be clear on how much money we are prepared to

spend in advanceof a noticeabletrend to low tar in

marketswhich are still very predominantlyhigh tar.

1.11 Allies

In certaincountries,the idustry'sallies- growers,

co-operatives,leaf merchants- may not be fully aware of

internationaltrendstowards low tar cigarettesand of the

other influenceswhich militatetowardslow tar. Such lack of

awareness can create a built-in headwind for companies seeking

to move towards low delivery cigarettes.

ACTION - Ensure allies are fully briefed.

1.12 Company Resistance

Where there are few or no smoking and health pressures, and

where competitorsalso manufacturehigher tar cigarettes for a

significantpart of the market, HAT managersmay be reluctant C=)
,@o
co
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to risk loss of market share by attemptingto acceleratethe

developmentof a low tar sector.

ACTION - Ensure that companies understand how rapidly threats

and attacks can arise. Ensure that they prepare

themselves adequately in advance.

1.13 Competition

Non-internationalcompetitorsin particularmay seek to exploit

the introductionof low tar brandsby activelypublicising

their own full flavourhigh tar productsin markets where there

is a predispositiontowardsstrong cigarettes,

ACTION - Wherever possible establish dialoguewith local

competitors preferablythrough the formation of @IMAS.

2. OTHER CONSIDERATinNs

2.1 Tar bands

These have the advantage that the vocabularyused shows that

people are moving down from high to low. Further words such as

goverylow" "ultra low" can be used and may have political and

social impactto the benefitof the industry.

2.2 Plumbers

Numbers indicate,apparentlyscientificallyand clearly,

exactly what people are getting. However, they may also lead

for competitivereasons to a more rapid decline in tar levels than

we might otherwisewish. This may have a counter-productiveeffect

on the consumer. Also, 5 mgs for instancemay one day be called

high tar.

2.3 Bands versus numbers

it Is likelythat consumersget used to the particular

vocabularyand system that is used in any given country. Never-

theless,whereverpossible it may be preferableto keep bands.

2.4. Action by manufacturers

It seems clear that to some extent at least,manufacturerscan

influencethe consumer'star levelby the actual brands available

on the market, eg. Ou Maurier in the UK. At the same time there is
%lo

a risk In going too quicklyif it is thoughtthe consumermay CC)

quit.
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2.S Ouitting

It is possiblethat there are smokers who may take the reduction in

tar to the ultimatelimit. That is to say, to quit smoking. if

this Is so quitting is a very serious obstacle to the marketingof

low tar brands since we would be destroying our own market.

On the other hand, it seems more likely that, if people are

reducing their tar intake because of concerns for health, low tar

brands are helping to maintain the market. It seems likely that

there are smokers who would have quit for health fears had tar not

been reduced. It also seems likely that some smokers, as they

reach various lower levels of tar, may reconsider whether they.

still believe there is a health risk and thus wish to reduce their

tar intake further. At some stage, the smoker will have to decide

whether he feels he has reached a *safe* level. This raises the

whole a.uestionof the credibilityof low tar brands.

2.6 Maintaining Balance

There will always be those who smoke full flavourcigarettesas

well as those who smoke low tar. We must establish how much, if at

all, the full flavoursmokerwill be prepared to move down the tar

scale. We must also establish what we believe to be the finite

limit in terms of market share for low tar brands as against ftill

flavour brands. Where is the natural limit for low tar likely to

fall? Will there, for instance,be a psychologicalbarrier at

approximately 10 mgs?

ACTION (i) We must continue to find a way to keep up satisfaction

and flavour despite lowering tar.

(ii)We must develop arguments and statements that make low

tar cigarettes credible.

(iii)We must use the public affairs function not only to cone

with politicaland social attacks but also to support the

marketing strategies and actions.

CD
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