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Luanne Nyberg, Senior Public Health Advisor 
Minnesota Attorney General's Office 
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297-4036 (Fax) 
297--7206 (TTY) 

I SUBJECT: Details on Minnesota Document Depository Opening 

We have fought long and hard to bring all the internal tobacco industry document!i 
containing secrets about tobacco industry wrongdoing into the public light. Today, we come one 
step closer to obtaining that goal as the Minnesota Document Depository opens to the public. 
The vast majority of the 26 million pages of documents in 11,500 boxes include tobacco industry 
documents that have never before been made public. 

The document depository is run by SMART Legal Assistance and will be open from 8:00 
a.rn.. to 8:00 p.m Monday-Friday. There are computers v.ith a database prepared by the industry 
for public use) and 15 viewing areas in which one can review the actual docwnents and request 
copies. The records Vvill be held in closed stacks requiring the assistance of a SMART employee. 
For directions and additional infonnation on depository protocol please call 1-800-526-8886. 

Unfortunately, despite their power to do so and the express authorization of the court, the 
tobacc~ companies still refuse to disclose the follomng to the public: 

1) The 39,000 allegedly •privileged" documents recently released to us for use in our 
trial 
2) The 4A indices-- a detailed. computerized roadmap through the millions of pages in 
the maze that the industry created for its OY.n use 
3) The seven million pages of internal BAT Group documents in the Guilford Depositor; 
4) Documents which the tobacco industry has placed in the non-formula "trade secret" 

Category I 
S) All court filings designated by the industry a~ "confidential'' 1,,1r Category I 

The industry has also not released more than 100,000 documents for which they still claim 
privilege. 
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Here \8 a. na~ or concl1.1slons based on Wa.ve XIII and the latest. 
Btack Study. Only concluslona on which we plan to Lake a~t1on 

. · .. ..;., . 

. ' .... -,, 
."!':. . 
; ·­... ·. 

~.~'f.' .. 
are l\sted. , .. ,_ .. · .. ,: '· ... ,_ . . : . . ... .,.., 

. ' . ~ ... ~ .:. :~ 

_: :·~i '.' ·. · · .... CONCLUSIONS. "· .. · • -, ·· . : ~-. .... . . . ... , "":: . . . .. . . . . ~. . .,,'!' ·. . 'i1i" •; 
.:_:-:·. ":_.'. ·;·~ . -~ __ ... , -~·,u."'w.t" • ·,· ... ',_ ... ·' .• • . . • . . ... '. ')j.\ " !~~· 

.,-.· l) ~~:OL ~:;;i'remale 1:Cfort appurs to be wt>rltln'l~· -·~r-~~ -':;:~~ \~~:-~J~ .. 
, ..... 

11 
•..•• ·• . • . , afud{es datlni back from U J 69 to the prnont, to~l KOOt. "·'~i. ;_~:; 

. • 1•. · .'.' ,· ··: • • as well a.s both KOQL 84mm an~ KQOL 99mm ha.va shown •" . .;..,i. .' .•. ~i..~'. 
· ·,.,;: · "· ··.;.·: · ". •rowth.. 'KOOL Loni.a' growth ts ave1-aglnr. 20~, whll• Sa.lam· · :.~11.f 

· · --~·" --~<-;. • _.:. Lon1s growth.i.s avcraatlnC on.ty 13'1 •. Concurrently. the . :~\-J;~·:., -..:....i..f·· • 
. ·' aegm•nl appear-s to be erowlnc at 11~• per year over the ,, .. ;."".· ·~fif. 

pa.st three yea.rs ba11ed on jobber da.ta. In terms of female .. ~_. /.}., ... :, 
menthol lon1s smoke-rs, KOOL. Loags• rem.ale- rranchlse ls .. ..~.:·:;..-7 
averaging 26"/t growth while Salem Longs are &Yera.glng .... ;· .. " . ·~ fi1~ 

.... ·:· ... '.I_·. .. Ulfo. Also, KOOL Longs !'lave !.ncreaaed t.heLr female skew ·: ·•.: !~r4~· 
;·.-;·:iz~~':-·-!.'h '.;.t·: ... ovor the ,la..s\ three yeara. Salem's 99mm fem&le 111kew bas .-/~·. · .. .. .: .. 

. ·~.r~;~~~~·:t~~:.,. decll':'.~d.d~r.e.~t~ona~r· ..}~¥e .Appendl~_IA~ _I:S. IC) . · . .·:·~-~:;)'f~.-: : 
. : .. M·r· ..... ··t'~ .. ... ~ ''-.u~t·.~'•~. -·-~'·"'!-· ·'" ··'.·. . '!'·-' ·.·: . . • • -~, ...... ' • ..:·.~ • . ......... ~,",.~··-· .. .,.~Pu:.---~~·-···-, ~.. . ........ _ .. ,, .... ~~r;r.:.!\.;. 
.'".·~~~~:t~,:~ ;i;, ,. -:·KOO~ ~~~~~··s·~~~~~- r·~ru~ .... P•~-~s\o. ar~Uel·K~OL most····)/1:~~.1 
'•:i"'·~'f .... ' . ~ .. . .. • ·~,~J~~- ·;. ,: . c oaaly. lg rat on pro 11cts s ew more. emale a~d so do ,_if-f· .. ~.?>a" 
'.:;J"~:~l;.t"•. '" htgtl flltr:atLon menthol brands. However, KOOL Milda ha.ve a· .. :>·U.~: 

· :,:"":"·· . dlrectlonally mascullr.111 skew. Also, KOOL Milds have not . . ::.· .. ~-,,~:-~{· 
···;' been successful ln im~rovlng KOOL's vuln.erabillty to other ·. - ·., -.... ~.·.~~ ·· 

· ·. -~.:. menUiol cta;:arettes !n brand swltchinJI. Wa.ve xut ahowa that ... :· en~:}. 
. .·:· · KOOL MUds galn almoSL wl\hout exc:eptton from KOOL. 84 and OD.~~ 
".-.;· .. , ~·~:: ·· ... . competltl'tl_e £~11 \aste B4mm pc-g~ucts. (See Append tic llA. IIB~ · ~-;~~ 

·\~~:~q~.~?.~~.'. ·~·" -. .. ;-. ; ·: . ~~/.iJ.:.-. .· . ': ::_, .. ~.. ~, .. _.-; ~.:·~:.~( .. j'~: =.:: .. :· .... · . '."'?{,·- : -~~~~:.'. '~fi~~ 
. , : ; . : ~ 3), -KOOL ha.s sho\¥n llttle or no growth ln stliare or users ln the . . Cl' ::'.!-'.~·· 

.,:;:: '.:!::·>-': '. · 1 • 21+ •let group. Crow ti\ ls from 16 - 2K year olds. Al tbn- i···~: !;i:-~ --~~-
-. -.-~·-~ ·. :.- . present ra.(e. a smoker ln the iii .. ;f5 year age 'roup wi.11 so~n .. · •fc - -~ 
;".".'-r,~~~ft· ~ be three ttmes as lmportant to KOOL as a prospect ln any other .-:'~ 
.. ~)~~,.:--·.-::..o-=.·"!t·-.~: ·.. ..~·.J • ~·=······ .. ··-. ,,. ~.,:.·.···!·:.,.;,:;: .. - 'li!· -~· ..• ~.,, ... -~~---:.~JI#. 
":'t~ll'~i;::~"'.i~ ... V:» ·-·; - --~.,:~... . ~ • ., '.f' .i.• ••tt:t!:!:F:W·!~:.*!?.,_~ ... ~~-~.-:;; ... ~:"; .. ,.::;t;t~~ 
:::..:.~1F-~..'r.'."~ ··.t:; .:c·~~: <~~~:-~·-· · ._ ·.:. ::: ... :·:. -: ... : -~it.-··. :V/i-;;.?·:··/~·~-~-::. ·~/'!~l#;";;.. 
-~':r!-~··· .. · ........... . . . .... ,,. . . ::::.·~;;_•,.. . .,. .•. fl6: .. •. '.~ ~, •• ,.,. .-.o.~~.i4Jl~j 

. 'l' ... ,.;&~ ",, ••• · ·.:r....... ~. . . ··:Oii:ir.(' ·~·- ~--•" ""~'.r:"<i;,.:.· .n:; • • .... 
• , • ~ ..... ,.._. ... ,._... • •. _.">l,;;J . . -·: .~~:::;...... f • 
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A less lo ea.rs 

·.-.1· n···· 
). ,..~.-

.. _ ., ,:.;.~-.. · ..... ..;·. 
• .:.._·f . ... ··.· 

-···.-...:. -
........ 

. . . ~ .. ·· .. ~: ·. · .... 
.. ·:~~:..,:. 

< t'·.' 

• 1.' .:.;~: 

The rowth of KOOL among Blacks ls due to both the 84rnm. - ~·~~:-~. 
pro ucl an t e 9 mm vers on u we • o n111&s seen wlt • · 
males under 35 G Ol concera. Th\s La not or gra.ve propor- ~ · 
Uon, however, because or "the data havi.DI only directtcmal .. 

. ~ _ . · atgnUlcaace a.c;or-dlng to Markattn1 Research~ ;: > .... ~ .. :· .'.i·.:::: · · 

•:.:::~·-·-···:· ... ..__·--(:. ~OOL ~~~~d~~;t 1. 71~ ot ~:, bu~~e~ a'1at~t ~lilcks ~h·~·:·~~:~-/(f.· :·~~;·.:. 
•· . prtse about 107' or the adult populatlcn. · Thus KOOL's AI ~t~;: . ,:~~i:: 

arno.a1 Bla.cks ls 177. KOOL'• CPM wlth BlaclCa ls calcu- '.:"-; · '· 
iated by a. b11dgct. c:bar1eable dll."ectly to Bla..cks or S2, 929. 000 ···-· 
dlv

0

lded by 11ales to Blacks of 15. 463 bllllon. units •. Thus. the · .-~ · ;:•'!~. 
CPM Clguru out to S.19/M. Wlth the &?eneral market lt1s .- . · . ·-·~·~ .. 
5. 29/M m 1913. (See App~fultx IVA, IVB, IVC) >~1~.r. .,-

', 

-~ ~ 
-.. : ' .• ·14.·.·· · . 

.. ,.4. '· ... 

. ' ' 
.•. ~ :. -:o: .. :; RECOMMENDATIONS. . .. 

;~·~~.·:~~:,'.· .. · .. ~ . , .:.~ .. _:·.~~-'#rf·;~·-._ .. . · .... : .. = • . ·-.. . : .. . . = . . •. 
;,:.·..:""..-~;;1''1., ·.,.!) ••. · .•. ·- ~ '.'1; '"·~~ . _.,,~ •. : '• ... ,, ~ :~· .......... ....,_, • ,' . ,. . ,..... .:, .·~,.. "' . ..-:-:r.-;~~"-. ·· · · .. ...;..':\:J - ·~-- . .._ ..,. _ .. t \ , • .-=_ .. .,.- ..... 'if ... ,,~ · .... ·: ·" •. ~.-:•.;..· . .-1~."'.'·~~-:,-. 
.;..··/'>"'ft:· ~ ~<1) J:iecause of the succus of the "Lady Be Cool" cam.palgn ln ·'=:· - · · · .... , · 

_. :';'.- ··li:f.~=:.'~ ·· · . behalf or KOOL t.on1s tn texnale maga:r.lnes. devla.Uons from .. C 
,;~-~~~;·~~~;~~· the basic: approach should not be attedlT1pted al the present time. . . ;;r.:..:~_,; . 

. i-.;·::,:~; .:.~.::". _It ls f'el.t t.ha lncluslon o! a 1<001:' Mll s ~!Cerlne would alter the 
·N~-.':;.;{•:~·;,.: •:.·.approach proven successful. :· . . · · . . . · ., .. · . ..; .... - . . . .. . . 

,"." 

··:_··.·· 
.. · .... 
~ .,, . .:..-:--~·-· .. .. 

·" 

.. ·,~." : a) . Because KOOL Mllds ·appear lo paratlel KOOL performance, ( 
- . . \t Is recommernded th3t Wit can~lnua to orrer lh\s product. wlth en .. -. 

·' ·· ·· ·. '· · genertc 'KOOL. In copy thls would employ, Curther use ot the ClJ .~ . 
. ...:!•·. ·· ._:.. mortl.se. In med la lt WO\lld be advertis lng agalnst the gene de .. O 

. , -~arget audlence. N"b special medla pT'ogram aJa.lnst older - ·: ... ·. ~ ·'' 
· '·· ·. smakers, women or markets or hlgh CULratlon development : fjf "'·· 

· appea.rs to ~e justlfted. · ·:!:·(·!· C.O ~- •· :< __ ::~~::- -~~~~~~;~;!:~?{:.-t;_., ·- . -~ .. ~ .... ·-· .. ~: .•. ··- . . . .· .. · ··~.· ·,~~' ... ~ .-*-~ 

-." i" ·:.; i ... ,·.: •• " \• .•.;: · .. :.>.:'." . •. ~-· ::~, ·.:_ ., ··.- .. ~~ .:·' •. "-:--::~.:.:,·:· .... ;-.·~·.··.··· ·.~.:·,,~_.,'·.~.-:.'. .. '·.· .. ~ .• '. ·.·:_.· .•.. ~>~.·.;'.i .. -~~.·~.r.1..·~ .... ~.~.·-· .•• ·:_::·:~.~-.~-·.·.·.~.:-~.·~.--~.·.·-~··_1.~•:'~.:~_:_~'~.;~::~··.~.-,·.~·.r· .. :·;:·:·.·:·;·.~:~~-:;····o~·.·· 
. : :;r~:~;·;\_·~~.:.~.:.:f_:_t.:·.~.;._f_ ) / ·:. -:·. . . . . - .. -. .-= - ,'.;'.,, ... .... -,.,; ,,:, ..... ~.- .:,i_;: 

. •' ... ...... - :·~~ :. . ·. ~ ·, •... ·~· ·:·~~.4"-~f::..·~ • ·t;~-tl'.; ... ·~: .. ·-.-.~ .... -... 
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KOOL Mllda' avallabilHy has not stopped the perplexing problem 
ol the brand be\ng YUl.Derable to other menthols. Oet).er.lc a.dver-­
tlstns wlt.h copy aimed at menthol competitors ha.e Ca.iled to l"emady 
the si.tWLt\on. Because o! thta, It- ls recommended that 'the agency 
develop new copy for testlng ••. · copy whtch a.rnsts thls vW.nerabillty . 

.... 
KOOL's stake ln the ts - 25 1ear old populatlon seiment ls such 
tha.t -the value or thls aUdtence should be accurately weighted and 
reflected tn current rnedt& pr-ograms. Aa a result. all masa· 

Z zlnea wlll ba revlewed \o see how eftlc\ently they reach thls 
~ . sroup and otha'r gr~iips a.a ~~•11. .· . . . ;_ t 
e tM.'-~----- C)tr--., ~OOL no~~-•e8._ ... trtual!¥_~~Jm-~!.~lcl!!-~t r'!~C~sY ~ ~r .. -: -· , ef'f9Ctlvely iUicJ"' amcCently. Desp1.te thaTaw CPM with Blacks 
~ . tCls recommeftcfea ftml'wit add Otl.ly tnt.ertor transtt tn 12 new 
..... marketa. The uuiual cost would be $180, 116. Wlth thla 
~ addtt\onat transit effort, KOOL w\ll cover lh.e top 25 markets , 
f: In terms ~.absolute numbers of Negro••· . ._ ·:~: 

~ 
0 
gj 

~ 

... 
....... . " .... 

Black .. diraated copy should feature both styles because oC the 
1rowth of each KOOL product. Also, KOOL Mllda should be 
mortlsed because or tts h.lgher performance with Bla.c:k users 
than the populatlon as a whole. 

·' . 
' ... "" ........ . 
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-· 
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Appendix IA: 

11/69. 
5/70 . 
11/'10 
5/71 
11/71 
5/72 
11/73 

.. 

Appendlx IB: 

11/89 
5170 
11/70 
5/71 
11/71 
5/72 
11/12 

~ndb: IC; 

11/89 
5/70 
11/70 
5/71. 
11/71 
5-/72 
11/'12 

\. 

Total 
94 

112 
135 
139 

• 147 
155 
181 

\ .. 

ACTUAL NUMBER Of SMOl<ERS 

KOOL 99 
Male Female 
4T" 52 

42 '10 
49 88 
49 so 
59 ea 
71 84 
51 ' 104 

... 

SALEM 99 
'total Male 
200 62 
233 '17 
282 91 
257 88 
21'1 104 
26'1 80 
290. 100 

f'emnle 
ua 
lS& 
191 
169 
113 
187 
190 

'1• MALE/FEMALE 

KOOL 99 
. 

SAL.EM 99 
Male Female 
-:n- 55 

Male Female 
-n- 69 

38 62 33 S1 
36 H 32 68 
35 65 34 66 
40 60 38 82 
48 54 30 '10 
35 G5 34 66 

. 12 Mo. Movlng Total for MF 09 
Jobber Shar11 19 Chg "i' 5. 24 • vs. ea.r Ago 

5. 68 
8,46 

-s: 48 
6. 44 
S.65 
7.03 

+ 23. 3,-o 
... 14. 111/~ 

, 3ero 
+ 2. 6"· 
+ 9. 2'9 



07116/98 18:38 fAX 

07/1819& lts:55 PAX 
---·~----~--·--··--·~ _________________ ___.. ____ ··------·--·-----

lf!j UU I 

~006 

<B&W) PROTECTED BY ML~NESOTA TOBACCO LITIGATION PROTECTIVE ORDER 

z 
0 

5 
~ c: 
,.,,'I 

§ 
< = s 
~ 
0 

~ z 
i 

A ppendlx [IA; 

KOOL 84 ~ LOSSES 

Compi:tlt\ve 84 MF 
Comp etltl ve 99 Ml" 

. ,...TOTAL 

~pendlx llB: 

Menthol 84 
KOOL 84 

11/69 
-=-T.9 
- ... t 
- 8. 0 

Menthol Ht·Ft 84 
KOOL Mlll!!s 

KOOL Longs 

High FUtratton 

5/70 
- 1.0 
- 2.e 

.- 3. 6 

.• 

ll /70 
:-r.o 
- 3. 3 
- s. 2 

5/71 
- 2.4 
- 3. 5 
- 5.9 

Democraphlcs bl Se=-. 

M l" -
54 46 

~ 38 

40 l!9 . 
~ 48 

35 ~ 
39 @] 

11/71 
- l. 8 

3.1 
M 4, 0 

S/72 
:-n 

1. 2 
. 4.1 

11/72 
-=2:-8 

2.6 
- 5.4 
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Appendlx lllA: 

TOTAL KOOL 

SHARE OF USERS BY AGE 

Wave 16 - 25 26 - 40 41+ 

1 11/66 3.o 4.2 4.T 
lI 6/6'1 3.5 4.3 4.4 
ru .. 11/61 l.8 4.l 4.2 

rv 5/68 3.d 4.1 ... 3 

v 11/68 4.4 4.. 1 4 •. 1 
VI ·s/se 4.3 4.6 4.0 

vn 11/BS 
'· 3 

4.8 4.2 
Vin 5/70 .. ·6. 6 4.4 3.9 

IX 11/'70 . 'l. 4 
"· 6 4.1 

x 5/11 8.4 5.2 4.4 
XI 11/71 9,4 5.3 4.4 

XII S/73 e.e 4.4 4. l 
Xlll 11/72 10.8 4.5 4.Z 

Append\x 1118: 

TOTAL KOOL BY STYLE 

SHARE OF USERS BY SEX 

MALE FEML\ LE 
Wa.ve MUds 84 99 ·rotal Mil.ds B.\ 99 

I 11/66 T.T - :t 8 - u- --
II 5/67 4.3 4.3 "'. 0 

lll 11/81 4.0 4.0 4.2 
IV 5/68 . 4. 4 4.4 3.9 
v 11/68 4.8 4.8 4.4 

VI . Sf69 4.9 4. 9 4.7 
vu 11/69 5. 1 .5 5. 6 3.9 . 9 

Vlll tJ /10 5.1 .5 5.6 3.B 1. 1 
D< 11/70 6.7 • 7 7.4 4.3 1. 3 
x 5/71 6.4 .6 7. (I 4.0 l. 3 

XI 11/71 6.7 . 7· ., • 4 4. 3 l. 3 
XII 5/72 5.9 .9 6.8 3. 9 1. 3 

XIII 11/72 ,3 6.1 • 7 '1. 1 . 4 4.5 1.7 

Total 
u-
4.0 
4. 2. 
J.9 
4.4 
4.7 
4.5 
4.9 
5.6 
5. J . 
5. 6 -
5.2 
6.6 

I 
"" "" 0 

~ 
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Appendix IVA: 
Black Black Black 

Study of Slu.dy or Study or 
6/68 4/71 12/72 

Adult Blacks 14,100 u .. 700 15,000 

.... 
X . 

. tncldence • 59 .S9 . 56 

z • 
0 s Black Smoker3 8,319 8,673 8,400 

~ 

5 x 

0 
I';.) 

ConsumpHon/Yea.r 6,032 5,032 6,240 

(,,) 

< • 

! Black Market Volume so. 180 52,315 53,416 

g 

I -·--------•----------·------••w-------------------------••••••-•••• 

KOOL's Share oC U:iers 14. 4" 27. 4~ 29. 5"1t 

· KOOL Black Volume ., I 226 14,334 15,463 

KOOL Total Volume 29, 648 42. OBS 49,535 

KOO~ Whlle 22,420 27,752 34,072 

KOOL "f, Black 24. 4'!a 34. 1% 31. 2% 
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TO: ~r: c. R. Long Fl(°'~: Diane S. ~u~ro~s 
Mr. M. L. Orlowsky 
Mr. H. J. Lees 
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YOUNGER J.Dl~L T S~OKERS: 

S!R>.1ECIES A~D O?POR11-~IT!ES 

CO?Y UST 

Mr. t. \!. Mall., Jr. 
Hs. s. A. Kacl.l.nnon 
Mt'. c. ~- MclCenna 
Mr • J. T. ~inebTRnne: 'bee: "· 'H. Curr)' 
Mr. J. lt. Shostak c. J. To::terdale 

~· .... Hr. E. J. Fac'k@lm.an :a. A. 'Lloyd 
- ~ :ot.s. :E. N. Monahan i::. J. Jtu<;lte~ 

Hr. J. lt. Koo?"e lJ. lC. ti:ehel" 
Dr. J. L. Ce mm a r;. c. Bethea 
tlr:·. G, Novak IL J. Harden (2) 
Mr. C. T. i!a'l:'oody J. \lhahy 
tr. p. r. l'ursoo 

PUJSL1SHED HY THE MARKE.UNG DEVELOPMENT OEPAR'fMENT 
R.J. REYNOIDS TOBACCO COMPANV. WINSTON- N.C."27102 
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8. s Wtthln Youn er A 

dominant trend 1n the younger 
h~ales. 

af 
among )'1:1\lnger 
was softening 

• One key to Marlbot"o 's !:1Jccess in captut'in,g the Baby Rubble 
appea'r!!i: t:o be th~i: U:. atti;-,..ct:ed IDQ:::'-- 18-year-old s111okers .::han 
~INSTON, vitnio the youngkr adult smoker market. That 1s, 1t 
was clearly a .. first brand", with relatively lo;..>er switching 
appeal. 

C. Out-Of-Touch Competitors 

In every ~ase, the major l,51ung~r edult brands hav~ been succeeded by a 
competitor's brand ositioned t~ be ~! 1£1cantl different from the 
predecessor. The softening decline oE the major younger.adult brands 
seetu linkei! to an inability to "stay in tU'f\e vi th r.he times" as well 
as a new ~competitor "st.arced 1n tune with the ti.mes~ at its 
1ntrodue.t1.on/repositi'O:\I'ng. While the real CT'1teria for being Nin 

.·. ~urie" are' probably the mesh b@t..,ear. baager;y and/or; produ~r.. and tne 
-wants of younger adult Smokers ?f the tf.11.es, demographics ar~ a •.i:.~. 

ii '-·"tool for~,1dentify1ng the likelihood of that 'Ille.sh. 

· ... 

• Pall Hall became out of to~ch ~1th you~ger adult s~okers' product 
wants when it failed to effect.1v~ly react to the filter boo~ of 
th~ 19SO's. \tlNSTON Ht those vants. 

• WlNSTON ~as the victim of subtle shifts vhich may have ~een 
tra~sparent or seemed tran~itory at the t1m~. 

-~·; ~INSToN•s light:-hea'C'ted campdgn fit vell with the mindset 
of the 1950's, but did not fit as wall vith ~he r1&i~g tide 
of int~nse younger adult rebel& •• Marlboro did in the. 
1960's. 

WlNSTON's ~ampa1gn had a sl!ghtly female slant and so did 
its franchise. In the 19601 5 1 younger- ar.h1lt fe~a:J.es were 
loeing 1mportan~e and males were gaining -- a bet~er fit for 
K&rlbOt"O• 

WlNS!ON's popularity among older smokers may have marle it 
difficult to ma1nta1n an exclusively younge~ edolt identity 
d~ring the 1960's, when thst ~ant vas 11106t-extre~e~ 

• l<nol £01.&nd 1teclf ••too Ile.ck~ in the 1970's as youns~t: .adult 
\fh1t~c ~ere rapidly regaining !Urket importan~e • 

..,.30-
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C. Out-Of-Touch CompeUta!!_ (Cont.) 

• Marlbo~o's adYert1s1ng/pos1tioning seeas to hive b.coete less iu 
touc:h with the de111.0graphic trends vi~hin younger: adult smoke{s of / 
the late 1910'1 and 1980's and. pe~haps. t~eir mindset. ~ 

- Yo~nger adult fe¢&le stn0~er~ wer~ t~e key gro~ch 'ector in 
the 1970's 9 

- Today. Marlboro's younger adult male smokers do not have an 
above average interest in aasculiue i111agery versus all 
younger adult ~ales. 

Philip Korr1& Day have recognized ~rlboro as v~lnerable. 
Marlboro's d1sp~oportlonate ~Witching losses to Virginia 
Slims and Merit tend to feed Marlboro's losses back to PM. 
The campaign 1110difieations on thP.se brands may shorten the 
lines of supply. 

D. P~od~ct Delivery/Communication 

PO'd 

~:~i:r._ 

~-~~i 

. . ·.; -~ 

... 

• Th~oughout the succession of ~first brands-. younger adult sviokers 
ha'!'~.,.moved to •mt.lder" prod1Jcts. 

,, ....... ·. :: 

":."~· ~""-
.~·- •·'Pall Hall proclisecl .. lli.ildness~ based on 1.ts lef\gth. 

~...:·' .. \11NSTDN, as a filter prodtlCt, \lould be seen taS 'lllilder ehan 
. . .nonf 1l tet's • 
·., : ~ ·: ! 

.:...·:~In the 1960 1s, Ma.rlboro \las "cilder .. , i.e., Gign..lficantly 
·lowe~ in taT, than. ~lNSTON. as was advertised by the FTC. 
·Today, Hadboro is still '[ated milder/smoother than .,INSTON 

b;,t yot1nger adult slllokec.; and is pre!".~rr-ed. 

Kool 3nd SAf..EM could ~e see~ as milde• ~cause of their 
·menthol. 

: .. ~ -~ 

- "Newport is ~erceived as milder/smoother.than Xool. 

• Successful "flnt brands"' have used positive p-rod~1c.t '1'1eeaagea. 

Pall Mall emphas1ied milder s11aking ·pleasure". 

- WINSTON ~Ta&tes Good" dupite its filte.r. 

- Marlboro is .. vhere the tlavor ia". elthough historically and 
presently S111oothe.r t:han WINS"rON. 

-31-
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YOUNGER ADULT FEMALt S~OKERS I 

O?portunity Analysis 

_..-~ ..... : 

Hales 

Females 

Source: 1983 SDS 

1980 
1981 
1982 
1983 

Sour~e: MDD Tracker 

.. " .. 
\. 

be.hind induGt 

% lliPOR.TANC£ AMONG 18-Y'EA..q-OLD SMOKERS 
1960's 1970's 1980-83 

62 

38 

SJ 

'4 7 

51 

49 

INCIDENCE AMONC YOUNGER ADULTS 18-24 
TOTAL MALES FEMALES 
-Y- % - IHDEX _%_ INDEX 

32.7 
31.7 
Z9.4 

_29.0 

33.7 
31.& 
28.8 
28.8 

103 
100 

98 
99 

31. 7 
31.8 
30.l 
29.3 

97 
100 
102 
101 

Key differences in vents between younger adult fem.ale •mokers end other •~okers 
vere identified in the 19B3 SDS. 

ICEY WANTS/CONCERNS OF FEMALES 18-24 

'VS. TOTAL SMOKERS VS. TOrAL 18-24 

Belonging/Fitting In + 
Hoving Up.'.1.n World +t+ No D1f £erence 
Powerlessness ++ -H-

style/Dress +++ +++ 
Savings/Value -++ :+++ 
Healtb/"'Tar"' + +++ 
Nev Mele/Feaaale ~les +++ +++ 
Soc;:ial Ac:ceptab111ty + +++-
Sllloklug Problems + * 

-4S-
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CHART #l 
OBJECTIVE IN 1975 

CHARU2 
OPPORTUNITY AREAS 

-:~ ;·~ 

·•· ... 

CHART #3 

YOUNG POPULATION 
SKEW 

1975 MARKETING PLANS PRESENTATION 
HILTON HEAD 

SEPTEMBER 30, 1974 

OUR PARAMOUNT MARKETING OBJECTIVE IN 1975 AND 
ENSUING YEARS IS TO REESTABLISH RJR'S SHARE OF 
MARKETING GROWTH IN THE D_QMESTIC CIGARETTE 
INDUSTRY. 

WE WILL SPEAK TO FOUR KEY OPPORTUNITY AREAS TO . 
ACCOMPLISH TH IS. 

THEY ARE: 
1- INCREASE OUR YOUNG ADULT FRANCHISE. 
2- IMPROVE OUR METRO MARKET SHARE. 
3- EXPLOIT THE POTENTIAL OF THE GROWING 

CIGARETTE CATEGORIES. 
4- DEVELOP NEW BRANDS AND LI NE EXTENSIONS 

WITH NEW PRODUCT BENEFITS OR NEW 

PERSONALITIES. 

FIRST, LET'S LOOK AT THE GROWING IMPORTANCE OF 
THE YOUNG ADULT IN THE CIGARETTE MARKET. IN 1960, 

THIS YOUNG ADULT MARKET, THE 14-24 AGE GROUP, 
REPRESENTED 21% OF THE POPULATION. 

AS SEEN BY THIS CHART, THEY WILL REPRESENT 27% 
OF THE POPULATION IN 1975. THEY REPRESENT 
TOMORROW'S CIGARETTE BUSINESS. AS THIS 14-24 AGE 
GROUP MATURES, THEY WILL ACCOUNT FOR A KEY SHARE 
OF THE TOTAL CIGARETTE VOLUME -- FOR AT LEAST THE g .. 
NEXT 25 YEARS. ~ -w .. -



CHART #4 
P.M. & B&W 
SHARE BY AGE 

CHART #5 :;.-,;: 

P.M., B&W, !·~R 

SHARE BY AGE , ·--

CHART #6 

SHARE BY AGE 
WINSTON & SAt~ 

vs. 
MARLBORO & KOOL 

BOTH PHILIP MORRIS AND BROWN & WILLIAMSON, AND 
PARTICULARLY THEIR FAST GROWING MAJOR BRANDS. 
MARLBORO AND KOOL, HAVE SHOWN UNUSUAL STRENGTH 
AMONG THESE YOUNGER SMOKERS. IN THE 14-24 AGE 
CATEGORY, PHILIP MORRIS HAS A 38% SHARE AND B&W 
A 21% SHARE. BOTH COMPANIES HAVE SIGNIFICANTLY 
LOWER SHARES IN THE REMAINING AGE CATEGORIES. 

WITH STRONG YOUNG ADULT FRANCHISES AND HIGH 
CIGARETTE BRAND LOYALTIES. THIS SUGGESTS CONTINUED 
GROWTH FOR PHILIP MORRIS AND B&W AS THEIR SMOKERS 
MATURE. 

IN SHARP CONTRAST. OUR COMPANY LI NE SHOWS A 
PATTERN OF RELATIVELY EVEN STRENGTH AMOl~G ALL 
AGE GROUPS AND STRENGTH IN THE 25 AND OLDER 
CATEGORIES, WHERE WE EXCEED BOTH Cll'iPETITORS. 

OUR TWO MAJOR BRANDS. WINSTON AND SALEM. SHOW 
COMPARATIVE WEAKNESS AGAINST MARLBORO AND KOOL 
AMONG THESE YOUNGER SMOKERS. WINSTON IS AT 14~ 
IN THE 14-24 AGE GROUP VERSUS MARLBORO AT 33%. 
SALEM IS AT 9% VERSUS KOOL AT 17%. AGAIN, OUR 
BRANDS SHOW COMPETITIVE STRENGTH IN THE 25 AND 
OLDER AGE GROUPS. 

THIS SUGGESTS SLOW MARKET SHARE EROSION FOR US 
IN THE YEARS TO COME UNLESS THE SITUATION IS 
CORRECTED. 

-
"' .. 
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CHART #7 
STRATEGY 

CHART #8 

NEW \ii I NS TON. All 

CAMPAIGN 

-.... ...., 

-...... -

CHART #9 
SALEM I l'iPROVED 

AD CAMPAIGN 

THUS, OUR STRATEGY BECOMES CLEAR FOR OUR 
ESTABLISHED BRANDS: 

1- DIRECT ADVERTISING APPEAL TO THE 
YOUNGER SMOKERS WHILE 

2- BEING TRUE TO THE BRAND'S BASIC 
PRODUCT ATTRIBUTES·<E.G., TASTE FOR 
WINSTON, REFRESHMENT FOR SALEM> AND 

3- WITHOUT ALIENATING THE BRAND'S CURRENT 
FRANCHISE. 

FOR WINSTON, WE'VE FOLLOWED THIS STRATEGY IN 
DEVELOPING THE NEW "CArmrnn ADVERTISING CAMPAIGN 
WHICH BROKE SEPTEMBER 16. IT IS ESPECIALLY DESIGr:E 
TO APPEAL TO YOUNG ADULTS WITH: 

1 SIMPLE STRAIGHTFORWARD COPY 
1 BELIEVABLE PEOPLE WITH CHARACTER 
e STRONG PRODUCT SELL WITH REAL 

TASTE EMPHASIS 

RESEARCH HAS SHOWN THAT AMONG YOUNG ADULTS, THE 
NEW WI NS TON ADS GENERA TE TIH CE AS MUCH RECALL AS 
ANY PREVIOUS WINSTON CAMPAIGN AND ARE 40% MORE 
PERSUASIVE COMPARED TO THE MARLBORO CAMPAIGN. 

FOR SALEM, SIGNIFICANT IMPROVEMENTS HAVE BEEN 
MADE IN THE ADVERTISING, DES I GNED FOR MORE YOUNG 
ADULT APPEAL UNDER I TS GREENERY /REFRESHMENT THEr'.E. 

"' 0 .. .. 
Ill -. "' -· w 
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OiART lQ 
SALEM BOX 
- ADVERTISING --

CHART #ll 
CAr·iEL FILTER 

ADVERTISING 

THESE INCLUDE: 

t MORE TRUE-TO-LIFE YOUNG ADULT SITUATIONS. 
t MORE DOMINANT MALE VISUALS. 
t A GREATER SPIRIT OF FUN: 
t GREATER USE OF WATER A~ A REFRESHMENT SYMBOL. 

RESEARCH HAS SHOWN THESE CHANGES HAVE MEASURABLY 
IMPROVED THE ADS IN TERMS OF: 

t GREATER RECALL 
t GREATER REFRESHMENT PLAYBACK 
o MORE YOUNG ADULT APPEAL - TRIAL HAS INCREASED 

FROM 24% TO 31% IN THE UNDER 35 AGE GROUP 
FOR THE KING SIZE. 

EFFORTS TO IDENTIFY AN EVEN STRONGER CAMPAIGN ARE 
BEING AGGRESSIVELY PURSUED BY TWO ADVERTISING 
AGENCIES AND AT LEAST ONE NEW CAMPAIGN IS 
ANTICIPATED TO BE MARKET TESTED IN EARLY 1975. 

FURTHER YOUNG ADULT EMPHASIS IS BEING PLACED 
THROUGH THE SUCCESSFUL SALEM BOX "DENIM" CAMPAIGN. 
RESEARCH HAS SHOWN: 

e SALEM BOX PROFILE IS YOUNGER WITH 57% OF 
USERS IN THE 18-34 AGE GROUP VERSUS 41% 
FOR SALEM Klt:G. -"' CAMEL FILTER CONT I NUES TO SHOW VI TALI TY IN THE : 

MARKEL GROH! NG ABOUT SO% FASTER THAN THE U:DUSTRY -

. UNDER· ns CURRENT "fiOT FOR EVERYBODY" CAf'lPAIGH. 



CHART #12 
NEW PROGRAM 

FOR CAMEL FILTER 

QiA!il.fil 

VAfHAGE 

·~. 

t ADVERTISING AWARENESS HAS INCREASED AMONG 
PRIME PROSPECTS -- YOUNG ADULT MALES. 

t FAVORABLE CONSUMER ATTITUDES TOWARD THE 
BRANDS HAVE INCREASED. 

t THE BRAND HAS INCREASED ITS SHARE PENETRATION 
AMONG THE KEY 18-24 MAtE AGE GROUP -- FROM 
1.8 TO 2.1% -- A 16% INCREASE. 

STARTING IN JULY 1974, A NEW MARKETING PROGR.AJ1 
WAS PUT INTO TEST riARKET -- TARGETED AT YOUNG 
ADULTS AND DESIGNED TO BE EVEN MORE COMPETITIVE 
AGAINST MARLBORO IN TERMS OF: 

• NEW "11EET THE TURK• ADVERTISING CAMPAIGN. 
• NEW MARLBORO-LIKE BLEtID IN THE PRODUCT. 
t SIGNIFICANTLY INCREASED AD SPENDING. 

ALSO A NEW PACKAGE DESIGN WITH STRONGER YOUNG 
ADULT MALE APPEAL IS BEING DEVELOPED AND WILL BE 
TESTED IN EARLY 1975. 

WE RECOGNIZE "MEET THE TURK" HAS POTENT I AL PROBLE;·~S 

DUE TO THE GREEK-TURKISH WAR. A BACK-UP CAViPAIGU 
IS BEING DEVELOPED IN THE EVENT THIS BECOMES A 
SERIOUS PROBLEM. 

VANTAGE WITH ITS FAST GROWTH RATE COULD BE OUR 
WINSTON OF TOi'10RROW. UNLIKE THE TRADITIONAL 
PATTERN OF OTHER LOW TAR AND NICOTINE BRANDS, 
VANTAGE HAS SHOWN THE A'BILITY TO ATIRACT: 

OI 
0 -• flt· -w -\I' 
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1 SIGNIFICANT NUMBERS OF NORMAL FLAVOR FILTER 
SMOKERS. ALMOST 50% OF THE BRAND'S NEW 
BUSINESS COMES FROM NORMAL FLAVOR FILTER 
SMOKERS COMPARED TO ONLY 20% FOR OTHER 
LOW TAR AND NICOTINE BRANDS. 

t NEW AND YOUNGER SMOKERS. FIEUl SALES 
REPORTS VANTAGE HAS POCKETS OF STRENGTH 
ON COLLEGE CAMPUSES CE.G., IN THE BOOK . 
STORE AT HARVARD SQUARE, VANTAGE IS AMONG 
THE TOP 10 SELLERS, 15TH NATIONALLY). 

AD SPENDING HAS BEEN INCREASED IN 1975 WITH MORE 
TARGETED EFFORTS AGAINST YOUNG ADULTS TO MORE 
FULLY EXPLOIT THIS POTENTIAL. 

WE HAVE ALSO INCREASED OUR MEDIA EFFORTS TOWARD 
YOUNG ADULTS FOR OUR BRANDS. 

THESE INCLUDE: 
1 INCREASED ADVERTISING INSERTIONS IN 

TRADITIONAL YOUNG ADULT MAGAZINES LIKE 
SPORTS ILLUSTRATED, PLAYBOY AND MS. 

1 HAVE ADDED NEW YOUNG ADULT SPECIAL INTEREST 
MAGAZINES LI KE ROAD AND TRACK AND MOTORCYCLING. 

o EXPANDED OUTDOOR WITH SELECTIVE LOCATIONS FOR 
MAXIMUM YOUNG ADULT EXPOSURE -- E.G., POSTERS 
IN GREENWICH VILLJ\GE AND IN AREAS WITH LARGE 
COLLEGE STUDENT POPULATIONS. 

-w -() 
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CHART #15 
SPECIAL EVENTS 

WINSTON 

.J 
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CHART #16 
SPECIAL EVEKI£. 

CAr'1EL Fl l TER 

EACH OF OUR MAJOR SPECIAL EVENTS IS DIRECTED 
AGAINST YOUNG ADULTS. 

NASCAR, WITH WINSTON, REACHES 8 MILLION SPECTATORS 
WITH 63% OF THESE UNDER 35 YEARS OF AGE. 

OUR PARTICIPATION TAKES 2·FORMS: 
- THE WINSTON CUP/WINSTON WEST SERIES WITH 

55 RACES PRIMARILY IN THE SOUTHEAST AND 
CALIFORNIA. 

- THE MODIFIED SPORTSMAN WITH 60 RACES IN 

THE NORTHEAST AND MID-WEST. 

THUS, NASCAR GIVES WINSTON NATIONAL COVERAGE . 

IN RODEOS, WE PROMOTE WINSTON IN OVER 600 EVENTS 
REACHING 12 MILLION SPECTATORS WITH 57% UNDER 
35 YEARS OF AGE -- IN THE MID-WEST AND WEST. 

FOR CAMEL FILTER, WE HAVE DEVELOPED A NEW STRATEGY. 
WHILE CAMEL CANNOT MATCH THE MEDIA DOLLARS SPENT 
BY MARLBORO, THE BRAND WILL HAVE PINPOINTED EFFORTS 
AGAINST YOUNG ADULTS THROUGH ITS SPONSORSHIP OF 
SPORTS CAR RAC ING AND MOTORCYCLING, SPORTS CAR 
RACING REACHES 300.000 SPECTATORS -- 85% UNDER 
35 YEARS OF AGE -- AND IS PRIMARILY ON THE EAST· 
AND WEST COASTS. 

..,. 
0 .. 
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·SPECIAL EVE~ 
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MOTORCYCLING, A NEW SPECIAL EVENT SUCCESSFULLY 
TESTED IN 1974, WILL HAVE 26 RACES REACHING 
400.000 SPECTATORS WITH AN ESTIMATED 90% UNDER 
35 YEARS OF AGE. THIS EVENT WILL BE IN THE 
MAJOR POPULATION CENTERS SUCH AS CHICAGO, LOS 
ANGELES. SAN FRANCISCO, AND HOUSTON. 

SINCE SPECIAL EVENTS ARE A RELATIVELY NEW AND 
DIFFERENT TYPE OF ACTIVITY FOR US, I WOULD LIKE 
TO REVIEW THE NATURE AND EXTENT OF OUR PROViOTIONAL 
ACTIVITIES IN THEM. 

FIRST. WE HAVE HEAVY INVOLVEMENT AT THE EVENT 
SITE. PERMANENT BILLBOARD ADVERTISING, AND BRAND 
EXCLUSIVITY AT CONCESSION STANDS. WE SELL OUR 
BRANDED, EVENT-RELATED ITEMS, SUCH AS WINSTON 
HATS, SHIRTS. AND JACKETS. WE HAVE TIE-IN 
BANNERS AND PASTERS WITH STRONG BRAND IDENT IF I CA Tl m 
AND BRAND COMMERCIALS OVER THE PUBLIC ADDRESS 
SYSTEMS. 

WE HAVE STRONG PRESS OUTREACH· THROUGH WIRE SERVICES. 
LOCAL PRESS AND SPEC I AL INTEREST PUB LI CA Tl OHS . 

FOR EXAMPLE. AT THE WINSTON WESTERN 500, THE RACE 
WITH HEAVY MENTION OF WINSTON WAS IN NEWSPAPERS 
HAVING A CIRCULATION OF 10 MILLION AND ON A 2-HOUR 
RADIO PROGRAM REACHING 30 MILLION PEOPLE. 

' UI 

OUR SALES FORCE WORKS RETAIL STORE TIE-INS TO THE ; 
. . N 

. EVENT WITH PRODUCT DISPLAYS AND PASTERS. -.... .. 
:a 
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OUR WINSTON #1 AND CAMEL FILTER GT CARS ARE 
DISPLAYED IN SHOPPING CENTERS IN MAJOR MARKETS. 
THE WINSTON #1 CAR HAS RECEIVED OUTSTANDING 
ACCEPTANCE RECENTLY ON THE STREETS OF NEW YORK. 

LASTLY, WE USE NEWSPAPER AND PROGRA'1 ADVERTISING 
FOR IMAGE ASSOCIATION BETWEEN THE BRAND AND THE 
SPORT. 

YOU MIGHT LOGICALLY ASK "WHAT DOES ALL OF THIS 
MEAN IN TERMS OF SALES?• OUR RESEARCH INDICATES 
THAT AMONG RACING FANS, WINSTON'S SHARE OF SMOKERS 
IS 67% GREATER THAN AMONG NON-RACING FANS. AMONG 
RODEO FANS, WINSTON'S SHARE OF SMOKERS IS 50% 
GREATER THAN AMONG NON-RODEO FANS. WHILE WE 
DON'T HAVE DIRECTLY COMPARABLE DATA FOR OUR NEWER 
CAMEL FILTER SPECIAL EVENTS, OUR RESEARCH INDICATES 
A DRAMATIC INCREASE IN PURCHASE AATE AMONG FANS 
ATIENDING. 

OTHER PROGRAMS HAVE BEEN DEVELOPED TO REACH YOUt:G 
ADULTS WHERE THEY WORK, PLAY AND WHERE THEY 
PURCHASE THEIR CIGARETTES. FREE-ON-PACKAGE TRIAL 
INDUCEMENT PR0:10TIONS ARE BEING USED IN HIGH 
TRAFFIC, YOUNG ADULT PACKAGE OUTLETS SUCH AS 
CONVENIENCE STORES. SEVEN MILLION TRIAL UNITS 
WILL BE SOLD IN 1975. WE WILL HAVE PERMANENT 
COUNTER DISPLAYS IN 35,000 OUTLETS CATERING TO 

' YOUNG ADULT PACKAGE PURCHASES. 
UI 
0 -~ 
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FINALLY. SUCCESSIVE HAVES OF COUPONIUG WILL EE 
TESTED IN 1975. BY WAY OF EXPLANATION, WE WILL 
SELECT A SPECIFIC MARKET OF YOUNG ADULTS. THESE 
PEOPLE WILL BE GIVEN SUCCESSIVE WAVES OF COUPONS 
GOOD FOR A SUBSTANTIAL PRICE REDUCTION ON A CARTON 
PURCHASE. WE WILL THEN TRACK THIS GROUP TO 
DETERMINE THE AMOUNT OF SWITCHING TO OUR BRAUD. 
THE STRATEGY HERE IS TO TAKE THESE CONSUMERS "OFF 
THE MARKET" FOR THEIR REGULAR BRAND LONG ENOUGH 
TO CONVERT THEM. 

OUR SPECIAL MERCHANDISING DIVISION IS IN ITS 
SECOND YEAR WITH ITS SUCCESSFUL ~IHOLESALE OPEP..i\ Tl ON 
OF PREMIUMS AT BEACHES AND SPECIAL EVENTS THROUGH 
A SEPARATE SALES FORCE AND A MOBILE STORE. WE 
ANTICIPATE SELLING OVER A MILLION ITEMS IN 1975 -­
A MILLION "WALKING BILLBOARDS" FOR OUR BRANDS. 

WE WI LL CONTINUE OUR SPEC I AL SAMPLING PROGRA'·:s 
ON BEACHES, RESORT AREAS AND SPORTS ARENAS If l 
MAJOR METRO MARKETS -- WHERE THERE ARE LARGE 
CONGREGATIONS OF YOUNG ADULTS. 

RESEARCH WILL BE DONE IN 1975 TO DETERMINE 
EFFECTIVENESS OF SAMPLING 4's, lO's, PACKS, 
AND MULTIPLE PACKS. 

fll 
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KEY OPPORTUNITY 
MAJOR METRO 
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RJR OPERATION METRO 
MAJOR MARKET TREND 
SHARE 
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POPULJ\Tl ON 

COiKENIRATION 

CHART #21 
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% U . S . 1 NOUS TRY 

ANOTHER OPPORTUNITY IS IN MAJOR METROPOLITAN AREAS. 

THIS CHART SHOWS OUR TOTAL COMPANY PERFORMANCE BY 
CITY SIZE. THE CITIES LISJ.ED ON THE BOTTOM OF THE 
CHART ARE IN DESCENDING ORDER OF POPULATION - -
STARTING WITH NEW YORK, LOS ANGELES AND CHICAGO, 
AND ENDING WITH ALBUQUERQUE AND SAN DIEGO. THE 
STRAIGHT DOTTED LINE IS OUR AVERAGE SHARE OF ~~~RKET 
IN THE TOT AL u Is I THE RED LI NE SH OHS OUR ACTUAL 
SHARE OF l'\ARKET FOR EACH CITY VERSUS OUR AVERAGE 
U.S. SHARE; THAT IS, OUR SHARE IN NEW YORK, LOS 
ANGELES, AND CHICAGO, IS MUCH BELOW AVERAGE AND 
OUR SHARE IN THE SMALLER CITIES IS ABOVE AVER~GE. 
THE SOLID BLACK LINE SHOWS THAT, AS THE SIZE OF 
CITIES DECREASES, OUR TOTAL RJR SHARE OF MARKET 
INCREASES. 

THE TREND IS OF SPECIAL INTEREST TO US. BY THE 
YEAR 2000, SOME 70% OF THE PEOPLE IH THE UNITED 
STATES WILL LIVE IN ONLY 12 URBAN CENTERS, UITH 
HALF OF THE POPULATION CONCENTRATED IN 3 CENTERS. 

LOOKING AT THE THREE LARGEST METROPOLITAN AREAS -­
NEW YORK, CHICAGO, AND LOS ANGELES, WE FIND THAT 
OUR VOLUi1E IS WELL BELOW THAT OF THE INDUSTRY 
<16 I 2% INDUSTRY vs. 12 I 0% RJ R>. AND I IF NEW YORK, 

= .. 
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METRO ORGANIZATfON 
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OORT #23 ., 

PETRO ACTION 

.. ~ROGRAMS 

CHICAGO, AND LOS ANGELES ARE REMOVED FROM RJR 

VOLUME, THEN OUR UATIONAL SHARE WOULD BE 33.5~ 

RATHER THAN THE CURRENT 32.0%. 

IN ORDER TO TAKE ADVArHAGE OF THIS BUSINESS 

BUILDING OPPORTUNITY, WE HAVE.ESTABLISHED A MAJOR 

METROPOLITAN PROJECT. ITS PURPOSE IS TO IMPROVE 

OUR SHARE OF riARKET IN METROPOLITAN AREAS WHERE 

WE HAVE BEEN TRADITIONALLr WEAK. 

ORGANIZATIONALLY,, WE HAVE ESTABLISHED MARKETIUG 
DEVELOPMENT MANAGERS FOR NEW YORK, CHICAGO, Arm 

LOS ANGELES. THESE MANAGERS ARE RESPONSIBLE FOR 

MARKETING PLANS ON ALL OUR BRANDS IN THEIR ASSIGUED 

METRO AREAS. 

THE MARKET I NG DEVELOPMENT MANAGER CONCEPT BECM:E 
A REALITY IN JULY OF THIS YEAR AND,, TO DATE, ~E 

HAVE SEEN SOME r-iOST ENCOURAGING PROGRAMS. 

WE·HAVE SUBSTANTIALLY INCREASED OUR VENDING 
DISTRIBUTION THROUGH THE ESTABLISH~'iEfH OF AREA 

"' VENDING MANAGERS \·IHO ARE RESPONSIBLE FOR AND PAY : • 
CLOSE ATTENTION TO VENDING. WE HAVE IMPLEI'.E::TED ~ 
THE SALESr·lAN "RI DE WITH VENDOR" PROGRAM TI ED TO 

w 
I'll 
I'll 

BONUS PLACEMENT PAYMENTS OH SALEM SUPER Arm VA~;TAGE' 

THESE PROGRAMS HAVE BEEN MOST SUCCESSFUL. WITH 

VANTAGL WE HAVE INCREASED VENDING DISTRIBUTIO:l 

FROM 38% To ss% OF THE ~\ACH INES PLACED OR cm~·a TTED. 
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TO FURTHER INCREASE OUR VENDING DISTRIBUTION, WE 
WILL BE WORKING WITH THE TRU-CHECK COMPUTER SYSTEM 
IN 1975. TRU-CHECK IS AN ORGANIZATION THAT PROVIDES 
COMPUTER PRINT-OUTS ON BRAND PLACEMENTS IN VENDING 
MACHINES -- A LABORIOUS MANUAL PROBLEM FOR VENDORS. 
THIS COMPUTER SERVICE PROVIDES THE VEHDOR WITH 
SUBSTANTIATION FOR RECEIVING PAYMENTS FROM CIGARETTE 
MANUFACTURERS. TRU-CHECK'S SERVICE IS NATIONAL 
C210,000 VENDING MACHINES>"~ BUT THEIR STRENGTH IS 
IN THE NORTHEAST WHERE OUR VENDING DISTRIBUTION 
TRADITIONALLY HAS BEEN WEAK. 

WITH TRU-CHECK, WE CAN LOCK A MINIMUM OF SEVEN OF 
OUR BRANDS INTO VENDORS' MACHINES, INCREASING OUR 
DISTRIBUTION, AND PREVENTING OUR COMPETITORS FROM 
REMOVING OUR BRANDS WITH THEIR VENDING OFFERS. 

CURRENTLY, WE HAVE AN AVERAGE OF 5 BRANDS IN THE 
MACHINES TRU-CHECK SERVICES. THEREFORE, WE WILL 
UV'lEDIATELY PICK UP APPROXIMATELY 2 BRANDS lH EACH 
OF THE 210,000 MACHINES. 

WITH OUR VENDING MANAGER'S IHVOLVEMENT, WE FEEL WE 
CAN INCREASE THE NUMBER OF VENDING MACHINES FROM 
210,000 TO 310,000 -- WIJH ADDITIONAL PLACH'.EiHS 
FOR US. 

" 0 -.. 
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CHART #25. 
INCREASED MEDIA 
SPEND I r:G--METRO 

LOCALIZED PROMOTIONS 

WE HAVE DEVELOPED CUSTOMIZED LOCAL PROMOTIONS 
INCLUDING A PUERTO RICAN SWEEPSTAKES, HARLEM 
BASKETBALL TEAM SPONSORSHIP AND A FLOAT IN THE 
AFRO/AMERICAN DAY PARADE -- ALL IN NEW YORK CITY! 

IN LOS ANGELES, WE ARE INVOLVED IN THE SPONSORSHIP 
OF A BEACH VOLLEYBALL LEAGUE AND THE WATTS SUM.'1ER 
FESTIVAL CONCERT. 

WITH A SHELF DISPLAY PAYMENT TO THE HIGH VOLUME 
HON-SELF-SERVICE STORES, OUR BRANDS ARE NOW ON 
DISPLAY TO CONSUMERS. THIS FURTHER FACILITATES 
AN EFFICIEHT REORDERING SYSTEM AT STORE LEVEL 
THUS REDUCING OUT OF STOCKS. WE ANTICIPATE 
EXPANDING THIS PROGRAM TO 10,000 RETAIL OUTLETS 
IN 1975. 

AND LAST, BUT NOT LEAST, WE'VE JUST PUT UP OUR 
WINSTON "SUPER WALL" DISPLAY -- A GIGANTIC PAINTED 
WALL ABOUT THE SIZE OF A HALF-ACRE ON AN 8TH 
AVENUE BUILDING m NEW YORK CITY. IT MAY WELL BE 
THE LARGEST PAINTED SIGN IN THE WORLD! 

IN 1975, WE HAVE INCREASED OUR MEDIA SPENDHIG W 

THE MAJOR METRO AREAS -- BY 9% FOR WINSTON, 24% 
FOR SALEM AND 33% FOR VANTAGE. 

II c. .. 
~ 
N 

-w 
Ill 

• 



CHART #26 
METRO MEDIA SPENDING 
RJR VS. COMPETITION 
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CHART #27 
KEY OPPORTUNITY 
GROWTH CATEGORIES 

ASSUMING COMPETITION SPEHDS THE SAME PERCEHT OF 
THEIR BUDGET IN THESE MAJOR METRO MARKETS IN 1975 
AS IN 1974, WE WILL CONTINUE TO OUT-SPEND THEM. 
WINSTON AT S8.2 MILLION VERSUS $6.7 MILLION FOR 
MARLBORO; S7.4 MILLION FOR SALEM VERSUS SS.2 
MILLION FOR KOOL; AND $2.5 MILLION FOR VANTAGE 
VERSUS S2.3 MILLION FOR TRUE. 

FURTHER, WE ARE CONDUCTING BLIND PRODUCT TESTS 
TO DETERMINE IF THE CONSUMER TASTE PREFERENCES 
FOR CIGARETTES DIFFER IN MAJOR METRO AREAS, WHERE 
WE HAVE TAADITIONALLY BEEH WEAK. TEST RESULTS 
WILL BE AVAILABLE IN DEC8·\BER OF THIS YEAR. 

THE RESULTS ACHIEVED IN OUR METRO MARKET EFFORTS 
TO DATE INDICATE CLEARLY THAT OUR MARKETING EFFORTS 
MUST BE CUSTOMIZED AND LOCALIZED TO MEET THE 
REQUIREMENTS OF THE IND! V IDUAL MARKETS AND THE 
CIGARETTE PREFERENCES OF THE CONSUMERS IN THOSE 
MARKETS. 

ADDITIONALLY, THIS REQUIRES US TO GIVE LOCAL FIELD 
SALES MANAGEMENT BOTH RESPONSIBILITY AND FLEXIBILITY 
IN DEVELOPING THESE PROGRAMS. OUR 1975 PLANS 
RECOGNIZE THESE REQUIREMENTS. 

ANOTHER KEY OPPORTUNITY TO INCREASE OUR SHARE IS TO 
EXPLOIT THE POTENTIAL OF GROWING CIGARETTE CATEGORIE~ 
-- NAMELY, THE lOOMM'S, LOW "TARn AND NICOTINE 

' 

.CIGARETTES AND THE BOX PACKAGE STYLES. 
Ull 
0 .. . 
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WINSTON SUPER 
KING 

CHARI #29 
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SALEM SUPER ~ 
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THE lOO~~'S ARE UP 9% IN VOLUME IN 1974 OVER 
1973 HAVING ACCOUNTED FOR ALMOST ONE-FOURTH OF 
ALL CIGARETTES SOLD AFTER ONLY 7 YEARS ON THE 
MARKET. 

NOW THAT WE HAVE A NEW CAMPAIGN FOR WINSTON, .. 
SPECIAL ADS FOR THE WINSTON SUPER KING SIZE HAVE 
BEEN DEVELOPED. A HIGHER QUALITY PACKAGE HAS ALSO 
BEEN DEVELOPED AND WILL BE TESTED. AS YOU KNOW, 
THE MENTHOL VERSION HAS BEEN REINTRODUCED WITH A 
NEW PACKAGE, NEW BLEND, AND NEW ADVERTISING. 

FOR SALEM SUPER KING WE HAVE JUST INTRODUCED A NEW 
ADVERTISING CAMPAIGN IN WOMEN'S MAGAZINES. THE 
CAMPAIGN TIES IN STYLISH EXTRA LENGTH WITH PROVEN 
HIGH INTEREST FASHION APPEAL AND ENDORSED BY BIG 
NAME DESIGNERS SUCH AS BILL BLASS, RALPH LAUREN, 
AND CALVIN KLEIN. THE CAMPAIGN THEME IS "FOR r·:ORE 
OF A WOMAN, MORE OF A SALEM." 

ROSE WELLS, OUR FASHION CONSULTANT, HAS DONE A 
TREMENDOUS JOB. SHE HAS EXTENDED THE FASHION TIE­
IN TO RETAIL STORES AND CONSUMERS. AT SOME 50 
FASHION SHOWS WITH BIG NAME DESIGNERS, SALEM 
FASHION ADS ARE PROMINENTLY DISPLAYED. FASHION ~ 
EDITORS ARE CONTACTED AND PRODUCT IS SAMPLED. t 
ALSO, SHE EXPECTS TO ARRANGE SOME 50 WINDOW/IN-STORE 
DI SPLAYS FEATURING THE SALEM ADS WITH FASHI m~s I 

ALREADY SHE HAS HAP DISPLAYS IN·BLOOMINGDALE'S, 

'-. 
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LOW "TAR" /NICOTINE 
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FILENE'S, I. MAGNIN, AND OTHER TOP DEPARTMENT 
STORES. 

THE FASTEST GROWING CATEGORY IS LOW "TAR"/NICOTINE 
CIGARETTES. WE HAVE ALMOST A THIRD OF THAT CATE.GORY 
AND WE WANT MORE. 

FOR VANTAGE, WE ARE CONTINUING A MOST SUCCESSFUL 
AD CAMPAIGN AND AS WE'VE MENTIONED BEFORE, WE'VE 
INCREASED MEDIA SPENDING. ALSO, HE'VE ADDED A 
HEAVY DIRECT MAIL COUPON PROGRAM IN THE TOP URBAN 
MARKETS IN '75, 

FOR DORAL, TWO NEW BACK-UP CAMPAIGNS ARE BEING 
TESTED, POSITIONING THE BRAND MORE SHARPLY AS A 
LOW "TAR" AND NICOTIRE CIGARETIE. A HEW BLEND 
WITH LOWER "TARn AND NICOTINE TO FIT THIS STRATEGY 
IS ALSO BEING TESTED. 

FOR WINSTON LIGHTS, SEPARATE ADS ARE BEING 
DEVELOPED UNDER THE NEW "CANDID" THEME FOR PLACE­
MENT IN MEDIA AIMED AT HIGH POTENTIAL AUDIENCES, 
FEMALE AND URBAN, AND BACKED UP BY HEAVY SAMPLING 
IN THE MAJOR METRO MARKETS. 

ANOTHER GROWTH CATEGORY IS THE BOX STYLE -- UP 
10% FROM 1973 TO 197q Arm PRESENTLY DOMINATED BY 
MARLBORO. YOU ARE FAMILIAR WITH THE WIHSTON Aim 
SALEM BOX MARKETING PROGRAMS. BOTH ARE INCREASIUG 
THEIR. SHARE OF THE BOX f"iARKET I ~ ! 

~ .. 
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Of ART #31 
Kn GROWTH 
OPPORTUI~ IT I ES 

IN ADDITION, A CAMEL FILTER BOX WILL BE TEST 
MARKETED IN 1975. 

<PAUSE) 

TO BETTER COMPETE WITH MARLBORO AND KOOL IN THE 
KING SIZE CATEGORY, WE ARE.PRESENTLY BLIND TESTING 
REVISED/IMPROVED BLENDS. FOR WINSTON KING THIS 
WILL BE A HIGHER PH FACTOR LIKE THAT FOUND IN 
MARLBORO AND FOR SALEM, HIGHER PH AND POSSIBLY 
SLIGHTLY HIGHER MENTHOL LEVEL. THESE REVISED 
BLENDS WILL HAVE TO BE ACCEPTABLE TO OUR CURRENT 
FRANCH I SE AS WELL AS BE MORE COMPETITIVE. 

<PAUSE> 

AS YOU KHOW, THE REGULAR NON-FILTER CATEGORY 
CONTINUES TO DECLINE SHARPLY. WITH CAMEL REGULAR 
HAVrnG INCREASED ITS SHARE OF THE CATEGORY TD 64%, 

ITS ADVERTISING HAS BEEfi DISCONTINUED WI TH THOSE 
MONIES REALLOCATED TO GROWING BRANDS IN GROWING 
CATEGORIES. 

WE HAVE REVIEWED THE NEW AND IMPROVED PROGRAMS 
FOR OUR ESTABLISHED CIGARETTE BRANDS DESIGNED TO: 

1 INCREASE OUR YOUNG ADULT FRANCHISE. 
1 IMPROVE OUR METRO MARKET SHARL AND 
o EXPLOIT THE POTENTIAL OF GROWING CIGARETTE 

CATEGORIES. 
... 
0 -# 
N 



( 

CHARI #32 

KEY OPPORTUNITY 

NEW BRANDS 

. CHARI #33 
_;,,. 

rl:W BRANDS •~• . 

CERTAINLY, THOUGH, WE DON'T EXPECT THESE PROGRAMS 

TO BE AN "OVERNIGHT" PANACEA AGAINST MARLBORO AND 

KOOL WHICH HAVE ACCOUNTED FOR 93% OF INDUSTRY 

GROWTH IN THE LAST 5 YEARS. 

NEW BRANDS AND/OR LINE EXTENSIONS WITH NEW BENEFITS 

OR NEW PERSONALITIES AND WITH DIRECTED APPEAL TO 
YOUNGER SMOKERS OFFER THE QUICKEST OPPORTUNITY IO 

COMBAT MARLBORO AND KOOL. . 

THREE NEW BRANDS BEING TESTED IN 1974-1975 SPEAK 

DIRECTLY TO THIS OPPORTUNITY. THEY ARE: 

SALEM EXTRA - A HIGH MENTHOL LI NE EXTENSION 

AIMED AT KOOL. 
~ . 1. 

.. , . ·..:;,_.. ~ $'° 2. WINCHESTER CI GARETT ES - AN 85MM FILTER AND 

-· ~ .. 

~~: 
~y 

MENTHOL POSITIONED TO CAPITALIZE ON THE YOUUG 

APPEAL OF THE WINCHESTER EQUITY -- AIMED AT 

MARLBORO AND KOOL -- AND 

3. MORE - A 120MM FILTER AND MENTHOL VERSION --
A NEW CONCEPL A NEW CATEGORY IN SMOKING, 

AIMED AT MALE SMOKERS AND AGAINST MARLBORO AND 

KOOL 

YOU ARE FAMILIAR WITH THE TEST MARl'ET. PROGRAMS FOR 

SALEM EXTRA AND WINCHESTER. 0 
0 -• 

"MORE" IS PRESENTLY BE ING TESTED ONLY 1 N OKLAHOMA : 
w 

CI TY TO GET INITIAL PRODUCT REACT I ON. EXPANSION : 

TO OTHER TEST MARKETS IS PLANNED FOR EARLY NEXT YU..~ 
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CHART #34 

ADDITIONAL NEW 

PRODUCTS 

WITH THE MENTHOL VERSION BEING TESTED ALONE IN ONE D 

THESE MARKETS. 

ADDITIONAL NEW PRODUCT PROJECTS ARE IN VARIOUS STAGE 

OF DEVELOPMENT. THESE INCLUDE A lOOMM CIGARETTE WIT 

QUALITY PACKAGE AND IMAGE APPEAL TO INCREASING 

AFFLUENCY, CAPITALIZING ON .THE GROWING 10Dl'U1 CATEGOR 

A FEMALE CIGARETTE IN REGULAR AND MENTHOL 100?~'1 STYL 

IS BEING DEVELOPED TO GIVE THE COMPANY AN EfHRY IN 

THE GROWING CIGARETTE MARKET FOR WOMEN. 

THE 120MM "MORE" PRODUCT IN A WHITE PAPER WRAP IS 

AN ALTERNATIVE • 

. :. ·• ANOTHER NEW BRAND OPPORTUNITY IS A CIGARETIE WHICH 

GIVES COOLNESS WITHOUT THE TASTE OF MENTHOL. MAHY 

SMOKERS HAVE EXPRESSED A DESIRE FOR COOLNESS BUT 

DISLIKE THE MEDICINAL TASTE OF MENTHOL. THIS PROJEC 

PROVIDES AN OPPORTUNITY TO EXPAND THE GROWWG MENTHO 

CATEGORY IN A UNIQUE WAY. 

ALSO, OUR TOBACCO DEVELOPMENT PEOPLE ARE WORK! i:G or: 
A UNIQUE FILTER WHICH DELIVERS LOW "TAR" AUD fHCOTm 

WITH GOOD FLAVOR. THIS FILTER PROVIDES AN OPPORTU~H 
•· 

TO REPLACE OUR CURRENT FILTERS ON OUR EST AB LI SH En 
BRANDS, IF DEEMED NECESSARY. ~01,2 1 3z9 

LASTLY, HE ARE WORKING ON A CIGARETTE IN WHICH 95• T 

98% OF THE NICOTINE HAS BEEN REMOVED FROM THE TOBACC 

AND SMOKE. THE MARKET rOR A NEW CATEGORY OF NICOTW 

· FREE CIGARETTES COULD BE DEVELOPED IN THE SA:·~E i·:~!::~E 

THAT SANKA DEVELOPED THE DECAFFEINATED COFFEE !:ARt~El 
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CHART ill. 
NON-BUDGETED 

OPPORTUNITIES 

THIS COMPLETES OUR SUMMARY OF ACTIVITIES PL4N::ED 
FOR OUR CIGARETIE BRANDS, HOWEVER, BEFORE GOING 
ON, I WOULD LIKE TO DISCUSS OUR PLANS FOR A NEW 
SMOKING PRODUCT. 

THE IMPORT CATEGORY IS TH~ ONLY SEGMENT OF THE 
SMOKING TOBACCO BUSINESS SHOWING VITALITY. TO 
CAPITALIZE ON THIS OPPORTUNITY, A RJR IMPORT .. 
PIPE TOBACCO - ZUR WAS INTRODUCED IN TEST MARKETS 
THIS MONTH. THESE TEST MARKETS ARE: 

DAYTON, OHIO 
DES MOINES, IOWA 
ROCHESTER, NEW YORK 
ALBANY, NEW YORK.· 

•• ASSUMING FAVORABLE TEST RESULTS, ZUR WILL BE 
EXPANDED NATIONALLY IN SEPTEMBER OF 1975. 

OTHER RJR SMOKING TOBACCOS AND OUR CHEWING BR~rms 
WILL RECEIVE ONLY LIMITED MEDIA SUPPORT AS WE 
HAVE FOUND THAT THE MOST EFFECTIVE MEANS OF 
PROMOTING THESE BRANDS IS THROUGH OUR SALES FORCE 
IMPLEMENTED PROMOTIONS • 

NEW OPPORTUNITIES NOT BUDGETED 
IN ADDITION TO THE NEW PRODUCT OPPORTUNITIES JUST 
DISCUSSED, THERE ARE OTHER GROWTH OPPORTUNITIES 
BEING DEVELOPED. THEY ARE: 

' ~ 
0 -• Ill 
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1. TOBACCO PRODUCTS DIVISION <NON-CIGARETTE) 
2. FUTURE DISTRIBUTION OPPORTUNITIES 
3. AUTOMATED CHECK-OUT -- RETAIL STORES 

TOBACCO PRODUCTS DIVISION CNON-CIGARETTEl 
AN OPPORTUNITY EXISTS FOR THE ESTABLISHMENT OF 
A TOBACCO PRODUCTS MARKETING DIVISION THAT WOUUl 
ENCOMPASS THE OPERATIONS OF EXISTING RJR SMOKING, 
CHEWING AND UTILE CIGAR BRANDS. 

THIS DIVISION WOULD UTILIZE ALL SERVICE FUNCTIONS 
OF THE COMPANY <MANUFACTURING, PURCHASING, FINANCE. 
ETC,) AND THUS WOULD BE FREE TO CONCENTRATE ON 
NON-CIGARETIE TOBACCO MARKETING OPPORTUNITIES. 
IN 1975, THESE OPERATIONS ARE FORECASTED TO ACCOUNT 
FOR APPROXIMATELY $57 MILLION IN NET SALES AND 
RETURN ABOUT $11 MILLION IN OPERATING PROFIT BEFORE 
TAXES. 

THE PURPOSE OF A SEPARATE DIVISION WOULD BE TO 
DIRECT ATTENTION TO THE SINGULAR MARKETING 
PROBLEMS AND OPPORTUNITIES REPRESENTED BY RJR'S 
NON-CIGARETIE TOBACCO PRODUCTS <INCLUDING RJR 
PRODUCTS MAfWFACTURED BY OUR SUBSIDIARIES THAT 
HAVE SALES POTENTIAL IN THE U.S.>. A SEPARATE 
MARKETING DIVISION WOULD ELIMINATE THE PRESSURES 
OF CIGARETTE MARKETING NEEDS AGAINST OUR NON­
CIGARETTE PRODUCTS AND WOULD CONSOLIDATE THE 
FINANCIAL CONTRIBUTION ,OF THESE rmN-CIGARETTE 
BRANDS AGAINST SPECIFIC l'iARKETING·PROGRAMS AND 

AGAINST PERTIHENT PROFIT GOALS. 

Ill 
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FUTURE DISTRIBUTION OPPORTUNITIES 
IN RECENT YEARS, A NUMBER OF SMALLER DISTRIBUTORS 
HAVE EITHER CURTAILED OR LIQUIDATED THEIR 
OPERATIONS. IT IS FELT THAT THIS TREND WILL 
CONTINUE. WHEN THIS OCCURS, IT LEAVES THE 
CIGARETIE MANUFACTURER WiTH A DISTRIBUTION GAP. 

ACCORDINGLY, WE HAVE TOTALLY REVIEWED OUR 
OPERATIONS IN PUERTO RICO WHERE WE DO OUR OWN 
DISTRIBUTING AND HAVE TAKEN THE FOLLOWING STEPS 
TO EXPAND THIS PROGRAM: 

1. WE WILL MOVE INTO HAWAII WITH OUR OWN 
OPERATIONS IN EARLY 1975 - BECAUSE OF A 
LACK OF SERVICE AND DISTRIBUTION FACILITIES 
THERE NOW. 

2. MANHATIAN - WE ARE ADDING SEVEN MEN TO 
PROVIDE EVERY-OTHER-WEEK COVERAGE AND TO 
ASSURE FULL-LINE DISTRIBUTION. 

3. RESORT AREAS CEAST AND WEST COAST) -
COMPANY CREWS <PART TIME HELP> WILL BLITZ 
THESE AREAS WEEKLY DURING THE SEASON. IN 
A TEST IN '74 $150,000 OF PRODUCT WAS SOLD 
IN A 12-DAY PERIOD AT MYRTLE BEACH. 

4. TOURIST ROUTES CI-95) EVERY-OTHER-WEEK 
COVERAGE OF HIGH VOLUME OUTLETS -- AGAIN 
TO PROVIDE FULL-LINE DISTRIBUTION. 

-·"' "' N 
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AUTOMATED CHECK-OUT -- REJAIL STORES 
THE GROCERY TRADE IS AGGRESSIVELY PURSUING THE 
OBJECTIVE OF AUTOMATED CHECK-OUTS. THE DRUG 
TRADE IS EXPECTED TO FOLLOW CLOSELY. BY THE 
LATE 70'S THESE AUTOMATED CHECK-OUTS WILL BE 
OPEAATIVE IN SUFFICIENT NUMBERS TO HAVE A PROFOUND 
AFFECT ON THE MARKETING OF CONSUMER PRODUCTS. THE 
IMPORTANCE TO RJR IS EXEMPLIFIED BY THE FACT THAT 
GROCERY STORES ALONE ACCOUNT FOR NEARLY ONE-HALF 
OF ALL CIGARETTES SOLD TODAY . 

RJR HAS BEEN DEEPLY INVOLVED IN THIS ACTIVITY 
FOR THE PAST YEAR - AND CURRENTLY DISPLAYS THE 
UNIVERSAL PRODUCT CODE ON ALL CARTONS - THE FIRST 
CIGARETTE COMPANY TO DO so·.· ON-GOING STUDIES 
ARE CONS IDER I NG THE I MPLI CA TI ON OE THE AUTO~J.TED 
CHECK-OUT AS IT RELATES TO THE HIRING AND TRAINING 
OF OUR FI ELD SALES FORCE. SALES COVERAGE, co:·iPUTER 
TO COMPUTER ORDERING AND llNENTORY CONTROL AND 
CIGARETTE PROFITABILITY AT RETAIL. 

MOST IMPORTANT, HOWEVER, ARE THE IMPLICATIONS FOR 
CIGARETTE MERCHANDISING. THE AUTOMATED CHECK-OUT 
PROBABLY WILL MEAN THE REMOVAL OF ALL CIGARETIES 
FROM THE CHECK-OUT AREA. rnus, WE WILL HAVE TO 
DEVISE NEW METHODS FOR MERCHANDISING PACKAGED 
CI GARETIES IN THESE IMPORT ti.UT OUTLETS. THE r.A IN 
THRUST OF OUR EFFORT WlLL EE IN THIS AREA. ~ -• N 



BUDGET CHARI 

NOW LET US LOOK AT OUR 1975 ADVERTISING AND PROMOTION BUDGET. WE 
HAVE BUDGETED Sl43.1MM TO COVER 1975 MARKETING PROGRAMS. THIS IS 
AN I NC REASE OF $13. 2rt1 OR 10, 2% OVER THE 1974 BUDGET OF $129, 9MM, 

IN PREPARING THE BUDGET FOR 1975, WE WERE FACED-WITH INFLATIONARY 
INCREASES OF FROM 8 TO 10 PERCENT IN THE COST OF ADVERTISING SPACE 
AND PROMOTION MATERIALS. 

:. ~ FACED WIW ~ESE COST PRESSURES, WE WERE ABLE TO HOLD THE OVERALL 
BUDGET In~SE TO 10 PERCENT AND YET STILL PROVIDE $14.7 MILLION 
FOR THE ~)()NAL INTRODUCTION OF ONE NEW CIGARETTE BRAND, $5.8 

,,_ MILLION fQl:NEW CIGARETIES BRAND TESTING <INCLUDING MO.RE AND UP 
(,. ~:- . TO :~UR ~ NEW BRANDS>, AND $600,000 FOR THE NAT_IONAL INTRODUCTION 

- Cf ONE Nil ii PE TOBACCO BRAND I 

.... . 

. .,,,..;;. 

. . ,_., 

....... :..: 

.:.~ 

IN REVIEWUIS THE CHANGES IN SPENDING ON OUR EXISTING CIGARETTE BRANDS: 

THL.IUNSTON BUDGET IS REDUCED $2.6MM DUE TO 1974 BEING AN 
UNCJStrm..LY HEAVY SPENDING YEAR IN WHICH WE INTRODUCE A NEW ...,..,. 
NATIONAL AD CAMPAIGN . 

THE SALEM BUDGET, WHILE REDUCED BY $300,000, STILL PROVIDES 
FOR THE NATIONAL INTRODUCTION OF SALEM EXTRA IF TEST MARKET 
IS SUCCESSFUL. 

THE REDUCTION OF $800,000 IN THE CAMEL BUDGET REFLECTS OUR 
DECISION TO DISCONTINUE MEDIA SUPPORT OF THE CAMEL REGULAR 
BRAND EXCEPT FOR A SMALL TEST IN FIVE AREAS OF THE COUNTRY. ~ 

0 -· .. 
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DORAL WILL SPEND THE SAME IN 1975 AS IN 1974. 

VANTAGE IS THE ONLY EXISTING CIGARETTE BRAND SHOWING A 
BUDGET INCREASE. THE $2.8 MILLION INCREASE ENABLES VANTAGE 
TO MAINTAIN ITS SECOND-HALF 1974 MEDIA SPENDING RATE. 

WE Pll\N TO WITHDRAW ALL SUPPORT OF WINCHESTER CIGARS AFTER 
THE FIRST QUARTER OF 1975 ASSUMING WINCHESTER CIGARETTES 

_:.s GO NATIONAL. MEDIA SUPPORT WAS DISCONTINUED IN JULY OF 
THIS YEAR. THIS MOVE REDUCES THE BUDGET BY $3.6MM. 

AS YOU CAN..S'EE, THE MAJOR EMPHASIS IN OUR 1975 BUDGET IS IN THE NEW 
-~~ 

CJGARETTE.~ND AREA <BOTH TESTING AND ACHIEVING NATIONAL DISTRIBUTiorn I 

, ~:E FULLY RlGNIZE THAT WE ARE PROPOSING A VERY AMBITIOUS MARKETING 
( -; PROGRAM, ~ICULARLY IN THE lifli PRODUCT AREA. BUT IT IS EQUALLY 

;;"!.. EVIDENT mm' SUCCESSFUL NEW PRODUCTS ARE KEY TO THE FUTURE GROWTH 
-· i=-OF R. J, ~~Ol.llS TOBACCO COMPANY . 

..... 
. .,. 

" 0 -.. 
I'll -w 
w 
'-' 



. . 

) 

. . 

.• -4"~ 
i: ... ;.1' 

··~ 

:~ .... . .. 

~- .:• 

.. :.~~ ·. 

.· 
. . 

. M;RKETl NG OBJECTIVE 

l9Z5. . . 

.......... 
Gfto.ilili 

.i:,· • 

., 
.. . . .... - . . . : ~ .. · .. . 

,·, : ~ .... : ... 
o •• o z I ••• '. . . . · .. 

. · . r . . 

.. 
IH THE DOMESTIC CIGARETTE lHDUSTRY . 

.. 
•. - ... ~- . . . 

. . , .... 

... 

. . 
.. 

•. 

. . 

. . . . 

._, . . ... 

. . 
" 

. . 

RJM 0&7322 

OI 
0 
0 .... •• I • ... 
~I 

... 



, .. 

.•. 

I .. 

·.:.:Ii 
, ; · 1 
.:-:~· 

; .. !-

.... \ 
- :..»' 
. :.;.""'· 
· .. _.,,, 
-::.."1 
·i"" . ' :::=..=:t 

;; 

·. 
. .• ·. 

. . . . ·- . 
·. ··t:h ... ~·:::·.: ):'.~' :::::: ·:: ~ .... : ' 

.· ID' OPPORTU:H 1Y AREAS FOR GROWTH 

1. INCREASE OuR YouNG AouLT FRANCHISE • 
. f 

-~ .. ;,... 2. !~~PROVE OUR ~~ETP.O MAP.KET SHARE. 

·'-~ 
t=;.-~ 3·~· Exrl.o IT THE POTENTIAL OF THE GRO'rlt NG 
,,,.r •• ~ 

CIGARETTE CATEGORIES: 

. .. _, ... -.-
~4·: 
,~ 

D~VELOP t!Ew B;u.1rns Atm l 1 r:E Er.TEr:s I oNs·: 

;-:-_"1:::; 

... 
~:'~ 
··-" 
·--·-
· .... --·.: -··--' 

...... 

..... 

. . . 

·. 

.. 
' 

.· .. 

RJM 067323 . .. 

.. 

. 
UI 
0 
0 .... . .. 
~ 
0 ... • . . 



.• 

.... -.. ·· . 
··. . . ·· r·: :. ~.. --~ r.~·.~ . .,...~ ·"!;,.·. ~ _., ••..• ·. ·. ~::·~!£:i• ... ~::... . 

· . · PERCEflT OF POPULATidN 

BY AGE 

•• 
A~E GRQ!.!i> 

·.:·J;:. . 
~ ... 

I ·- . - :-:.-:1 14-24 . . 
;\~~ 

;:· 

:.:::. i!'a 

;~ 25-~ 
I .... ., !'!.S::: .. ' •.b .. :; 

.. 35-qg 
-~-

-!~' 
'· 5(}+ __ ;_., ... 

. -... ~.<! 

...... ""\ ·~ 

! . ·----· ...... 

- •"i. 
-···~ -- . .. 

. . 
·~· 

27 I 
19. 

21 

.• -33 

. . • .. ··. ·=~; .. 
: '\: ... 

. · .. : -~}· . 

. .. 
. • ... ... 

. · .... ::" _; • . . · ... 
'· ..... · 

.. 
RJM 067324 

• 

Cll •• 
0 

·o .., -· I • •: ... .. .., ; 
... j. -.·· 



. f 

. ' .. 
·~ -4 ....... · 
- ; ~ . .!l 

... 
. ~! • 

. .J 

.. ·· : . 

\ .,. . ~ ~-·~'l 

I .. -~ ::;: 

··":'.·."3 

-•. • ::1 
·'· ' . . ...... _., 

..... 
;:·1. 

. -:"'"' 
,• .-:f 
. 
~~~-... 

.. ~"""' 
... _@ 

.. _, 

-.. --·· 
·"; · ... 

~.HORRIS 
d= 
~;~H 

. . ··­.... -""" 

··. 

-· ·. ,. . 

. ·5HABE OF SMOKERS 

. BY AGE 

l4-2g 25-34 35-49. 

38% 2~ .. 17 . 
! 

21% lQ 
! 

15 

! . 

.· 

.. 
' . 

. . . . . ., 
;-

- . . . 
... 

5.Q±_ 

1q : 

15 

.. 

RJM 067325 

... 

ca o· o: .... 
~ 

•! 
• !. 

: ! 



:- .··· ·• 
- . 

. -· 
~·-. • 

-'•·..=.r. 

··' 

... '· ···"""· . 

.... . 
'·?r 

---­·-

.· 

.· 
.1 .· . , 

· · ~,~1>~:~Br-~:;~~.£~.: .{·.;; ·. ~~:: ~:; .. : :: : ;~_-:· .... . : .~:,-·~ . , . .. . . . 

-~.~ . ..-
.D .JD. 
·IWl'I 

~ 

i~MORRIS 

::.~~ .. !..& H 
. -· 

.. 
• -=~::t 

. . . 
. "SH.ciRE OF SMOl<ERS 

. BY AGE 

14-24 . 25-3!! 

27 . 3q 

38 2!1 
. ... 

21 14 

... .. 

. . 

.. 

35~49 5D;t_ 

30 31 l 
17 lQ 

15 15 

.· 

OI : -
g. 
~-. 

· RJM 067326 
• •• 
~i . , . . ,. 



~f - :. 

·~· 

;. 

·­
•·• . 

• "•J!o .• 

.. - ... 

, ·- . . I 
"1' ...... .......... 
..;._...;, · .... 

....... ·-

. ..W.USTOli 

-
SALEM 

. -~ 

' .. · .. . . 

. "SHARE OF SMOKERS 

BY "AGE 

. l9Bi. 

. . . . . . .. 

.. 

.. 

. . 

. . . 

.. . .. . . 

. . . 

. . ... 

····· . . . . ~ 

R.1M 067327 
, .. 

. 
ell • 
01 o· .., ' .. . 
• • . : . .. 

•NI 



,_ 
. •; 

) -·· __ ,. 

~~ 
•. I _. .. ... \ 
..e-. ~ 

-~~ 
""T" ., 
it;t.' 
..,w-, 
~ 

-------· ---·-· 

. · ... 
• • ~ f • 

. ·'· .. 

.. 
. • .. 

STRATEGY FOR ESTABLiSHED BRANDS 

•.l. 

.... i . 

. . . · ..... . ' . 
:. f • 

. . 
:~~ , .... ,_ ni-Ri:c:r AovERT°i_s.1"t1"G APPEAL ro THE vouNGER 

........... 1 
r=rs 

. . . ..... 
SMOKERS HHI LE 

f12..t.~ • .· 

.• .. 

. ' 

iJHl:!J . . 

·':JI/Ni-. BeiNG TRuE ro rHE BRAND's B.6.sic PRoouc1 
.....-: 
~)I 

:.~. 

! ' . 

~ AtrniBUTES cE:·:G. ·, TASTE FOR. HlNSTOl~ ~~~D-_·:·:.~.!· . 
JBa::: • REFRESHMENT FOR SALEM) AND .' . . •' " 
r~ . ............ 
,s~. .· . 
_J:.: vliTHOUT ALiENATit~G THE ·BRAND'S CURRENT 
~~ FRANCHISE·; . . . · · 

... 

·. 
. ,. 

.. 

. .·. 

·-

• 

.... . . •. . . .. ·. .. . 

. . .··, . . . 
. .. ... :' . 

... • . . : . ~ . .... . .... 

. . . .. 
.. 

' .. 
' .. . .. . . .. . . 
' . 

. .. ·. 
RJM 067328 .. 

'· 

-· ., 
Ul •• 
0 o. ... ... . .. : . 
.. I . •• ... , 



. ' . -
:..\ 

·--

... 

... - ., 

··.~ 

-~· ~ 
·;-1o,, 

' ·"" ........ . ··-· 

. · 

,. . :;;> 

~·· .... 
·~: 

., . . ! 
;.. . . . 

~ . .. . .. 
·. . .. ; ... 

NEW WINSTON "CANDTD" ADVERTISING CAMPAIGN 

ESPECIALLY DESIGNED TO APPEAi: TO YOUNG 
ADULTS \HTH: 1 . 

.. 

-~: 

: ....;..a:i • G s 1 ~~PLE STP.Al GHTFORWARD COPY 
.. :~:....it . .,,, 
;;;~ 

::·.~ 

.. )> -.-
-·~ 

--·....-. -· •• ii4 

. . 

0 BELIEVABLE PEOPLE HITH CHARACTER 

0 STRO!~G PRODUCT SELL W1 TH REAL" 

TASTE EMF" HAS l s ·: 

. . .. 
. . 

.' 

· .. 

. . •. 

. . 
... 

. . • 
. . . ... . .. 

·.· 
·. 

. . . . . R.JM 067329 .. ... 

. . 

°' . '° . • • . .. 
~ :. ·.· . ,. . . . 



. ,. 

. ····· - ......... 
. .. 
' I' 

·;. .... 
.I 

' -" : ... : -. .. 

, · .. 

•.: :~ 

·-· .; ... 

-~- .. 
i" -c..:;·1 

·. 

•. 

°HlPBOVED SAi EM ADVERT I SING 
.· 

e MORE T'Ruc:-To-Lt FE YouNG ADULT siruATIONS·. 

'· o MORE DoMJUANT MALE VtsUALs: 
;;7-~;:. 
~ ~ 

b--;~ e A GREATER SPIRIT OF FuN! 
·- .A ~-..~o.r 

-=-= 
~e 

I 
r:=::a 

GREATER UsE OF \·:ATER As A REFRESHr.EHT Sv~3oL: 
i 
I . ' • 
I . ·. :·. 

• .. 

.. · : . 
. .· 

. . 
. .. 

: . 
•, 

' . . . 

... 

RJM 067330 

. . 

.. 

• 

.. 

GI . 
g . 
~:. 

0. .. · ... 
UI I • : .• 



.. 

.. 

.. ; .... 

.......... 
• 

.·. -· .... 
) : • ::; ;.c 

•. -: :"\..:. t 
.·. ~ 

.: . . .. 

' ~ 

. ~. 

, 'A 
....... __ - . 
:u.~ 

··' 

~~· . 
_, ,. 

.. 

I -. !· ·' . . .• 

SALEM ]QX ADVERIJSJNG 

STRONG APPf nt TO YOUNG ADULTS 
'· 

;:v-:i 
~ SALEM BOX Pr.OF I LE Is YOUNGER 

·-"" ·--1 
r-:= 
~~ --­~- f~GE GROUP VERsus 411. Foit SALEM 

KrnG. 

... 

. .. 

. . . 

· . 

.. 

.. . .. 

} . -· . :. . . . : . . 
::: • ·f ••I • • • 

\-. 
~ 

~ ~. 

; 

. 

·. . 

. . 

... 

RJM.067331 

UI . 
o: 
o· 

·. 

... • • 

°' . .., 
•. 
°' ' 



) 

. 

. •• 

: : ~ ' 

.... ., 

.. ·" 
··­..... '· 

.· .. ., 

... .. 

-. ·cuRROO "CA'~fl. Fl l TER 'ADVERT I Sl NG 
\ 
I 

STRONG PEP.FORMANCE ~}~ONG YOUNG ADULTS .. 

" 
f . 

: - UuoER lTs CuRREUT "Nor FoR EvERYBooYn 
~!::!! -.· 
:· ·~ :..£AS~PA1 GN, 

... 
ADVERT.Is WG AWAP.El~ESS HAS J i1cREASED. 

I 

... ~~ 
;.~1 

r"· •'"°" ... 
·-·••'\ 

At\OHG PRJME PROSPECTS -- "yoimG ADULT. 

MAJ.ES I 

. . 
·. :v 0 FAVORABLE CONSU!~En ATTITUDES TO~l.~RD 

THE BRAUD HAVE INCREASED. 
~-·=--~ · .• 

O. THE BRAHD HAS INCREASED ITS"SHARE 

Pfl~ETRATIOH AMONG THE KEY 18-2q i-iALE . . . 
AGE GROUP -- FROM 1.8 TO 2.1%. 

.. . . 

'. ,. . 

. . 

.• 

. .. ·-·· 

. . 
.. · .. 

.• 
... 

•. 

R.1M 067332 

. . 

., 

. •. 

.. 
. . ··~ . . . 

"' : ·0' 
O' ..... . :' 
• • • 
• • h 

.. i • 
.,, t .. 

• 



...... 

.;.; ... 
• 

: "."·· .:. - : -~ 

.... , .. ; 

r~ .. 
·-· 

.. 

. . · 

·--~ 

. ~DI MABKETltlG PROGRAM 

. EOR CAMEi' Ell TER 

. ., . 

. .. . 

.. 
. . 

·~.. . •· 

;:-'.= .... AJ!'.ED AT YOUNG ADULTS "ND DESIGNED TO BE 
.''': ~:.,; 

:;EvEN i10RE cor'.P~ri.ri.vE A·ci;:1N·s-r. ~ikP.t~oRo i-N . 
.. 

~-······· 
r"-e"'t TERl'iS OF: 
!:-~ ... 

_. 

NE\·1 "f·~EET THE TuRK" AovERrisir:G cAMPAlGH •.. 

. : .. ~-: o Nei1 MARL.naRo-L1 i~E BLEND·:· 
.. 

.. • ... . . . . · .... . . 
SIG?IIFJCANTLY - INCREASED AD S!'ENDING. 

0 NEW PAC~.GE DESlGN°1 . 

. . 
... . ... 

.. 

•.... · R.1M 06 7 JJJ 
... .. 

CJ • 
o· 
o• 
~= • °' ! ct I .; 
•• I 



"" . . 

··=-
·.' 

• -.i·'\. 

·'"··~ 

.· 
.. .. •. .· 

· VMITAGE 

·' . SHO'rll l!G YQUNG ADULT APPEAL 

. ,. --., 
····~ . . . . 
. ·:·uuLI KE 1:HE TRAD I Tl ONAL PATTERU OF OTHER 
~~.? . . 

::,;:;!:Cl\:l ~TAR~ At:D NJCOTINE BRAMDS, VANTAGE 
'->-• ~S SHOWH THE ABJUTY TO ATTR~CT: 

·"' i~ 0 SJGl~lFICANT UUMBERS C!= NOR:'.AL 
:~=:-~ .... ....... 

. .. .;-· - _ __. 

_. __ ~ 0 
.~- .. _,,,,,._ 

~LAVOR FILTER SMOl~ERS, 

~EW AHO YOUNGER SMOKERS~ 
·. 

..... ...,, .. 
~~-JD· ~PE~Dl NG HAS BEEH mcREAS~ 'i H 197?. Wl!H. 

1-iOF!E TARGETED EFFORTS AGAIHST your:G ADULiS. 

... 

.. 
' . 

. . .. 

RJM 067334 

ca . 
0 
0 ... • 
• G •• • 



.... 

. . . ~ ~ ' 

··•.""., 

. ~ 

:J --·· . -

I ... - -;.. 

:;.of~ 

.:'ta, ... 

--·· 

~ .. 

. . . 

. • · JNCREASED. MCDJ A EFFORTS 

. ·• . ';: .. JOHARD YOUNG ADU\ TS • 
\ 
i 

. \ 
.• 

O lNCREiSED ADVERTISING lNSER~tONS IN 

TRAD
0

lT
0

l ONAL YOUNG ADULT H~.GAZI
0

NES. 

,. __ .":. . . . . . . . . 
:,~_O: f\QOED !!EW YOUNG ADULT SPECIAL: INTEREST · 
-- c: . . . • . 
,---:=- ~.AGAZIUES. 
_._ • ..a-,. .. -
.--.--..,_,.... 

; . 
I . 
I 

I 
I . . 

ExPANo::o ouroooR w·JTH sELEtTi ~E LOCATJ CNS 
I .. - . . . . . .. . . . ~ 

FOR f.AXlViUM YOUNG ADULT EXPOSURE, 

~~~- ' .. ... . 

-·. -........ 
- . ~. 
........ . 
..a.P"' .. ~ 

.· . 

. .. . 

• . 

.. . 

... 

I ' RJM 067335 

... 

... 

• OI ; 
0 
0 ...... . : .. 
• .... ... . 

I 
0 ~ •• 



. .. 
•. . . . -

.. · .. 

,:-.-., 
) , ... ·- . 

. ·'!'.~::; 
··•·.• .. j 

. •, .· 
.· ' - ., 

- : .. , 

. ~-;; 
"# . 

•. _..I 

i ''°"'\ 
~ 

. . 

.. 

.· 

• .. .:. 
=r.:::i 

.. -.. 
'.._' 
· .... ~~-::! 

:;,~. 

'.iii..~ 

.. .~.;. ---··· 
·=·-·~ ...... 
... ""~= .. 

SPF CI AL EVEfff S PA BT I Cl ? AT I ml 
: 

WINSTON 

. . 
.. . · 

e !{ASCAR - REACHES S MILLIO:~ SPECTATORS 

63% UNDER 35 Y~ARS OF AGE • 

• f 

e BODEOS - OVER 600 EVENTS REACHIHG 12 

.. 

~fr LL I O~l SPECTATORS -- 57% UNDER 

35 veARs oF AGE -- · 1N r·11n:\.:esr 
AND l!esr·: 

.. 

.· 

.. 

.. 

.. 

. .. 

RJM .067336 
.. . . . .. ·. ... 

~ 
0 
O• .., 
.. I 

: 1-·· 
. ~-.... ~ , .. 

' '· 



l . : , 

., .'\ 

• ·. •it 

.•. 

.. . ·SPECIAL EVENTS pARJTCIPAJlON 
.... . .. : ... ':'. .\ 

~ •. CAMEL EiLTER 

_, 0. SPORTS tAR RACJ MG - 10 RACES- REACH I l·JG 300:·1 
SPEC7ATORS -- 85~ UNDER 35 YEAr.s oF AGE --

... 
PRH'.ARI LY ON EAST AND WEST COASTS, 

..... .... 
: ··- . 
r_:1..- ~.;: "; 

,...~,, ~;:bT@t)'CLHlG - 26 RACES P.EACHU:G !1~01'\ 

;., .. ~ SPECTATORS -- ESTIMATE 90~ ur:DER 35 YEARS : 
c: .. : . . 

OF AGE -- JH MAJOR POPU!..ATIOt: CENTERS ., . . 
.. -.~. 

THROUGHOUT THE UNITED STATES: .. 
-- ..... . .. -.... 

. . 

·•. ,• ... :...,. ............ .· . .-. ' ·. ··:·r.-. . ·. 
•. 

" . . .. 

... . . . · .. . .. · 

. •' 

.. . .• .. . .. 
. • •• • t . 

RJM 067337 
·. . ... · .. ·: ' . ·• 

.... ~ 

. . 

U1 I • 
0 •. 
o. ... . .. . 

. °' . 
0 I' 
0 
Ill : 



~~ .. ; 

... .;. . ~ ... 
.. -· ..... ..... 

. ... . .. 

... 
I : :. 

) ·-·-.. -

• ,, 1 

. .. ~ ..:. 
• ··J 

.. . ' 
·~· 

.-•·'\ 
•..J:r ... 
!°~ 

·~ r . 
t...'":= 

..... .,, . 

~""' 
.-.~ 

.. 
SPECI°AL EVEUTS :. PBmiOTIQf?Al. ACTIVITIES 

~ . 
1. Evt.uT SITE PARTI<;IP"TION (TRACK, ARENA·,; ere.'> 

e PERMANENT BILUOARD ADVERTISING 

o BRAND ExcLUStVITY AT CtiNCESSt.ori STANDS 

o SALE OF BRANDED·, EvENT-REL}.TED ITEMS 

~ 0 T1E-IN BiNNERS AHD PASTERS 
.... · o BRAUD CoMMERc I ALS ovER PUB.LI c ADDRESS SvsTEl'.S 

.:.· 

,.. ~ 

i. ~ss OuTP.EACH ...... 
. . ·: . . . . .. 

3;=-'Rei-Al
0

L STORE T1E-lNS WITH PRODUCT DISPLAYS AND • 

~~STE RS - i 
J-e_:i::;t I ..... 
~==--== 

q·;_~ ifl HSTON ·#1 CARS AND ·CAi'lEL Fl LTER ·GT CAR Coi"sPLAYED 
·-· . . . . . . . . . . . . . . . . . 
-- 1N SHOPP t NG. CEHTERS t H 1·'.AJOR l·iARKETS t:EAR RACE 

~.~-Sl
0

TES·; '1'rictuoi.NG UE\i YORK Ct TI·~· FOP. 50 W
0

EEl:S . . .. .. . . 

. . . · . 
.. . . 

s. TI E-1 H !~E\'ISPAPER AUD PROGP.l.M AD\'~RTI s Jt:G' FOR lr-~GE . . . . . . . 
ASSOCIATION 2ET',·IEEH BR:.:10 AND SPORT, ·· ~ 

. . . 
. . 

.. ... . . . .. . . 

.. . . R.1M 067338 
. .· . . 

. . 

· . 

OI 
n . 
~· • .. . . ·: 
w: 



··~ 

.... . 
. ·--

-~ 

....... 

... 

...• ·-.~ 

.. . 
· KEY. OPPORTUNITY ARE~.S .. FOR GROHTH 

... 

1. } HCREASE OUR ·YOUNG ADULT FRANCHI SE, 

2. Ir~?ROVE ourt M~T?.O r1iARKET s~AP.E, 

:3...-~ EXPLOJ T THE POTENTl AL Of THE GRO~H UG CJ GAP.ETTE 
···~-. , ........ -3 

;~~.,a 

&:iri 
P..;r.;: 
;.4~ 

.:~...::; 

~..;1t 

• r. ;; ... -·--
. - ,,.;. ... ,. · .. · 
=-·-~ 

CATEGORIES, 

DEVELCP
0

NEU BP.Al:DS ANO LJNE EXTENSIOHS WITH 

~EW PRODUCT LESEFJTS CR NEW.PERSONALITIES, 

... 
... 

•. .. 

.· 

.. . .. 
. . . ·• ,. 

"I .. 

.... 

. ..... 
• I 

.. 

... 

... .. 
UI . 
0 . . .. . . ·' 0 . 

. . . .· . l: . . .... 
:;r . '•. 

.. RJM 067JJ9 

" 
. . . ,; ·'··· .. : 

~-. . . 
I • 

~· O• 
0 ... . .. 



" 

.. .. :.; . 
•• :J 

r: •• 
J :~ 

ti .: .. "' . fig ...... 
lSS 

us. 

us 

ns 

us 

lOS 

" 
• .1s 

" 

·, 

. . 
5007• 699& • 

. . 

.· • ... . .. 
.. . . . . 
• -•. I . . • ... 

r-- ,·.·.·.----... 

·. 
• ' • A 

·.·· 
• • 

:t. J • n:t::OLD:: TGliACCO COMS'~Y 

... 

OL'~R.'\TlOtl H?:TRO 

tu.JOI\ KIJUtl:T SllAB ftca:D 

un . . 

• 

I 
. ' 

, 
I 

t. I 
: ... ... 

·. 

. .. .. 
. •. . . . . 

/\/\, . ·. .JL ;.t~-
--~. : ·• ,•,I i u:!: •. •· 

-··-- \l.J cr-.... ·.r ~ -y-:.-:. -.[!\-. __ .,. ____ _ 

\ ~ "! • 

: . 
• • 

9' •· ,, •• 
.I! u ~ 
~ I ,:t o I 

o .~ o ·rf .' ·1• ,. ••. n· '~I w 11, ••• • ..... I" ·•: :: ,. ,..,, 
! ~ · • ~ •k .Jt L'.~]\.fl • '· ~i··' ~rfi~-11 

j ..;•~ (.oil .. ~ .!:.:: o ~ r.-t .l!-4 c. ,· ..... ~ t.-\l ("11 t&I[ .... I ... 
1~ ·-ia 1: 0 • v .u:.: •• 

... p. u • "' ... n ., ., r: · _. • "' · a. ,. .. r; · • o • · u · · c: '- o ... &1 :-.r~ I,;· o 
..t.I U - C - 1oi 8. 61 llooo I U I U .. U •I ,r. 0: '\J C 0: 'I •J °" 0. C -1 'G Q D U -" rl '' '• 'l • h Cl' 
.. 91' O U '1 &a :J :I •"' t C: .. ; : > 0 Q .-. t.. _, u• t: 11 CJ !,e .. ~I _, >. ~I .... '' .> " •• 1-. ... ft W R I 1: Cl C.. 
o c: ""'u Lt r: -1 Q .o ~ 1: " o • • • • ·• .. , .. •• •• Lt o •• c: u ., Li ~ •• r: 11 .: ,, • .,. era c. 'i :.a •• fl :• c:.. •• •• a :t -e >--< ,. ,. loo O OH " u ... ,. ., •' .•::: ,. oll ... 0 u oG "IJ i:: ... ,.. .,,~,....,..,.. 11 •J::; c: .: ., ... ..,, u 11 .. ,.. o. ~ 1~ " 11 .;: " lrQ 

U.... ~... 6' t:S:.r4 t11 11 "Jlo '4 ••.,a :, r. ti .a •i J .a. 1:,.1..e II :J-t c.t..,.l!Jti! ..a.ii:..: ...... U Ull. t .. u.a.: :1 

! 
"' ... ... r: .. ... • ... i:: .. ... ~· •• c.• > ""' r: ~ ') r: ., ... ... .. .. .. 0 ... c ... "fJ • c. .. 8 u ·C: .. u .. •• :t ~ " 'i ~· u .... r. 
Q 6 .r; .. 0 p 6' _. ~ ot .. II •• • • II :I '' ol II " h 0 6' .,. ... 0 ... .. .... 0 r. .. S:. ol. 0 4 >o 0 " S:. \') •I lo • ' Joi •I ,,.. II 

• .l ... "' IQ U "' ,_ ~ ~ 0 ;.;, \ I U :I: IA '-' ill :a:, Q U .. ..; IQ "" ,_ "' ... &.: U U H C.. ia.. '!' C.:. "' "' J: k U ~ Q U :II I• U ., o( VI 

.. 
' I'. ~ .... I 

' ., . . ,,, .. ,·r, 

.. 
·i . I . I . · . . .. 

,~ . 
·-~-"' ..... , ·"· r._.··e·· ·. ,;·l ··~;: -~ t'·:1r"!' tJ • 

I ! I ' ' t.· •.., .. ·,, ~ ... 
•. ,.. fl! •. • : I • 
~ I , I •· 

' • O• e .•• , .. - •• --·I e111 ... ••Io • et• ..... I .... ••I -- ·-••el loe 

· . 

"' "' ... 
0 
:: 



·.· ..... 

·, . 
·-

... ·. 

.. . 
..... 

::.- ... 

... 

..•. ...... 

·. 

·· .. . -:~ 
- ., 
'. ....... ' 
::::;;::t 

... :.~ 

. : 
Nd• ... 

'- ....... . 

. ......... ~ 
·~ ... .:.-..· . 

POP ULA Tl ON COiKEHTRATJ ON l N METRO r1LA.RKITT 

.. , . 
Bv YEAR 2000\ 

o ?or. oF u.· s. PoPuLArt.or~ HtLL Live 
IN 12 URBAN CENTERS·: . 

0 SOX OF u·. s·: PoPULATIOr' CONCENTRATED 
. - . . . . l 
I H 3 URBA!~ CENTERS I • 

. . . 
. ... . . -· ,· 

. . . . : .. 

. .. 

•• RJM 067341 . .. . . 

UI . 
o. 
0 

~ 

°' : "° . "° ! °' 



... 

·.4 

.•-. 

.. . -
\" .· .. .. . . .. 

u :s. INDUSTRY Arm BJR 1973 vowME . .· 

NEH YORK 
CHiCP.GO 

LO~ AllGELES 
~ ........ :- . 

... 

=THREE n!\rtKET 10TAL 
~':-•'?. 

. .•. 

ltlDUSIRY 
7 .1%. 
3.11. 

.-52 

16.2% 

' . . .. 
·. tUk 
: 4.9% 

2.7 
JWi. 

. 12·:ox 

,;e f·'.; 
~~ 

IF't:E\! YDRl~~ CHI CP.so; AND LOS ANGELES ARE RB·iOVED 
-.::::::.. . . 

Fril:·i R • .IR VOLUME, THEN OUR NATIOHAL SHARE HOULD BE 
tie:':~ i I 

33 ~5~ RAIH:R THA!·i THE CURREiff 32. OX. 
'!··--. . . 
... : .. , .. 
:..~ .. 

. . . ··' 

.. 

. •.. . ., · .. 
.... · 

. . 
. . ·.·• ·.· . · . 

. . . 
. . · .· 

. .. .. . . . .. · .. . . . 

. . 
' 

•. 

RJM 0&7342 
. .· . . . . 

. , 

. . 

I 

UI ' 
O• 
O• 

~! 
I •• • ! •· .., ' 



. . 
11 ·:. • IJ .a ·• ·, ' ~~ • • .. ... ' ' ..• i . ~ ~--~ ... ~·. 11_· •• : ~.:!:··;· • .. :- I'.·.·_,:.~ .... 
IJ 11 '; f: '~: '.' ' . • :' : ·: ' !. f' .I' , ·1·J' ,. 'fi. r • ... )., I . , : :, •' ;J >' 1• ',' ., ' ....... 

. '. ~ . 
~: :t t 

METB.QJiARKEi··eeoJtct·osGANiZATibN."ti@it. 
.. 

~-- • I ,~~./~1 U:J 1--H u ·.-. ··: ~ ":~ I 
.. ··. •• ;t •• -. Ci 

I 
... r~ ., • • u fJ ~-· .. ·~ .. :,.· . 

,, ··' - .. ..• -£• " ... ·--" '" 
... . . 

VICE PRESIDENT 
; .. .. 
.. 

DI.RECTOR OF MARKETING '• . .. . ·. 
AND . 

. , . . VICE PRESIDENT .. . . 
DI RECTOR .. Of .. SALES 

.... ... I . . ' . , . . ... . . . .. . . . . . .. ... .. . . . .. .. '· I:<' . ... 
; . . ,• . . -··-'\~ . : . 

: . . -· ... . .. . . . 
• ? .. I MARKET I HG DEVELOPt\ENT MARKETING DEVELOPNENT MARKETING DEVELOPNEHT 

, 

MANAGER'.. MANAGER ., HANA GER . . . . .. 
. HEH YORK: .• ·,· . .-··: .. .. . .... .............. cHiCAGo ............. : .. ~ ..... . ...... : ......... LOS. ANGELES ........... 

. .. 

. . 
·· ... .•. 

. - · ... : . . .. '• ~·f• •, I '• 


