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., . 6:JI -.; :-: ·~· ·: .. ;-_ ,. R. J. REYNOLUS TlJL .. ,,cco COMPANY . 
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llR1'ND AUVERTI SING ANU PROMOTI ON/MERCll/\ND IS I NG BUDGETS 

1975VS. 197q ...... 
<MILLIONS OF DOLLARS> . . . . ' ~ . .,.. '1 .... - . . .. .... . 

~···· I. 
· ~ ;' ~r ! i.: :·; : ~ •: . 

' _, "' I l \~ H it ll' D h . ~· t' ' !ii . .. ... ' . or.. • .• , .. 

CURRENT I 7LI 1975 INCREASE/ I PERCENT 
BUDGET BUDGET CDECREASEl. CHANGE 

WINSTON $ 53.6 $ 51.0 $ <2.6) (q,9)% 
~ 

SALEM 35.8 35.5 (0.3) C0.8) 

CANEL 14.2 13.4 co·. a> (5.6) 

DORAl 7.6 7.6 . 
VANTAGE io.·s 13.3 2.8 26.7 

EXISTING CIGARETTE !RANDS 121.7 120.8 (0.9) (0.7) 
, . 

. . 
NEW CIGARETTE.BRAND NATIONAL. llf .7 . - llf .7 . 

· .. NEW CIGARffiE BRANDS TESTING .. 2.5 of s·:a · 3.3 132.0 
······-····--· 

WINCHESTER CIGAR q .o. ': .. : 0.4 (3.6) (90.0> 
:0 EXISTING SMOKING/OIEWING 1.5 0.8 (0.7) (53.3) '4 
3 .. 
Q ZUR 0.2 0.6 o.-q . 200.0 
C1' :.· 
~ .. . w 
UI TOTAL i129.9 J]g].l i ·]].2 lil.a21 ~ 

~ ~ ro1. •1.oos : . 
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R. J. REYNOLLI~· :ACCO COMPANY . · 

I b~Hd. AoveRr f s 1N(f~·AN~~PR6Mb~ioN1~1ERCHANtlis1 NG: euDGETs 
1974 - 19, ...... 77~-----­

CMILLION~ -OF DOLLARS> 

.... ~ ~ . ._ .. ; .GURR~~~,.7~ ... ft' .. f: ~: 1976 
.... . ' 1 J]llJ I ·• H. t··· • BUDGE! ,., . i . . ' .. 
- ··• ·A 

• • . .:. .... . 1 "'J... ..... _.. ... 

WINSTON $ 53.6 $ 51.0 s sq.G 

SALEM .. 35.8 35.5 38.2 .. •. 

CAMEL iq.2 13.q 13.5 

DORAL 7.6 7.6 7.9 

VANTAGE 10.5 13.3. llf .3 

EXISTING CIGAR~ BRANDS 121.7 120.8 128.5 

NEW CIGARETTE BRANDS NATIONAL llf.7 27.3 . 

NEW Cl GARETI"E BRANDS TEST Um 2.5 .. s:s ·q,s 

WINCHESTER CIGAR 
"· 0 

O.lf 

EXISTING StDKING/CHEWING 1.5 0.8 0.9 
, .. 
ZUR .. 

. . . 0.2 . · · ·o.6 ··· o·.:7 
. . 

TOTAL 
•· . jl29.9 . s1~3:1 .. . . 1162.2 

.. . . . : . . 
. IHCBEASE !lS. 20108 XEABa· 

AMOUNT $ 13 . ."2 $ 19 .• l 

PERCENT · 10.2% 13.3% 
. : 

SIOL UOOS 

1977 
. BUDGE! 

$ 58.9 
Ljl.l 

.1'1.2 
8.0 

15.5 

137.7 

lf0.3 

5.3 

0.9 
.. 0.5 

Sl84.Z 

$ 22.5 
13.9i 
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WE'VE NOTED CONTINUED GOOD GROWTH FOR THE 
DOMESTIC CIGARETTE INDUSTRY, WE HAVE OUT -

LINED THE KEY MARKETING OPPORTUNITIES 
TO RENEW OUR SHARE GRO\-ITH AND 'THE 

SPECIFIC PROGRAMS TO AOiIEVE IT. 

AS SEEN BY THIS CHART- WE ARE PLANNING 

FOR THE MAJOR PART OF OUR GROWTH TO COME 
FROM NEW BRANDS • 

VANTAGE WAS OUR LAST SUCCESSFULLY 
INTRODUCED NEH BRA.~D,· WITH ITS FULL 
EFFECT IN 1971. 

IN THE YEARS 1972 AND 1973, PS OUR SHARE 
DECLINED ON OUR EXISTING BRANDS, MAINLY 

CAMEL REGULAR, WE HAD NO NEW BRANDS TO 
TAKE UP THE SLACK: 

THIS YEAR,· WITH THE SUCCESSFUL INTRODUCTIOi~ 
.;' . 

. OF WINSTON LIGHTS, SALEM Box; AND THE . .. 
FAST GROWTH OF VAHTAGE; WE HAVE STABILIZED 
OUR SHARE AT 32%.' 

. . . 
OUR 1975 PLANS AIE DESIGNED TO.TURN AROUND 

THE WINSTON SHARE DECLINE AND AUGMENT THE · 
SHAPiE MOMENTUM OF SALEM,' CAMEL FILTER, 

AND VANTAGE·; BUT )'llTH TH~ CONTINUED 
DECLIHE IN CAMEL REGULAR,' THIS IS ONLY :-
A SHORT TEP.M SOLUT10N: ; ; 
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NEW BAANDS ARE THE ANSWER. OUR GOAL IS 
TO INTRODUCE A NEH BRAND NATIONALLY IN 
EACH OF THE NEXT THREE YEARS,. '75, '76, 
AND '77. 

THE NEW BRAND PROGRAM ACCOUNTS FOR ALL 
I 

OF OUR BUDGET INCREASE REQUESTED FOR 
1975. WITH NO CIGARETTE PRICE IHCREASE 
ANTICIPATED AT THIS TIME, OUR 1975 PROFIT 
INCREASE FALLS SHORT OF CORPOP.ATE GOALS--· 
BUT WE FEEL THE STRONG PLANS CALL FOR 
MORE INVESTMBlT SPENDING NOW FOR HIGHER . 
PROFIT GROWTH IN LATER YEARS·: 
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Enclosed you will find copies of tobacco industry documents obtained 
through the industry maintained internet websites created in accordance 
with the Minnesota Medicaid settlement. The documents are organized 
according to the following headings: 

I. Military promotion/activity 

II. Minority studies/targeting 

III. Intervention in state/local activity 

IV. Dual standard for nicotine levels-- Marlboros with higher levels of 
nicotine in Philipines/lower level in U.S. 

V. Industry youth research (quotes) 

The enclosed represent only a small sample of the documents available 
through more extensive searches. Some of the more salient points have 
been highlighted for your attention. If you have any questions, please 
contact Geoffrey Wayne of the Massachusetts Tobacco Control Program at 
(617) 624-5906. 



I. Military promotion/activity 
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The.re a.re 5, 789 ,097 :,ceople in th!!! Blilii;8ry n:arkat, vi th a io.pBJldable in~ 

of app!"oxira.5-t.eJ7 :t'i_,400,coo,ooo. Of this :i~, 2,837,2.01 b.l.'~ ae:rv:;..caILB;i, 

and 2, 95.t 0 e;'6 ~a their depccien~3. 

·~ 1,064.647 

~(!_~~' 666,428 

A..ir F"orce e~ .• 025 

Co&"1t Guard .'.31,1.39 

Ha:riL:;s .190, 96?. 

Doe 'W thG fact that =~ of their- bli3i.c .. n<::OC& ru:-r. paid for 07 t.!:ta ~vern­

:ncnt, the p~:-pJ.e ln t:a~ m=-kei:. hau~ <i. hig!J.er f(tl'ce:n.ta~(I! ot spendE_hle inOOl>Je 

tl:.~n ··:ne ayer~~ civilian, It i3 ~ao vqy ev.i~m; 'tbst thnir ~l'lt'Y g00s 

f~ther, l:<:>G-'<U'le cf: -1:~1"' la\f' µicGs of'fcrei 1ly tJie cr.~ec, 

The n:ilit.c.ry :-11b..I':'ffi·t, e>n the unole, kn:i.s w ~ you.-.g and i.m:;ireei:;io:iabie; 68% 

of theJE our.-1~ntl;v Hre 25 yc:u-s of age and m;.der4 Ir .. fact, the 11e\i.i= ~ is 

2''.,.9 70.:ir::i. '.i'hu13~ 17.. follo•.ro th..'lt t.ha .!llajor:!.f:::r t:bw 5n i..~<!I s~ice, p1 .. i th·,-. . 

.. ntel"ing .!lnd laav::ng, ~c at ru'l age uheTe fu~ure -~ ng 1!ihi tB tl!'e b~.:i.~ fo~;;-oo, 

Many l;:rand pi.•e:ere::i.o~s ru:G e~"';.c.blishe<i in_ the oorvic~ ye~s that Cf<l"l';y" th:ro"Jgb. 

t~ r~et of tb.~:'._r li\'~So 

'Ihua 1 ·.'e b~vB ~ ~,,)11'Jg, r~~p<i".!sr::ilei, lllatar.,, and [;psnd:ing IIUlrk~t ~ 1li:Uc.h :!.e 

i;:~:!_c;8..!lt.ly Luror·V...nt irr dtterm~.:nir.g t.h>! futuro b~y-::.ne pTe:ferei:;:ci"S of 1> 

;:_pod '1iimr :fain.Di~s. In fact., J9Jlj, of" l;!1i<J eCi~ed 'l>eU ;ore 1I1;Jr:'i~d ~.t pr~S<jtJtD 

-~-Lil~ 71. b% ci t,~-m ol'f 2_r;.3r::J bn.V<.• .'..~li...cllC G. 
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The military market is separate, distinct and unique, when compared 

to the domestic business. Al though there is one basic customer, .. :the 

government, the types of outlets, ·how they buy and. promote and· ~er­

chandise with different measurement criteria, is not what we experience 

in domestic stles. The military sales force is by necessity specialized., 

and is deployed and trained to deal in this environment. E1li tar:;: 

consumers are more easily segmented, extrecely price oriented and res­

pond to promotional acritivity. 

Over the ye<.:.rs, there has been little recognition tn&.t the nili tary 

. mi::rket is ;:;. se:i;:c.re.te and specinlized business. :rur.ds that have been 

a.lloct..ted are often wittidrawn or reduced, making prqrnotional uncl 

mercn~~cising planning 2ll exercise thct w~s seldo~ im~lenented. lYl 

s:'mrt, til.ere has been little continuity, snort le<.ld. times <~nc. le..ck 

o~ brand specific co~~ittment to the oilitary business. 

·.·ina t is needed is 'a total, integrated progra:n directed. to tr1e t:1ili tary 

market. It should he a continuing, concentrated and me~sureGble e~fort, 

with the support o: the brand groups with special programs th2t are 

adequately funded, to insure maximum results. 

Opportunity J1:r:.rket 

1 
r~ One half million enter and one he.If rn:i".U.i.or, '.~xi t military ea.ch 

•• VJ~vl· , , year to domestic m~rket. 
v 

Higher.per capita cigarette consumption than domestic (2/1) 

- Young smokers in military are 11 captive" 

- heavy staxter index 

The military consumer will remain young with an average c.ge 01" 24.4 
years. 

Easy to reach because or segmentation 
466613271. 

I , 

· .. · -~ 

.... :•. 

. . ~- : 

• .!' . ."· 



. ~~~~!f.~::T?·07~'< 
. ,' 

- Black •. hisJ?anic smokers increasing 

Fetl!ale population increesing (approxima'tely 7 .4~) 

- Retiree segment will continue to grow- !'rom· present 1,4 million 

- Paid reservists increasing to about'one million and are expected 
to get yei::x round shopping privileges 

Overall troop population ex~eoted to increase modestly 

~avy plans to double fleet size to 665 ships by 1S85 

Jt;arket is more responsive to prot'lotions than domestic 

5trategy 

T~ilor integrated program directly for military market. This includes 

developing and executing the promotion, runninG a promotional ad, ~sing 

FL·:!:·, utilizing "set sales 11 in store - targeting competitive smokers. 

This offers nigher awareness &nd more :potentiul S{"les. It also offe::-s 

the opportunity for more continuity type pro~otion~l programs {i.e. 

incentive items) that consumers could collect each month for multi?le -------- ~ 
carton purchases. 

Problem Areas 

- Competitive investment spending - not justified by volume ••• includ­
ing personnel 

Competitive programming increasing tor military market 

Lack of specific promotion programs for military 

Dome.s tic si·:J=· promotion used in military 

Lead time not sufficient to obtain desired results 

- Promotion fUnds not usually alloca ten ;uncommitted funds offered 
without plans 

l'-:edi&. ads placed at random using consumer creative. not tying into 
promotion or military 

- Military market not :recognized as c:.. 

feeders to domestic market 

Ste~dy growth of generics 

vehicle to obtain starters and 

466613272 
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B & 1tl sales de.cl~irie 

Large number o~:.'. .. :i ·,& w marginal brands that cont1nua.lly struggle. 
to exceed volu~e'.m'inimum and need special e.tte~tion periodically 

Mission·.· 

To serve specii;.l.ized markets with a specinl. sales organization, utilizing 

targeted progri:..ms for. each of the segments of the military market to 

maximize brand sales. 

Challenge 

To compete successfully ag<:.inst the volume leaders, RJ?. and PJ·i, wr.o 

consistently "investment spend" to maintain share. 

IV:arke t 

'.I.he military population has been relatively stable over the yee:..rs, 

remaining at acout 2.1 million. The mar~et also contc:i.ins about 11 

million shoppers (active duty, reservists, retired) who shop primarily 

in commisaries, which is 5% of U.S. popul&tion. The median age is 

young 24.4 years, witn 60% of males married. 7here are 1 .1 million 

mili t?..ry wives between 18 - 29, Fil itary inco::ie avere.ges ~38, 924 per 

ramily with proportionately more discretionary income. Cigarettes 

represent the third largest sales category behind meat ~nd civilian 

clothing making it extremely important in domestic militc:ry sr-iles. 

J Per capita sales ·of cigarettes is ~bout twice the U.S. average. 

Analysis of Outlets 

As an indication reg~rding the size of military commissaries, the 

average sales per commissary is 15.1 million dollars vs. a super­

market ch£i.in (i.e. Lucky Stores, which is 13,5 million and Kroger \...-it:1 

an average of 9.0 million). Further military s~les would rank in t:r.e 

top ten supermarket chains or the top eight in department stores s~les. 

46661.3273 
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·. 
Coamissaries get a congressional ~ppropriation and must sell at cost, 

plus a small surcharge of 4-6%, while military exchanges must make 

a profit to cover costs. 

A· Army & Air Poree Commissaries 

Commissaries are similar to large supermarkets. Average weekly 

B & W volume p~r store is 1,176 cartons. This segment accounts 

for 57 .09% of total B & w mili ta.ry sales. 

~ce.:Tt~n~--;:;iY)are sold in these outlets. 
--·-·-· ---·-· ____ / 

The Commissary serves active duty/retired military personnel 

and tneir families. Average age is 30, with 80~' of the shopping 

done by femc:..les. 

B & '.\ is stronger in Arr.1y Commissaries than in the Air Force 

due to a larger population of blacks {est. at 20+%). We main-

ta.in an average 15~,~ of the space at AT Com Stores and 17% in 

r.rmy Com Stores. 

Army Commiss&ries stock an average of 70 cigarettes brands, while 

the Air Force authorizes 62. New brand styles are accepted on 

a 3-month trial ba3is, after which the brand must move u minimu~ 

of one case per week or it is deleted. 

B. Army & Air Force Exchanges· 

~ain Exchanges are comparable to domestic department stores, 

and Sranch Exchanges similar to c-stores. This segment accounts 

for 15.491: of total military sales. 

Jl"'.ain :::xchanges account for 25% of total cigarette sc.les: 'Troop 

and Branch Exchanges for the remaining 75%. An estimated 80~~ 

466G1.a274 
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of exchange· :cigarette sales, mostly packs, are to male coneumern 

(enlisted personnel). Average age is 22. 

According to ~axwell, these types of outlets carry the top 55 

brand stylest with an additional 5-7 brands for test. We main­

ta.in an average of 11 brand styles in distribution. .authorized 

styles are limited to 55-62. 

l{ool accounts for 53.9% of B & \·; total sales, with Kool parent 

doing 451. alone. Full-flavor brands do 72% of total business 

vs. 59% in com~issary stores. 

c. Navy EX.changes 

These outlets are simil~r to domestic department and c-stores. 

Aver~ge weekly B & W volume per store is 167 cartons, This 

seg~ent accounts for 1}.3% o~ total B 

represented 16.4% of our total loss in 

& ·~,,r military 
~-·~;~·-···-.. ·) 
1:979.-
. .. / 

sales, nut 

i:i~in Exch2..llges (60) account for 50+% of totf;!l cigarette s<:lec; 

Branch Exchanges (167) account for the remainder. 

Low-tar bl.'ands do an estimated 38~{ of total sales; 3 & W 

low-tar menthols account for 43 .2~~ of our tote:;). mc~nthol s2.les. 

The consumer in this segment is a composite of the A&~? Co~ & ~xch. 

shopper. Average age is 24. 

Kavy Exchanges are the only retail outlets on the b~ge that selJs 

cigarettes. 

466G.:1327S 
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D. Marine/Coast Gu~rd :Exchanges 

These outlets are identical to Navy Exchanges. Marines i:.nd 

coast Guards together account for 4.7% of total B & W military 

· sales. 

Distribution in both.segments is very good. averaeing 14 brand 

styles. Carton sc:les account for 70~~ of sales; the re:nairiing 

30".{ o: p:,.ckage sales is mainly in 'I·roop Exchtinges. 

Both segr.ien'ts cater to young males. Average age is 23. 'lhe Eh.ck 

population is estimated at 30~. 
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E. Ships Afloat . 

At present there are 345 ships in the fleet. (1-:avy ph.ns cf:ll 

for 665 by 1986.) 

Ships .~_float business accounts for 19% of our volune. They 

presently authorize the top 42 ;~=.:>.-well brands i'or stoc'.dng, eucn 

individual store being allowed to carry an additional 10-20 

styles based on volume. 

Cigarette consumel's in this sub-segment &.re males. Average age 

is 21. 

B & W Distribution 

Average B & W brand distribution in the commissary segment is 13 .1 ;~. 

A brand is required to generate a. 1 % so: in order for it to be main­

tained. The commissary segment accounts for 57.3~' of tote.l sc::.les ar;d 

continues to grow. 

46661.3276 
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F;Very competitor has improved/increased their pro~otional activities 

in an effort to introduce and maintain maximum brand styles. 

A. Objective 

Obtain and maintain B & W low-tar brand ACV distribution levels. 

B. Strategy 
. . 

Improve end exp.and consu~er set store sales in the commissary, 

Na.vy and· f··:arine Exchanges. 

C!falJ?\315 OF DIS'I?.I3U'TIO-r (MILITARY /I!·:ST I'IU'TICm .. L) 

Segment % of 3 & W ~ilitary Sales/~ of cutlets 

~ir Force Com~issaries _23.89 5.87 

Army commissaries 27.20 4.33 

Army & Air Force Exchanges 15 .49 32.42 

J::2.vy Exchanges 13.26 17.72 

v .f... canteens 3-7~ 10.14 

Institutions 3.5j 6.10 

Viarine 3xch.::nges 2.42 5.04 

cor,st Guc:.rd Exchanges 2.30 3.44 

Clubs & Eisc. 2.06 14,94 

TC~AL 100.00;~ 1 oo. oo~; 

I-:anpower 

:a & W is the only company that does not use domestic personnel in t~"'le 

military mr...rket. B & ·,; and RJ:i\ both have combined 1-:ilitary and irendin;: 

personnel. All companies use ptlrt time help, while all companies, 

except E & -..~, use full t1me/part time help_. __ . 
~-

Thia would indicate that total allocated hours for part tice help gives 

46661327~ 
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B & ~.; good overall coverage a.nd flexibility in that we oa.n ehift the hours 

to any location, based on our need. Overall manpower for B & W is ade­

quate to meet.our share targets, ass:iming current competitive !2-Ctivities. 
•. 

~ny increase in our promotional effort, howeve!, would require a small 

increase in part time hours for "set store sales''~-

··.The restructuring and· integration of mili te.ry and ver..ding hr::.s now been 
: 1'. 

completed. This will result in a stronger strategic thrust for bot:1 

segments and better utilization of resources, 

COJ.:?ETITIV~ EA~PO':IER 

~ilitary/Vendine Domestic Personnel Full ~it:1e/ Pc.rt 'l"iT.e 

cornp<:ny Personnel 20+;.~ Spent in Mil. Part ':'ime :{el n ~ 

B & ~ .. i 56(i;/v) c 105 

itJR 30(;.Jv) 124 60 120 

H: 35(l·'.) 29 77 40 

FT. a(;·) "' .. 94 16 50 

A~er. 13 ( ;::) 70 9 70 

I.&'·: .. 3(7>:) 76 15 68 

Sales by Segment 

3 & ~ sales in 1982 were off -9.5~ in com~issaries and -7.7~ in exch&nges 

with total military sales down 9.3% • • • • 

All B & W brands are down in sales in both commissaries and exchaLges vs. 

1981. 

E & W market share is also down in each _segment for 1982. 

46661.32'18 
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Stock limitations of 55 brands in A & AF exchanges, 60 in Ar~y 

Commissaries. an~ 65 in .Air force Commissaries negc-_tively impact j..,C'I. 

\'le are constantly attempting to promote margincl brands so as ~ 

to be delisted. This takes a disproportionate share of time and effort. 

Although, we expect to maintain distribution levels, major competitors 

have targeted the commissary segment for increased promotional nctivities 

and commensurate spending r~tes. 

cantri"nuting factors to the sales turn dovm are: 

)!tie' - incre~se in generic salef: 

- more overseas training (U.S. troope s~"lipped over on temporary be.sir.) 

- extreme continuing competitive pressures, primarily in pro~otion~l 
areL>. 

n. Generic S~les (8 - 12~) 

~s high as 17~ in some commissaries 

• 40:;~ h::we generic king size as # 1 brand 

. Survey indicates generic buyer is "price" oriented (81~) and 

: Y?:~ beginning to rationalize with "taste 11
• B & 1;! losing pro:riortion2tely 

: ul"" ~· Ymore sales than 3JR and I'J:;. Overall generic sales represent &p-
:· .Joc.v-' '" proximately\O~f 'of total military sales - and rising, witn most 

purchases com1-fig from commissaries (78~s). Th~ rise in generic 

sales further endangers the distribution of m~rginal brands, 

(i.e. maximum brands stocked remains constant) which is an in-

creasing threat to B & w. 

B. strategy 

The best way to combat this leakage is· to offer continuity 

pror.iotional, "collectable type", activities (i.e. silv.erware, 

record club, etc.) to keep the purchaser coming back. The in and 

out VPR won't work long term because generic prices ~re everyday 

·46661;3219 
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low prices. 

B & W ESTIMATED -SHJi.RE OF ?>~RKET 

Segment/B&\·i % of Bus. 

Air Force commissary/29.89 

Army commissary 

;:..&;.. Jo" !;xchange 

I·;a.vy Exchange 

rarine ~xchange 

/27.20 

/15.49 

/13 .26 

I 2.42 

coast Guu-d Exchange/ 2.30 

?romotions - Competitive 

BY . SEGE~N!r 

1981 Est. 
Shere 

15.0% 

1982 :E.:st. 
Share 

14.5% 

16.0% 

. 12. 5% 

17.5~ 

15 .0% 

Chg. 

-1.0% 

-2.2% 

Competitive investment spending continues by RJR and P~: for the mili te.ry 

market. J;1:1erican and I&ir: ~lso outspend Is & W with Lorillard at c.bout 

the sc.me level. 

~. R. J. ~eynolds 

i1:G.in thrust is in commissaries 

- S3 ,000 to .t:7, 000 allocated q_uarterly for VPRs to ec-,ch comrnissc;.ry 
based on local volume. Average per year spending this type 
promotion alone is about $3 1 000,000. 

- In addition, conducts national oilitary sweepstakes quarterly. 
Uses VPRs in all buying segments to supplement sweepstakes promotion. 

Use $2 store coupons (paydays) in selected outlets. 

Combinc::.tion of incentive i teme and VP:ls are also used in the 
exchange segment on a quarterly basis. 

- Part time help is used regularly to install/maintain displGys, 
stock and sample. 

Participates in all shelf agreements with exception of Army 
commissc.ries. 

466613280 

' 



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

Domestic programs are £ully utilize4 in the military. 

. B. Philip r.orris 

Promotional. effort is· almost equal in all military segments. 

- Combination of 50¢ VPRs and incentive items (in large ~uantities) 
are used in all segments. 

Cost of ince.n,tive items are equal to ~1.50 per item, 

- Conducts two military promotions per ;uarter in addition to 
using domestic. sales programs. 

- Conducts one military national (brand specific) sweepst~kes 
yer-rly in the commissary segment. 

- Conducts local (brand specific) sweepstt.:.kes using f.50 shopping 
sprees. 

- Brar.d fUnciing of pa.rt time help, when necessc:.ry, to c::.tL.c!: 
incentives, YPns and. for displ&y "WorJ.:. 

Conducts s~~pling programs at random using part time help. 
Fri:narily CO!'ldUcted in commissuries and nigh volur.ie excnange3. 

- P'c.:.rticipz,tes in all cc:.rton/shelf c..greements. 

8. Americun 

Primary enph~sis placed on Carlton and Lucky strike Filter i~ 
all segments. 

- Uses 2 free packs with a carton, ~1 off VP~s and 1 free p~ck with 
purchase of 1. 

Conducts monthly military sales programs in addition to utilizing 
domestic pro6rams. 

- With exception of Ahf3S, participates in all shel:.' contr:.cts. 

:Part time help is used .in high v-oJ.urne outlets t.0 2.ttacil V~~E 
and incentive items. 

D. L&JV. 

Placed all emphasis on generics. Spending large amounts of 
money to introduce and promote these brands. 

- Promote generics with 2 free packs, 50¢ and ~1 o~f VP~s and 
giving outlets free five case security displcys. 

All other I.&~i name brands are reduced by 50¢ per carton on a 
regular basis in all segments. 4 666:1'3281 
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BROWN 4 \t(Lt.UJiSDH 
1994 - 9S COLU:C'l'::(OH 

M;(SSl'NG 

( ) HXSSlHG llt ?.Lu SE'I'S 

( ) MXSSlHc:; llt CI.OSED AND ~V;\:EW SETS 

DEL'.S~:SD .AliD CH.Al{GED 'l:O ----------

l{O':C USED 

O~HBR 

ADDED 

DAO:CE o~ CH.A}{GE 

CtoSEO SB':C _j - '.:Lo - 9 b 
REVXE\f SE'l! 9 - '.:l-0 - 9 b 



- Part time help is used to attach VPR and free packs. 

- With exception of Navy Exchanges, participates in all c~rton 
contracts. 

E. :P. Lorillard 

- f.iain thrust is on Newport (targeted against Kool) in all segment~, 
with emphasis in exchanges. 

- Use 75¢ VPRs to promote their brands on e quarterly basis. 
Supplemented by usage .of large c;_ua.ntities of· incentive items. 

- Participate in all shelf display contracts/pay the most money 
for allocated space. 

- Use uart time help to attach VPRs/incentive items and maintain 
dispidys. 

Utilize all domestic sales programs. 

3rown & '.'.'illiair.son I'romotion Objective 

Develop and implement, trial and continuity, promotions for individu~l 

brands, to both maintain distribution and efficiently generate ad~ition~l 

se:.les. 

Fromotion Strategies 

- Utilize specific military promotional prograt:1s thr;t integrate adver­
tising support, P.O.F., promotional incentives and store "set sa.les" 
to maximize the overall impact and effectiveness. 

- Target promotions to competitive brs.nd smokers. 

Develop promotion events that are targeted to various milit~ry segments 
(i.e. markets and retail locations). 

- Spend against segments that offer the highest return or potential. 

- Utilize promotions, as necessary, to m2intain distribution on ~arginal 
brands. 

- Maximize promotion effectiveness by providing funds for local 
opportunity plans. 

Utilize p::.rt time help in the ir.iplecientntion of local promotion events• 

- Use national S~~ promotions as secondary effort. 

(- Spend against total brand with emphasis on pGrent to mruci~ize return/ 
scles. 

4G66132S1A 



- E~poasia on the placement of permenent displays in high volume outlets 
.to assure continuing exposure of promotion programs • 

. . ·' 

' ! 4666132816 



Promotion 

i.ittonal 
SMP 

Milltety 
SfoP 

Military 
Secon:iary 

Local 
Options/ 
Te rt lacy 

---·-····-·-·-·-·--~------

l9BJ MILITARY 

AlOMOTIOHAL CAt.El()AR 

rll Ma tember Cll::tober NoYl!IT'be r 

I IC.IXl. rAMILY ~ I CffN VIC ·r"'l I llCCO. FAMILY SM' 
I -self-Liouidator I I I I 
I I I I I I I I 
I I I I I I I I I I 

I VtU:AO'V' I MldAY I All SRlW\5 I 1:11\RIDIV I IWflt:A 1 11:.LAIH All SAAl\tls 
!-Con. VPR'sl - Tl1> lricenti~s 1 -M.Jsie concert -Set Consuner Sales I-feature In 1-Ca'ltract I-Store salesl-conm Store 
1-T /0 Irc1!nt I I I PCP (paydays) I I Store Sales I vpr's 1-Sanplin;i I Sales 
I-Target I I I -Stcire Sales -Sl.00 co~s 1 1-Sl.OO Off I -SJ.00 orrl l..£ia:h. TIC 
I Snp. I I rJ; I I ..Ile serve E Keh. T JtJ Pran. I Col.20!\ I Cowans I I Promotiot'. 
I YOLfl CPINION I YOlRIHll>I YOLfl <J>INlON I Ytul G'lNl~ I Yeuf OPINION I YCUI OF>INlON 
I -UtHize Incentive I --Omcentrate on -Concentrate 1 -coricentrate on I -Follow UP on KOCL I ~rrprias!s on all brand 
I left overs rran t.U1 I left over on Rlll..El~ I all styles in I ~sh: I I styles, X-mas 
I Ctr. 821 I raaterlal rrmi and EF.:LAIR 1 El(cti. I I I prorrot1ons 
f I I VIC. & BARCLAY I I I I I I I 

National SM' prog""' Js 'lie DanesUc progr11111 fll'lded by individual braflds. 
Military 51.f> fS a r>atior.al military prQ'llOtioo runded by specific Brand GJ'Ol.OS, 
Milltaiy Seccn:.laty ls the national m1litaIY program flJl'ICled by Special Har\cets Oepartment. 
Local (()tic:rts/Tertiacy ~ .. ; ftroed ·frcin loc:al Uf> funds ar-Cl special alloc:aticns of ruods ancl/tlr incentive ltB!IS rrcm Speclal Markets. 
rrCJll time to time spec!-:\ distribl.ltiCf'I drives will be corrlJ::ted in lt.is pl'a!lltianal category and additional f\TICf11'1Q made avallable. 

NrrE 1 This a a planning ca!~ .. r;ar for use, specJ rtc details and ctlanc;ies will be t'onaroed to you on a OJarterly basis. 
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AIQCT 

lllWfD STYLE ~...!. 

IC. l 89.4 

llCL 100 911.8 

llCL BOX 18.2 

110. "p;lf'T It 14.6 

llCL PIRT I 00 37.7 

llEL It 98. 7 

llt:L 100 11).3 

XOOL MILD 96.0 

lOOL LTS r; U.7 

ltOCL L TS 100 63.6 

11:001. ULnA l 0.9 

l:OOL ULTM 100 49.7 

RAL LT! l 5].8 

RA!. LTS lDO ~9.0 

VIC Rl. l J.6 

VIC 1U. 100 27.4 

--·--"---·-···-·--·· ··'· .· ---·-··· '-----"--··' --'------

Slll'PORT o.\To\ 
19114 HI l.ITARY 

~_J1_!Jf:CTIV_t~ 

PRF,,'!_F;!I' _ o\~ O~!~CTlVE ACV 

AF 
CDMH. 

88.6 

91.0 

:Zl. 3 

:n.2 

56.J 

99.8 

97.9 

'11.6 

51.9 

80.0 

67.9 

77.9 

76.9 

68.J 

26.4 

4).2 

NAVY AllHY AF 

~~ P:.~ OVERALL ~...:. COHK. 

ltl. 5 92.0 7J.6 9().Q 90.0 

40.J 85.~ 72.6 90.0 92.0 

3.6 50.0 22. 7 22.0 2J.O 

7.5 SZ.l 21.l 16.0 42.0 

7.5 54.3 31. 7 42.0 62.0 

88,6 98.6 91.1 100.0 100.0 

64.4 90.1 78.3 85.0 99.0 

97.l 911.9 91. J 98.0 95.0 

65.0 79.4 55.4 45.0 54.0 

14.'I 77.7 5&.4 fill.O 115.0 

4.9 5R.6 41.3 50.0 70.0 

Z.5 59.7 "5.~ 53.0 80.0 

!I. l 67,0 49.4 55.5 eo.o 

1.8 56.0 46,9 63.0 12.0 

'·' 40. l J9.:Z r..o 28.0 

12.2 411.& JI ,6 10.0 48.0 

'llw ov~rall 84 ohl~ctlvr for ACV distribution ls to 
~•·tcctl.,..ly/Rtr:i!r1:lc"lly lmJlr<WP Jl~trlbutlun b;1,.cd on 
Jndlvldu'11 br.,nJ ~ty1P p•·rrnrMnce. 

In ,.v,.ry c:os ... an .. rrort vi 11 hr 111;1•lt• to ,.;t.,~k cnr "tyl" 

cf '"' lmllvl1lual luv tar hr.uttl. ' 

FundlnR to lnlr<•d11rl'/••"'"hll~h ;m<I 1Mlot;dn cll~trlhutlnn 
vi 11 co,_. f rrnu l IU" ~1•1•c· l-il H.1rk••!" 11ml I.HI' ln><h:<"t". 

AAPFS 

4J.5 

43.S 

6.0 

9.0 

10.0 

90.0 

\ 66.0 

99.0 

68.0 

u..o 

8.0 

5.0 

10.0 

4.0 

6.5 

lJ.O 

JIAVT 
EXC. OVtllALL 

94.0 sz.o 

90,0 76.0 

54.0 25.0 

ss.o 32.0 

55.0 t,S.O 

100.0 96.5 

9).0 83.0 

99.0 91.0 

83.0 sr..o 

110.0 60~0 

6J.O 46.0 

'3.0 50,0 

11.0 55.0 

60.0 li8.0 

4).0 22.0 

50.0 J5.0 

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



' "•~ ' I •' , • I - ~ • ~ • • - •• J "'- ..1;.._ • • • 

CC: 

o,.\ TE· 

.. 

I•. -;,, .I 1Jh1\~·.tu11 

.r. 1\, Hrout~ht"" 
I>. F'. 1_:hri~;tt..:11sc11 

G. :\, 1<oi-111:i1:'-' 
H. 1\111,-:11 

.f. f'. Pici,;»l 

F'. fnd'-<11 
l'. L. Mcl<euwn 
J. 1\ck.en (,\Ml.) 

!-:. /\, Vc;;tcll 

Th...- f<oll<"•w111g ii; .~ r"eap fui· th" firtit phas<> of !\dion tak•m by Iii<! Milil!\r~; 
Pcmnuti•:m T~·~k Fr.•i·ce, wliiclo wai:; conveued suh~eyuent lo thf' No"emb"r 
!\rea Mat1a.i;:cr:-s' MPeling heloJ wil.h thi> B1·and Gro11p. The Uislo force ""'6 
d1:\rg»1l w1th an:ilyz.rng the. c111·rcnt rnilita1·y saleR potential for Rrown & 

Willianu:;on, ttie curr'-'nl military dg;1retk market, the acti·;ilii;s of 
1.:umpetit.Jur1 o.nd ch~v•loµ p,..-,n1ot1ono.l obj.,ctivefl, strategies, and fiually, 
p1·o;;:ra111s t\Jnl wiU r'li~e 13rowro & Williamson above the compt.:titivc clutl;-1· 

with C•)1·re sµ11udin~; ~:i.l~a in(:rcasefi. 

Approxi111atel:· Cllle y1~Ul' a~o. Ruger Allen devL'lOpP.d a 1-:un1prcher .. s:vc: 
r(•p:.ffl 011 thr: rr1llilary 1nfi rkel !ur dgaf~ttL:b. Ar11on15 the Key tindi11g!-:i 
w errc thP fa•~tr, ttrn.t Browu ~. W1l1irunson bra.nus have 1w\ kept pace willi 
tbf: tutal rnili\d.ry cigcu·->ltP. mark('t, .lt was f11rth<:r pointed out lha\ tlw 
i11c1d~nce of s111oki11g i.5 hi~her in the mHita1·y than Ille civilian p<•fH.Lls.iion. 
The 1·eport r"inforced the fact thaL many mi1it>1ry smokc1·a can b°" 
dassif'i.Htl as "bto.rte1· l>mCJlcl':rs" :..nd approxim11tcly 500, 000 military 
p•crsuancl rf"\ut·n Lo the c1v1lio.11 scctur each )lt".ar, 

lu ~urn1nEt1·y. the n~pui~t served :tO lt'.0 wHrnin~ J'J1r~r.:hu.1ti~n1 Ulat nr-:::•Wn f..· 

\Vill.i~utson inL1St rc:in.forcc: its rnilit.J1'J' r1".l.~1rl'.f:li11c (.·(fort in oi·dcr t11 ta.b.: 

u.dv;."uH~~l.! of th~ pul·~·ntial. i11vL>lvt:d. 

At th .. _: titnr· llf llit": i\1·F;a. I\l;._1trng.::r~ 1 !Vll.!eLing, .Joe i">it.:.~e·J pl·uvid·~d c1 1·evh:w 
of ... n1~l nr.-·wn & \\•illi~unson anti <.:u1npetilion an~ doin:; ir1 the way uf pru-
111otic>11JI su"•p(•l't fo1· their .-;:,.cious l;rand styles. !'he m:.<junty uf "~tiviiy 
('•.·nl~rs :i.1·(u1r1d ci·nt::_..-o!f utiCkf~r~ ~u1d/ 1)r t~pP-un tt~r~1s. 
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L>Ul'ill![ IJii-; pn~Hr~nt:.itinn, 1\'h·. fl1-:g•:l .l'~~·quL·~teJ i.J.tJSi:-Jtance fr0!n the 

tht~ IJ1·au~i <.i1 oup tu C.cvcll•µ a ra.ll!!'; of n11d orga11iz:~ti1)l1 fut· rnilitnry 
JH'c;1'l'1(lliou:1I ar.tiviU~·a, l'hc µri..:nJqui::-:iil.L· of tlH~ o.:;ttlst1•.nce wi\8 that 
it rauul 111•.1\lc Or·<:iw11 i'lw Vv'illiam.~r1n 9.h(~£HI 1"1f "-'<.1111p~tilio11'h cffurtH 

and P\"OVidc reir oh<1rl .1utl long lenn ~ruwth uppnrtun.iliel5.. 

/\t the rr,']11eut •jf o.nu with fi11;onr.1.d aiu rrorn, th" Braud Group 
eu1ph.iye.J A.cti.1Jn M~u:ki~l.lnt; Litnl.lt!d lu do a d1..!la.i\FHi analysts cf 
th<' rnilit.:>ry HHld'ct pr<Jr~ulio11aJ pokntf;i.l, prciviut: a ae1-ie1; uf 
i.c\Jvities and oevcmts that will or;;aniit: 81·.,wn & Williama•m's 
mtllt'<l'y dforli> anti g1vP. the ~ompRny th"' poknti<il for 11 l~a<kr-ship 
position i.n prnn10Uun. 

JI, Fncts 

• 

''.: 

' ....... ~ 

llOTICE ll' l'llt: l'lLM LMAO:C IS LE'iS fl.EAa 
THAN THIS NOTICE, !T rs [l\i(; Tl) T!I[ 

-UAllTY IJF cl'Hr. l.•11c:o•:ff~T r.r. r ':C r !1.":;'n, 

11. 

.L\(:li•:e fl1it.y 

l1C'tlrPrl 
Reservists 
TOT/\I 
Sro.L)kcrH 

:1, 211~. IJOIJ 

~.:J"5,0fl(I 

!.!.l~3.000 

7. fiC\3, 000 

:~. ~?11, :::!00 ~'r 42. 5~·'.; 

.'\nnt1al militAry exit lo domr.·stio: • 5110, 000 indiviuuals 

plus rif'pemlcnts. 

C. 1~17tj rnilil~4ry cig:l~·l'.lt•~ ~.1le~ ~<~'.">1M1\l L)f' 2:~'. J billion 
11nit.s. 

Jl. Cli;~1·f>ttP.H arc third l::i.r!£<>6t fJ~leB c:itcgo,.y in military. 

r.:. T'i:r· capitl\ cigarette "'''•'s und consumption is reportP<i 
t•) h" at 50% gr.,~t•:r· th~n tor darnestlr nnrket. 

fo'. 

(.;. 

II • 

T·:•t:-tl ni1lit::i.ry cigan:ltc shiprnentG fr·orn :!.fi. 1 hilhon 

nnitM in 1~)74 to 2.i. r, l1illil111 1 .1 1 1it:~ i:~ ~\i'/ 1 ~ '1· ··.•.1\ '• 
1Sil1iJsnson sales w<.·nt. t;'i'J)"11 ~- :, 11;111.•:1 ·J'·i 

!1.l 4. hill inn unil.:l i11 1 !l?ti 

'l'r.1t~! 1nHil<-1r·, f1'.:-i1 het 5hitt l~.174-HJ"IH: -'.)fir)%. 

Bc·own /,i. \\,fi\Ji~tlrt.5'.>rl rni\lti:l:"_V lll.Lr·~el Shift 1!'174-19 .. /1.i 

- ls. O~":., 

T 1A.....i! •:iv~lii.ln c·i,e~1f·,:.ttf~ . .::hirint('nt::i. fn')n1 :)50. '..! lii"llilln 
11nit:-:; in 1 ~q4 trJ J11. ~~ hilli1.111 rmlls 1n l!"'•'lG. nr·11wn .~ 

\Vilii='>.nlSl•n ··i·.-ili.tu stiirnnF·rif.:..; w'.:nt fn1u1 ~17 ~-, l1illic,n 
t1111r~~ 111 1 1 1·1'~1 ~u !13. ·1billi1">111111il;, 111 l!J70. 
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m. 

··~·. 

tlOUC~ H 'fl!E fll.M HL\r.E IS l.Y.SS C.:LE.\R 
THAN THIS NOI!CE, IT IS Dt•~ TO Tllr: 

JllllilUALlTY o,· fll" n11ru:.n:::T Ill' I ~r: I" 11.:·Jl-:ll, 

:) -

I. T1._>L111:i1:i]i;-\n rna.1·kr~t shift l~.174-J~J'lB +'..!. 7]·~t•, 

HroWI1 r"- \Villi:11t1J1.'ll (·ivitia11 m:·u·hf't ~;liift l!.l7i:-I~~;ri 
_,,. G..,:.i. 

J11·rtnrl l"~llk illJ~. 

l\r1ilit:l1'y 
llt·~ml -~,~. ----

M:H·ll)l)I (I l'.1. 115 
\Vin~ton H. :1G 
S~Je111 ~. 7,1 
l\UOL '.') . · t ~ I 
l·~c;nl 5. 1-1 

i-'"11 M:>ll ·l. !l:~ 

1>8.H ·1. 17 
Canlel :L 7~ 
H•\l.LlCll 2. f!7 
V~1nln1~r! ~- 4[1 

~1e rit o O" ...... , 
1:;EU\JH ~l 

VICP.HOV l. fl7 
Tnrr:yl<•ll 1. ll2 

Recn1nrnf•nUations 

1;~nl: 

0 

·' 

c 
,) 

~ 

7 

1 n 
I l 
12 
l :~ 

14 

Ci•1iJLu1 
·:.r, 

l G. I I 

14. 67 
fl. ~1'.l 

I 0. 01 
4. [15 

6. :;~ 
4.34 

4.0G 
~. 07 
2. nn 
2. :n 
l. •\:; 
2. 14 
2.11 

u 
13 

~I 

11 
14 
le 
IO 

fl. !'.larkNi11g il!\•l promotional objecti·.-c;:; ni11~t bt> <;«lal.Jlish"oJ 
by bni.nd style for the military nrn1·k~. jointly by the 
'"<:-Sp(!!.."li.v(: brand n1~11~g-ers ancl the rnanag1Jr· uf 1nilitary 
:~~I e::s. 

II. A yc;ir·ly niililflry promotion c·alt:nrlar should lie.­
•:st::il.di.shi:(J th:i.t will ow:rlay th~ ch'ilian SMP 
~·:'i11:c.i'1l•: (.>•'(' P>:h1bit 1), S.\'IP e'lenl 11rnsl wurl< on 
p~u . .:l~ or carton i·.1ck.· 

c. Custmni7.ed milit~ry prn!Tlotion~I cventi; sho11Jrl be 
t .. stect [or ui;e on 11 r·«l~i<>nn1 hA Bis or nali<>n"l lc· .. C'l 
if civili:•n SMI' df':t1v1ty is 1101 appropriate IQ the 
nlllitt-u·y !Tir-\1'1'.t>t, 

ll 

E. 

A 111;irketint,: infvrm~l\on system must be tlev.,Jop"tl 
that i~ Heneitive to f.Jt'omnli<m<tl ;;c:ti•ilie~ on'' lc•caliu·d 
lJ ~I~ i :::i. 

l\ Coq.1or<1te J.11,igot of ~O. OM Hho11ld be• ~sl:i.l;JishPd for 
lhl sc(·ond fii=ilf of 1~!7n in ord~r· ll• ~•!dt ~~v~Jl t>ventf-i 

("'"'' ""l11h1t [[), 
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1, 

-· ., /ltr:; 

.. 

- .j -

F. 1\ Lurporal'e budgo.t o[ fJOO .. OM ~lwllld b .. ""talolisb1ed f.,,. 
1~7~1in1;r·d~1· Lo l!uld five natt.:•11;.l milit.ary ,,..,,ntR Mid 

eight regi011~l rnilitary even!.•. Bre'<kt:!ve 11 i.'l J :i, l I] 
convBrlr:rs or. 5% s11 .. 1r•~ h1<..:r~'1.oe. 

(;_ Th;. •:lltT•"lt kvd .-,( rnilitnr-.Y I.MP funds bi! oub:,itanti:dly 
l"'·dLh"'t=>d and th1:~ n:'duc:tton 11~: 1~Jiann1~l,:d ir1lo ltt(· n-1ilit~iry 

n;:,rkt:l ~.H"ornot iun bwJ~Pt. 

11. Clnnnel ctpproprial'.! lt-vP.15 o! 1nt:dirt advertising ::tga\11at 
th~:· rn.il ilfl1·y n·i:;i.rkc-t th:-it. 'Ndl ~upp<n·t .::ind rPinforc~ llllJ 
pr1)T'llOt1nnal ;;..rt ivilit•S . 

.'\, Obt<Jin Man«;:c·rnent cc•rnmitm~nt t•> rnilitai·y rromot1on 
pr1..>gram. 

H. t)bt.:iin ~;Jlc-:-.s and n1ark~tlng n1ana~'.t:!'I11enl support of 
mililar-y promotion pr-:,gram. 

C. Ll12vel('I·' scnsitizad "!va.lua.non s.vstL:rn fo1· milita1·y prornotiun prugrf.lm. 

0, Huve .\1~rkctlng Infurmation do up,fat" of IJl'and posltionR in military 

ff:. a rl<.cl. 

E. l•:stobli"h Lrru1d8 1 niarkctillg :.nrl pn1motlonnl nbjeclivt" f(•r miliLary 
in.:i.d;.et. 

F. Provick corp•)l·~tc funrti"g c•.·rnnritlnH'nl ft•r l 97[1-l'.n9 Rnd b~yond. 

II. 0Pvelup .iclnal l(17Q military pl'umoli•ll• C><l•!nd~r._ 

Ii. ,'\ . \• . 

NOnCE IF THE nt.11 r;w:t: 15 LCS~ CLCAR 
l'!I~ THIS i'IOT lff, lT 15 hl<[ TO lllE 

~UALlTY OF' nu: Jl;JLll~IL\T llr.T~::: rrl.~fP1. 
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,J ::1nua.ry n1::1.i\ 111 Ft·•~e fl.1.ov1 1;: 
1\ 1 I -~·I. 00 coup<m 

['chrll<.LL'Y 
l~ J': Li\[[\ l,. rt"~ t.' ~.,1rivi•:: 

All 
:.o.~ Slick-Un Cll\lpOll 

"'Jarell 
ARCTIC !_,. Frt'!'; rt.cc:. f:q. ,\RCl'LC ;·. VRL F.l•~er 1\11•R 

Apl'il ARCTIC l_. Fr1~I'.' H•:'1.~. £4. J\11.C'flCI'-. \' R!. Beer ll.1t1g 

Me.y VKI. r-1·c~ l-'il1n 
RA! .~:!Gil Lt. Progr"i<BiV" l'\ef1111d 

.lllllt' 
VKL Fi·ee F"iln1 

R.J\ L b\Gll Lt. Progre:Esive Kdund 

.July 1-:SL Hu.tile Garne hSi, 
Sl1opµing Spree 

August K;;I. nutlle Ge1n1e LSL 
1 J•; Slick -Ou C•Jupon 

Sept.::n1ber Bnrnd 'fl' Free Coffee l3rand 'B' Double Bu<:\'" 

tuber B r••na 'Ii' frt-e Cf>tfl~e 
Brand 'B' 

Double nucks 

November Brw·1.J In~ £'"'""' l\•l•"JVii:' All 
Liquidator 

Decernbt:r· Bl'a11d 'fl' C:rc•;! i;11Jvi•' All 
Liqu1 c\ntoi· 

·.' 

'\: 

NOTICE Ip Tti~ FIL ,1 . 
THAN TllIS NOTICE • I lM.\lil: lS LESS CLEAR 

"'VJ\LITY QF THF. \l .. JCl} _ls nu!: TO TllE . . 1u1 J P.I·. r,..~r. r r1.:w.n. 



.luly 

August 

Sept<.'mber 

Oclober 

Novtember 

l'IOTICt: 11' lll~ flLl1 HiAGE IS LESS CLPAR 
THAN THIS t;()TICI!. l r IS DUc TO l!IE 

.U.UIT'f OF TIW. l1(1<:11~i:·~r r.r.~~·~ ''ll.:11:.". 

Free Cuff.-:~ 

H Coupon 

Pr-ugr~s!:iiv~ Hef1111d 



5-YEAR PLAN -- SPECil\L. MARKETS 

U. S. MILITARY - COOS 

SITUATION APPRAISAL 

The military market will rema.in a very viable market with a consumer base in 
excess of 6.2 million people worldwide, or 2.63% of the total U. S. popula­
tion. Department of Defense studies currently indicate that SU of active 
duty personnel smoke and 83% are age 34 or younger. It is believed that the 
smoking incidence will decline in the future due to Department of Defense 
anti-smoking pressures. 

B&W has the opportLnity to reach a young adult segment and develop long-term 
franchised smokers. The military market serves as a feeder market with an 
estimated 500,000 individuals entering/exiting military service yearly. 

In 1986, the Department of Defense initiated a program to reduce smoking in 
the military. Army and Air Force corrvnissaries now permit only coupons to be 
used in the commissaries. All other forms of In-store promotional activities 
are prohibited. The Department of Defense• s overall objective is to have a 
smoke-free military by the year 2000. 

The Department of Defense program has negatively irrpacted our sales and prano­
tional activities. While the restrictions will continue to be enforced, we 
believe that the program has peaked and no further major restrictions will be 
irrposed. The future severity of these restrictions are directly related to 
the elected and appointed political figures (i.e., Secretary of Defense, 
Chairman of the Arms Services Co11JTiittee, etc.). 

The military market will continue to decline due to various factors. However, 
it still accounts for 2.6% of B&W's total sales. Overall, 1986 total military 
sales have declined 7 .1% year-to-date June 1986 vs. June 1985. It ls felt 
that this decline will continue over the next several years but not at the 
accelerated rate that it has this year. 

Competi t1 ve investment spending will continue to increase in all segments, 
especially in the value added brands, which now account for 22.5% of total 
military sales. 

Currently none of our competitors nave any l'SL.••Li.l . .L ~.:I ic!:·J ~ ul.L ::(:y·,x,t_, . :.J,_~, .. :,_; ... ls 
that have grown in market share during the last 12 months. The consumer has 
become less brand loyal and more price conscious. This trend is expected to 
continue. It is imperative that B&W establishes itself in the Black & White 

464608344 
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TD: 

FRO~·:: 

July 7, 1983 

Fegi0nal Sales Ma~ager; ~ivisio~ Ma~ager; a~~ 
A~~ist~nt DiV~$iO~ ~ana~ers in: 

He.gic.:-. l'i - Sa:-i Dieqo· Q.::,·_,isior. only 

Victo= D. ~in~sley - Newpo~t Assi8lanl Bra~~ 
Mana'J~r 

NEWPORT' s 5i'.N =·IEGO m·wAL sT1a :;:01{ MILITAOi.Y PROMO'I'!ON 

Newporl's military promotions have been a great success. At ~h~ 
la~t rn~litary promotion alone, we we~e able tc dis~=~bute ov~r 
20, 000 Ne~c:rt. sar:ipJ ~s and hundreds of Ne"--port premiums arr.one; a 
h..:.gh conccntr!l.tion, of targeted N~~l?O~t srr,okers; V. mos•.> caet.il.'e 
au~i~nce. Well our next stop 1s San Diego Neval Sta~io~ in 
CalJ~nrnj~ ~hAre ~ewporl wiiJ he:p cel~J)rate the San Diegc Kaval 
Fair., And it's going tc be bigger and be~L@r lhdn eve~ b~foce, 

The cxcitcncnt bcging ~t 1900 hour~ (7 p.m.) c~ Frida~, ~ug. 19, 
\vhen NewpC>:ct n.;.ns the first event of: .i.1·~. "i•.1 :'-'"' \·/·i'·t·, ·p':.,·.,:"'" ...... '' 
M~li.t.nr'y Ch<')lleng<!, TlllP. }k.i..•t',:.,·! '-•r •':)l 

Auc;ust 21. 

All events have been tailo!'.'cd spccifi.cally for the S<:in ~iego 
Naval Station and includ(:; a nTe·c.m Ol;::;-eacle Course," a "icam Pit 
Stop Compc-::ition" and a "T~i-Athlor_.''. A schodulf". of. e:vP.ntf'.'. 1 r:;. 
attached for yuur r~fer~nce. In atlUition to the events, Ne~port 
sample9 and premiu~s will be dislribule~ throughout the ~eek~nd. 

l1lthrn.1.HJh nc, sales :orcc activity is· recr\:Jir~d, plt?.<JSP comQ on out. 
t.o t~.c Sal! Di~go N<l\,"I) l Sta ti on "n<l see the Ne1>.i::ort ~i 1 i t<'l ry 
Challenge in action. ~· 

/be 
At ta,~hw:mt 

Ul 
N 
~ 
0 
w 

Victor D. Lindsley ~ 

•••••••r 
http://www. lori l larddocs.com/gctall img.asp?DOCI D=X52803 77 /03 79 7 /9/98 
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ADMINISJl1AliVE M~\IN~ -.... 
INl}!ALS: ~DATE: - i, 
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I 

~-c:f I 
BISHOP.: llDERMAN, COOll\, PURC£:U. & REYf.40LOS 

Roberti Lewii; 

From: David E~ Satterfield, III 

Date:: May 30, B86 _,,,,. 
Subj: P.ac:ket relating to' cigarl!tte me:;:crui:~dising policy 

in inilitary commissaries. . . ...-
.,.,,.,. ... ·"' 

,,., 

Enclosures: 

(1) FrOQ'I th~ Packet - ta) Notice, to the trad~ 

~age)·.qf8 
.::. ' ,, 

f 86-15 -· Department olj th@ Army·; ( b;. Air Poree 
document dated April 14,. 1986:; and (~) Message from 
Air Poree Condissary S~rvice, Kelley Air Fo~ce 
8ase. 

( ZI Copy of: DOD O:ir;ective 1010 .lO, dat"d .March· ll, 
Igs6 (5~~~Jc..ets and underline~ added ~o identify 
po.rt1ons relatin9: to· cigar~ttes). 

Genfrrally spea~ing~ the actions 8~t ou~ in. enclosure (1) 
focus· primal"ily upon activi~ie1> which ra:is@ the visibility 
of cigarettes •nd other toba~o product.s. offered fer aale in 
C:ommissa.cies,, w.i;th speci&l emrihasis u:pon· adV"er.tising and 
special s~rvica-oci~nted &Ales p~omotions. 

It should be noted also that encdosur:-e r2) I issued hy· 
Oepu~y Se~etary of Defense Taft,. has not yet been 
impl@rnented by t.he .l\rrny r N<ivy _ Marine. Cat:p3, Ol" Air Force. 
?'ts eff·ective date i& .Jume l, l.986: h~ver, neither the 
Armys lllb.vy·, l'iarini! Co:t:p15, or Air Fo:t'ete has. imple~nt~d it· aa. 
of this. time. You will note tha.t it "'1-?liS forwaid~d to l\:Sst. 
Sect. M:ay~r~ ASO(KklHealth; ~st Sect. Co&, ASD(FM,PJ Poree 
~tl!l.~.a.<Jement and l>e:raonnelr and Asst.· Sec.t. Webb. ASOF\RAI 
Res@r'll'e• Af fairs 1 for further· f!l'lpl@.Bient.a·tion vi thd.n 90 day a. 

I have b@en inform~d that the dacllllleAt& in enclosu~e (1) 
da not rcp.ceser.t DOD ~cticn. Instead,. they aro1 the · 
voluntat"y proouct of the· Joint Sei:vicea COl111'1iss~cy 
Co.mmittae, comiJOsed of ~OrMtiS5ary.· ~epresentatives from ~ach 
service. 

···---------.· - ··--::·· . .---~~: .. ~:~~:·:~)~[-

http://www.lorillarddocs.com/getallimg.asp?DOCID=87704554/4556 
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Mema to Rqhert Lewis 
May JC,. Ha6 
Paqe 2 

,•' ~ ,I ' 

Based upon conversations with individual~ who were privy 
to the acti~ity of the Joint Sarv.ice <::om~ittee. t~e decisiaD 
t.1:1 act e111inated. f ram 'k.nowledge of recen.t develO.Pfllenta ln 
Cong:re:.ss,. the decision. of the Secxl!tary: of· DefenGe, and the 
e~i~tence of DOD· Directiv@ 1010.10. It would «ppear tbat 
the Co.mrr.t:tteo: dec.iided ta talte certaiin voluntary actions 
which it waa certain wc~ld result eventu~lly from th@ 
swoking education and no £mokin9' promotiona proqr.ui 
indic~te~ in Directive 1010.10 .. 

Appa~ently they S:ou9ht-to f@restall the inevitable with. 
thE cxpei;t~ticn that their @ffort would prese~v@ a~d 
maintai.n the martet.tng leve·l of ciqarette sales- i1r 
co1DJ11issaries- :by reducicig· their· vis!billity as .specialty pr 
uousual ~~adu~ta, outlawing. service-ori~nted prD.11\0tiona of 
the sale of cigar~tUes vis a vis general plllhlic prom~io~~, 
and vo.l~ntarily sc~tinq"""'°theic own standard for a·sing~e 
displa~ea ~a~aing. 

By 111ay of Clarification~ lt snould lH!' notedl th:at 
stocking tobacco products ia ~gOfldol~ rans• ~eans shacking 
~hem on ti1e open shelv~nq which extends along either side of 
custo10er aisles, just a·s other it'i!ms <>ifel"ed for aale: are 
~tored, ~h~ prohibltian against stocin~ tobacco Pl"oducts ~t 
"end cap:i ... I"af e r:s to di spl!ay1;- d t the butt-end of 11.iia le 
gond0la shel vinq a' long c1;1stomer cro:Es a is:les·. Appar~ntly 
t.hese locations a~~ considered special and used for 
promQtional i~ems. Thes~ guidelines also prohibited tobacco 
adve~tisin9. which was c~nsidered e~sential to lowering the 
visibility of tobacco pLoducts huti which, it ~as felt, would 
not advP.rsely Affect the le~el o.f sa1e9. 

I ~as confused by the lang~aqe de~ling with •m6v.!ng 
l~nguag~ a.dvice" to cig..a.re.tt(! purchasers [See item 'B. on 
riage two of. enclosur(! ( l J (cl:]. This \olculd nie~e.ly inform 
purch:aser!; ic. t.h.ose stat.es. whel:'P-' iJt frs ,'lppli.c-.'lh"t<'." r'f 

limit;ntion on th.e number of ciqaretl;;t::" ·11-. '; v. 
of.f b~se, f"ree. of !lta.te. tobacc~ taxes.. 

It 'illa5 made clear that th~ Joint Cornmittea:v~ 
at.t.e:rnpting to remo11.e the high visibility: of. tobaccQ 
pi;-oduct.s', which they feared woi.tld invite harsh futuira DOD 
action wh1ch would have the potent~a~. @f cripplin9 cigarette 
s~les ~n.all com~issaries. 

Cons i.der in9 the p:c-esent ci t".cumsta;nces,. 1:!$p.ecia:l:ly the 
attitudes of so1ne high-level• 00.0 officiarh;, it f.!J easy to 
und~~stand the purP,O~e and objec~ive of the.Joint Se~vices 
Commi.ss<iry Committee. Ttreir eirercise Of' thi~ kind o! 
initiative ju~~ might ~~complish their goal and p~~vent 
gr~ater un~ontrotled damage in the long run. 

http://www.lorillarddocs.com/getallimg.asp?DOCID=87704554/4556 7/9/98 
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.Me.1'110 to ~etbe~t Lew.is 
!"lay 3'0, l98'6 
Page J 

Page 4of8 

•• ,.,. ..•.•••. c~ 

I am suce you1 ag.r:ee t.hat the sens·r:tive nature of :i::emarks 
by· other.s deali.ng· with mot.ivat:fons. which. led to the .Tolnt 
Cort11J1ittce'a unanimous action~ and e•pe~ially indi~ation& 
upon which I have OCJLHl • .tructed what I believe 'Was the ~rpase· 
and in~ent of. the me111be~s of the ~oint Committee, demand 
confidential i t.y •. Ob., ious ly, ~here. are those 1.n the Tl 
organization and in• thie industry who need to koow. ~nd 
sho1.1ld kno.", what thi:;. is; aill albout.. l would ~op!! that t.h~y 
will realize t~at the need to kno~ hov this came about does 
not extend !ieyond those at the h.iJ9hest policy,· levels. 
Shou•l<i some o! this tnformation' reach the wrong hands or 
become gene~al knowled~e. there· can be ~e doubt t~at the 
ul t.jjri1atc r:-e3ul t. wi;ll .be far more drast.iic. 

httn://www.lorillarddocs.comfoetallim!:!.asn?OOCTD=87704SS4/4SS6 
7 /Q/QR 
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Nov<:imb.~r. 118, 15eo· 

'l'o: 

F:ro:"l: L. J. Cl~rk. Jr. 

Re: LOL'.'illa~cl 81J;)plying c.iga.1:e-t:teG to t11e White Hou~e 
Mi 1 i L·) ry Ofi ici: 

Dear M~. St~V<O!m:, 

This letter is .in r~r:ards ~o o•J1r teJ.eph:xH~ c::.i:iv~r~~t:l.or 

0::11 t>~ver..b1?·:: 11, l9f'!·'.) rel.::-.Liny to Mr. Cliff S~:n::roc~ of t11e 
Military Of fici;, in th1;, Whi u~ HCu:::;l~. Ma: • Sharn1ck has not bee ::-i. 
contactQd l":y Mr. Ri;.sqan' 5 t:i::.:rn:.:;il.: i c1n gro·.Jp at thib Li.m~, but. 
he W'.'.l!'JtS tc b~ in il position t.O C\dViSC! t.hern if tld.3 pragr<:1m 
i.s avail.able. T .or i lla rd i ~ t!1" rJ11 l 'J toh:1cco conp<iny Ml:". 
Sh<1·r.cock h~s ccnta;.:ted at tl:.i..!':I t:in.e:. 

Mr. Sharrock tdvisc:>et 11~~ tb~t l"'hil..:p M.01~r.:fs. J::a..s <1 c·ontao::t 
th~t hds closn rela~ions to Mr. R~aqan·~ trn~sitiun t~~m. A~ 
you· a.re a~aro·, F.hi 1 ip Mo:::-.r is it~ d.J~i t io:-i to I.or i 1];'1.rd supplied 
(;iif\::r8.tt~!::I to th~ n-:.ili ta:.y ufticc: c r the White Hc..ui;;~ and l\.ir 
For(:e One. 

Mr. Shilrro~k said tt~t he· ~ill n~cd ~ l~fter of reply on 
our position in l11is TT'.'lti::_,~':'"- 77;i.-. l..,tt.p"- ~h,..,,,_1.1 i..,c: ~d,~:.·.~.,,--_,.,'l' 

to: Mr. Cl.i. ff .She-·(-·.· ;; Lon 
1.lC, 2 0006. 

I recom:"l'lenC. that we cor-.io;-~d"'r supplyj n;:r. c;.~.t::~ttes to tne 
Wbite Ecu~e as it will uttord c~Ct!ll~·:: c:xpr,~urc cf our pr:oductG 
to HEW con~:a:m~ l".s c ( (li.;..i; c iq;i nd. LI:'~. 

cc; P. J. :1\;Car~o 

A. L, Ev~rn~e. Jr. 

htto://www.lorillarddocs.com/middle,aso?Path=i :/loa!!es/orco2004/0l 02&fn=85174104 7/9/98 
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BISj.IOP, LIBE:R~AN. COOK. PURCE:LL. & REYNOL.OS 

Date: 

subj~ 

Samuel Ch llc:ote 

David B. Satterfield, III 

February 21, 19SS 

Repo~t of llU!!etinq with Har~y WGlters, Aaministrator of 
the Veterans Adninistcation, and members of his staff 
to discuss a proposed VA directive ta ban the sale of 
ci9arett@s in all VA canteens • 

At my request I met this morDing at the VA Central 
Office with B~rry waltec5, Administrator; Dr. John w. Dit~ler. 
Chief Medical Director; and Robert E. coy, Deputy cbief 
counsel1 o! the veterans Administtation. 

YOU will recall# tbis meetin9 9cew out of events 
during tbe past t~o months which be9an with my discovery last 
December of a proposal by the di~ector of the Veterans 
Administration Medical center, Allen park, Michigan foe 
approval of a pi1ot program to eliminate fo~ a period of one 
year tne ~a1e of t:.obacco products in its canteen. lt also 
proposed a study to as6eas tb~ effects, especially (inancial, 
of that experience_ T~e danger in implementation af such a 
p•Ogram is e~id~nt. It co~ld ser~e as justification for an 
agency wide ban not only in the Veterans Administration bu~ in 
the ~~med Service9 as w~ll. 

You will recall taat when I repo[ted tbis to you I 
~1so informed you that I had initiated an indirect inquiry in 
ordei: to ascertain how thl! VA c~nt:r.al r.if·~:i.r':' }1.;-,1'r ·.-,· .. v.1-:·,·' ·:--, ;_' ( 
proposal. Initially that n!acti.on .,;r.i0 ... c,':." '. .·· · ... , 
the earmarks of a dying issue. I was a ... are 1:.ii; t;1.>1;.o ;;;.,.,,~,1r. v.ic;c>;r:. 
congressl!lan ~owland, a member of the House VA ColllllJitteer h~d 
initiated a direct inqciry to the VA about the proposal. 

You will recall that in early January I diRcoveced 
th~t the matt@r had suddenly come to-life. no doubt because of 
stron9 advocacy by Dr. Ditzler, the Chief Medical Director of 
the VA. I was informed that D~. vitzlec had decided to elevate 
th~ pilot pro9i:am to an outri9bt b~n on tbe sale of cigarettes 
in all VA canteens. I learned too, that the VA planned to 
state in its respon~e to congressm~n Ro~land the vie~ that it 

http://www.Iorillarddocs.com/getallimg.asp?DOCID=87696913/6917 7/9/98 
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BISHOP. \_I EH~RMAl'I. COOf<. PURCE.Li. & REYHOLCS 

has the legislative authority to order s~ch a ban 
administratively. 

Beca~se I was awace of tbe fact tbat such a directive 
could only be issued by the VA Ad~inistrator, I ~et ~itb to you 
to di&c::usa the situation and to recoaend.that TI t;ake 
apP:opriate st2ps to attempt to dissuade''.tbe Administrator fro:111 
9ivin9 favccable conGidetation of the proposal. lt was decided 
then, that I ebould co~tact Har~y Walters, the Admin1~trator, 
~ho I know, tc ascertain what he knew about the pcoposal and 
perhaps, discuss it with him. 

linen I talk.ed to nr. Walters on t.he telephone I 
learned that the matt~r had been forwarded and that he had the 
P'oposal undec active considecatian. I, therefore# ~equested ~ 
meetinq with him to discuss the matter# and to inform him of 
the cigarette industry's position with res~ct to it. 

Be responded favorably, anc set our meeting for 10:30 
on February l9tb. 

During my JDeetin9 with "Y;alters, Di t.zler ~na. Coy, I 
presented the points which 1 fel~ Walters 6hould consider. 
Ge~@cally, they aodressed the following; 

- The proposal would affect the sale of a legal ptQduct 
which is entitled to the sa=e protection under tbe 
U.S. con~titution and federal laws de~ling with trade 
of all legal products. l specifically referred to the 
18th Al'!lendment experience 

- I discUG6ed my personal feellng about the VA as a 
veteran and as a member Of the VA Col!llilittee 0£ the 
House for 16 years and Chairman of its subcornmit~ee on 
Medic~l Facilities and Benefits. l stated my oeep 
concern about the fact that by this action this 
revered service ~ould assum@ a new role as an activist 
governmental agency ~t serious potential risk of 
ir~eperable haem to it. 
I questioned the c::l.,.im of Ute• '1'1; U:n.< : ~ 'i'Y··' '"cr.H'< 

leqislative authority to i1up(::;,,_ '..i'ii~: · ,·,1' 
administcati.vely a.nd point.ea out that tl\ei;·e <.1I:e atlon9 
.legal arguments to the contrary. Then, 'fl'ithout 
th,eat, t Ob&@cvea that this could pi:odueoe a legal 
challenge by someone. 

- 1 r@ferred to the ha~dsnip this ban woulc impose upon 
patients ~ho exercise the r;!:·ght to smoke, a eight that 
o~. Dit~ler has recognized, s cially patients who 
are pacaplegics, ~ho are re iog long term nursing 
cat@ and thoBe who occupy VA Doraiciliarie5. 

- I discussec also the impact which termination af 23~ 

- 2 -
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of total canteen sales would have and the effect which 
the 10$$ of large cigarette profits ~oula nave on 
canteen finances. 

I have a more detailed rer;;ap of t.tiese discu.ssions in 
my file which is available to you should you desire to .read it. 

After comple~enting or. Ditzler for makin9 a 
recommendation which he considered to comport with ~~~ offici£l 
duties and makinq it clear that he would always rec.,~e 
recommendations from the Chief Medical Director in matteco 
whicb the Directoc felt related to health. Mr Waltets observed 
~hat he tended to take th~ broader view of the matter. ~hat he 
would have real conce~n about bannin9 ~he $ale or use of a 
legal produ.ct. He referred to pcobibition and the disast~r 
which that experiment proauced. He maoe it clear that he did 
not look with favor upon a~ything which toucheo upon such· a 
prohibition, especialli of a legal product. Ke did add, 
howevet, that he coula cha~ge nis nind later, but stating again 
that this 1s his present thinking, 

I interpreted his remarks to be a stat2ment of his 
decision not to approve a directive b~nning the sal~ of 
ci9arettes in VA Canteen5. I felt that it w~s the bettec part 
of judg11tent to accept his statem~nts at face value and not to 
seek 9re~ter clarification at that time in the presence of Dr. 
Ditzler ana Mr. Coy. I do believe, however that we should 
e~plare the advisability and p066ibi1ity of ways to elicit his 
vie~s foe tb~ tecord. 

To that end, I contacted congressman Ro~land to inform 
him of the outcome of my meeting with Mr. Walters. I dici so 
bec~use I knew that Walters was scneauled to appear before the 
House VA Committee on the VA Budget ~nd that Congtessman 
Rowland bad in mind raising the issue with him. After our 
conversation Congressman Rowland decided that he would a8k his 
question only if a suitable circumstance arose du~ing the 
heatings. That opportunity did not present 1tacl.r ~8~~~~o 0~ 
l irni ted time due t.o a Joint Sessiou t:o !J.i.::;;)1.- M~i.'. ?,<n ._' ,:., .... , l .• _1;.;:·;.... 

I am di&c~etely exploring th~ possibility of a le~t@r 
from congtessman Montgomery, Chairman of the committee, to Mt. 
Walters to inquire about this ~atter and to request his vievs 
witn. respect to it. Obviously that course af action mu.st be 
explore~ with great caution and we must have a better feel for 
th~ situation in the committ~e thti.n we ::::ia.v<: ollit this tim@ before 
we can make a final dete~mination whet.her to proceed or not. 

It is interesting to f~ote, t.hat in my fir.st telephone 
conversation with Mr. Wal~2rs he indicated that someone in the 

- 3 -
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Central Office had led him to believe that this was not a 
unique p~opo~al, that other government hoapitals bav@ al~eady 
~cted nnd that this proposal w~s intended to place th~ VA in 
step wi~b the actlon of other Departments and Agencies. l 
informed him that I did not .believe that to be a fact and that 
I would address that aspect of the matter at oui: meeting which 
l did. 

That obser~ation took on added meaninq in o•: meeting 
when or. nitzler referred to the discussion of a sim.lar 
recoJMLendation made last fall at a ~ee~ing of Ar~ed secvices 
Physician~. His comment leads.to a clear impreaeion that 
something may be afoot at the medical level in the Armed 
Se~~ices. I have ~he feeling tbat Dr. Dit~ler bad hoped that 
his action would ~ in consonance witb similar actions in tbe 
Armed SecviceG or, if not, that it miqht act as th@ catalyst 
fO, actioG there. 

- 4 -
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Title: ~ttituee Study 
11.111cn9 Lower 
Income .fl.acis,;:; 

Br and ;: lif:~Q.tl 
MRD t: 5543Ll2.B~ 
Date ·completed·: February, 198~ 

Blacks are playin9 a~ inc~~asinyly iwport~nt role in the growth 
of Newport. Tbey currently repr~sent 38% of the ~ewport Parent 
franc~i~e (up from 30% in 1983) ~hile only ~ccounting for 81 of 
tota] 5ll:Ckcrn and: 18%. Of rnent}lo) smokerfi. . 

Tf.i~ market scg~cnt has ~Jso incrc~sc<l jn proportjon for ~ewport 
Li9hts (llt vs. 3t YAG). 

These trends and the fact that the Switchin~ Study is not 
clesigried to provj.de an analytical sample of V€PY lo'-' 1IK9tr..e 
IUJl~-5.. ro~C!e it. necesE;-.DtY to conduct a separate tracking study 
affiong this aud~ence. 

AttitucJe::-i CincJ behaviorc,l liattern& of these sn:ckei s, eropecinlly ~,s 
ttey related to N~"'·pod! \.'e!e t.1:-e foci!l points of ~his reseatch. 

METHOD 

Two waves of t[a~kin~ we!e conducted betw~en 1983 (May 19-Jun~ 11 
ar.d 1984 (OctobeC' 25-Kover:iber 14}. Ea.ch wave contained 
app~oximately )15 int~rvie~s. Study eli91b111ty included being 
Black, lV-34 :tears of Gge, having a family incorr.e not in excess 
of ~JD,000 and 5moking at lP~~t ln ~i~~r~~~ 0P ~er ~ay . 

..:... ;,_. '- ' .. · ... l: _--:. ·~ 

R~spondents ~ere intercepted ir- central locatioos in the 
following geO<.J[Clphically Clispersed IJ1<:1Lkets: 

Atlanta (1983 wave only) 
Detroit 
JackGon 1 Mi5sissippi 
Los .Jl.ngeles 
Memphis 
Chicago 
New York City 
Nashln~ton 4 D. c. 
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CONCLUSIONS 

Newpoct bas sho~n si~e~ble growth ~ttong the lo~ income 
18-34 Bl~ck aua:ehce. Kool and Benson and Hedges 
exhjbited si~ns of decline wnile Salem ~nd Marlboro 
cemained stasnant. 

Kool still cemained the dominant brand among these 
smokers, followed ty Nc~port, aJthougb the <listance 
bet ween the two l es.sened dr ac.iut i ca 11}'. Kool cont inueo to 
be the nu~ber one source of busin~.ss for Newport. 

Newpcrt•s rate of 9cowth ~as bal8nced ~c1o~s the rnajcr 
age l:!€gn:ents. However, the b(.and captured a larger 
increBse eruon~ males rather than fe~ales~ (Kool's 
decline was ~;st pro~ihent ~roong ~a)eE and 25-34 year 
ol<ls). 

Demographically, Newport continued to be the ycungest 
bcand r1:lalive to competition <!nd appeared to have becor.1e 
uore ~ale. (Th~r~ wa~ Goro~ indication of a younger skew 
occu~lng a~ong tbc Kool and Sol~~ fr~nchisc~). Kool 
tc~ained the most n~lc ~nd Sale~ the mcst female. 

In·line with the hrandfs gcowtJ1 ~as a corr~sponding 
increase i 11 favorable br a.nd at t.1 t:110:~~ h::·"."·"·rr1 "/•Y.·· , •. ,,,_._,rt· 
arno"g competitive smokers&~ ~tL~ .... 
A(':dHion'1lly. attribute i::ating's .liih•iib; l . ..:ri.: .• c~J ·.i...· ,.,, .. c.w 

m¢st favor<lble for Newport, follo\io·ed by· :;;;;:Jlui: ..... ,rdle l:\ocl 
showed little1 if any c~ange. 

From a product-related stam]~oiut, Newpc:rt oi.spl•ayed 
leverage over Kool for net being harsh ta5ting ~hile 
Rool 1 s point of diffecence w~s Jl'~ alronyer taste {a 
~trong tasting cigatette waG however les~ i~portant to 
srwkern l:han is not bai:sh tasting). In comµad.son to 
S~lem, ~ewport was ruo~e likely to b~ viewed as having the 
righ~ amount of t~ste vhile S~len was perceived as 
cooler, and having a more ~inty taste, ~Jthough the 
latte~ chacacterj~tjc was not an impo~ta~t di~ensicn to 
sir.okers. 
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. Imagety-wise, Newport was )east Ji~ely to be vi~wcd a~ a 
· ·. brand for older ~~okcr~ while being equally appe~ling to 

· niales anCI fer.1a le~.• Conve.r::sely 1 the iruoy~ of Kocl and 
Sale~· was more balanced in terms o( a~e while Kool wa~ 
seen as tbe ~oDt male and Saleru the ruost female. 

The ru~jority of th~5e smoker& indic~teo b~and loyalty. 
!o~ever, Newport srrokcrs seened to 5ho~ ~ore Joyalty for 
their brand than Kool a~a Salem srookers .• 

Finally, advErtising awarcl1e_t.;~ fo1 Ke\olpC1l rose a.r; d;ic 
the le~els for Virgi~ia Sline and Salem. 

The resca~ch corr6bo~~te~ our belief~ about He~port>s 
vitality and stressed the potential that is there for the 
bi::at1d aci1onq tl"iiG stT.aker t:;e\in:ent. 

P~iorily should continu~ to be given to these smokers eE 
they represent an incr;ea.i;;ing E·i~e;e. of blis i ncss .. 

Efforts agajnst tl1if::· g!ioup mu.st b(> ~aint<ifneo (~nil 
enhenced) if we ara to hold cux position and g~o~. 

'!'t6cldng should cootinu~ Ln 1985 an(] beyoncl Lo update the 
btand'$ perfc·rmanc~. 'l'h!i:; ptogr;:irr \o/i] J con°tinue to 
enhance ouI infou~otiot! anron-;i Blacks and provice a nio-rc 
co~~tcte picture. 
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MEMORANDUM 
F~hruary 121 1985 

. TO: ran J. Staub 
/ 

FROM~ Scott R. Benson 

RI!!: 

The Corporate Segmentation study included an array of 
chH(acteristics which respo~aen~s were asked to rate usi~g a ~ point 
"~gr~e~cnt" scale in term~ of their appropri~tene6s for an idc~l 
ci~al'ette, 

I looked at the ntop lwo box" respomrns to these cltaractecistics 
among Black and noR-Black smokers ano rouna so~e meaning~ul 
differences. 

Asioe from the fact that Blacks a~e much more inclineJ to prefer 
cig~rettes with a menthaa flavor (which we all koo~)~ they are 
al~o m~ch more likely than Whites to p~efer leading, well-know~ 
brands, brands srno~ed by friends (peer influence). cigarettes 
th~t cone in ~ modern-looki~g packag~ ~nd packages t~at ~re 
feminin~ looking (thi~ latter preferenc~ was obviou~ly 
athibutable to the .catin~s among !Hack remQ.les). 

The other side of the coin is that Blacks are less likely than 
Whites to prefer light tasting cigarettes and cigarettes low in 
tar. F.conorny also tenc~ to be sli~htly les~ inportant to ~~eac 
smo:<.er!l. 

/mn 
1\tt. 

cc: E. P. Farrell 
s. T. Jones 
L. B. Moroz 

(}j., .. :__. _ .. 
S. R. B. 
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C:GA~E~~E PSEFE~E~CE 

{Per:cent. Ac;1 cE: Cc;1vleteoly/llS!"ee t\ Lot) 

iUack Non-Olac~ o..iff~renct: • 
Ba!:ie: (··£·.:.9; (1462~ 

i ~ ~ 

Has a lot or r.ie nthol 3 fi 'i 5 ~2i; 
Has a ligl~L mentlio::. flavor 32 lR +lt: 
Has a cr.ode:.:ate a::i.our:.t o.I! ment:iol 44 2J . +23'• 
H<:i.S i1 8': r orn1 ner:.thol flavor 35 14 lt2:: 
toesr...' t have t;oo mucli 1uentho~ .40 35 + :..> 

I::;. a le.3dir:.g bra:ld 33 33 : +2.;}" 
Iti. a we 11-k.:iown brand 51 35 8s 
r !J. tr.e be.!Jt •.ralue fo:: the money ~9 53 r-- 6 ·1 
I~ eeonomic:al 46 :. 2 6 ' 

Feels stror.g whe~ I i::1 hi.I e 31 23 + g 

Has a flaV:J[' with a little b:.te to it 3 .5 21 +l ~ 

Hn.s u lo~ of tob&cc<ll flavor 43 47 - 4 
Hai; a f\IJ l bodied tobilCCO fl.:ivor: 55 54 + "l 
Has ar, enriched flavor 65 56 ... 9 

'Has a. longei: length 39 .3 fi + 3 
J~. [iq~·Jlar i:;ize 45 44 + l 

Ho:is:; a IT.€' 11 c.·.o; flavor 69 SB +l-: 
Ha~ a 1 j g~t taste 36 H r:. e"l 

Has a f:ackage wh i.c h attrac:.s at.."..el'\ticn 30 17 •13 
Cones. in ar_ at!.tractiv~ packag-e 34 24 .tl Q_ 
C~l'.'IC!'J. in .a rr.ode r: n loo:<in9: p<lck.,.ge 42 26 '..±l ~. 

.Hat; or:ly a tcmp:)raq· a f tP.·r L,:; :: 
Dces:;n·' t make my breath .smell (j 3 ti 0 + 3 

Is low in ta:: a r.c! nicotine 4C 49 !::_~ 
ll~s tt;e low.est. tar and nicotine content: 34 37 - 3 

l!QS a b;::own ~ilter t i-E'' 34 23 +Jl 
rs a bEand r.1Y ['i; iend s smoke 24 9 J+i-:[ 
Comes in a box 27 28 .--1. 
rlas a femir.~ne lookir,g package 29 13 ,+15: 

~ 

::.s ccmf o ":; :;.:· l-:? , ... -- Ui :3 r..~ 
~~ ::':lY -. -'-1:.';::, +11 ~ 

HC:IH a sof"":: filte-r- r.ip 46 41 + :_, ~ 
..:J 

Has a satit:fyin~ ta& t e 85 36 - l 
c..: 
-..] 
.&:-



_,. • .... 

(Percen~ Agree Co~ptet~ly/Agree A Lot) 

Non-tHac." 

(:.2 l. 9) ( 146 2) 

Feels. rt-freohin::; ·;.;hen I inha.!.e 72 f> l 

Has a natu :r,;il taste 66 62 

D-oesr..•' t bu:::i t!O::> fazt 61 63 

D0t4~ r:•~ t ha.•1-e c r.a.rs'.: taf:tc- 7C 70 

Has 

Has 

]', 

P:. 

a 

a 

...-11i le filter t.i?' 34 2B 

high filtration filter .:c 39 

+ ~~gn n~~ns diffe~ance is i~ (~l.'o; of Black 6~0~ers. 
~.:.sn n~an.:; :ii ffc·:-encc: 1.r; i:-_ favo:.- cf ~lon-:;1.-:ck. sn;ok ~:.s. 

+11 

1- 4 

- 2 

-1--:J 

+ 6 

-4- l 
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Two ~ancls o~ bl~ck ne~thal s~okers aod a pan~l o~ white 
men:~~l s~~ker~ were sent ci~arette3 to evalua1~ i~ the,r hc~es. 
Thay recelv~d two ~a~ks of each af 9i1e mer:hol ti;arett:s .• 
t:eprase~ti1g t°"4C• n~c:.~ine le·1cl s ,. two ;r~ntiiol leve1s and an 

,!!,l;:dne-lik~ conLr-:;i;. bc!i ;:nine'ist r.:i:ed al~ fi'.'e c~pr2t:~~ . . 
o 11 a cc e ;i t a..) i l i ~ y , s tr'::! r; g ~ h a :i tl' r.i ::! n tr. o l : ~ v:.: 1 re : :i. t i ., e ~ o · ;:i t y ~ i e<. : 

~c~~1cl cigara~t~. 

• 

• 

• 

• 

~o c~~ cigar~lt~ w~~ fo~r~ to be generally a~re 
H c e:~ t l b 1 e: t h a.:i ~ ii ~ r ~ s ~ , ~ J ~ t h E: :1 i g ~ H l e v e 1 s o f 

rrne~1thol W'CT'C ncs:e.tive·ly rel1t~C to accepUbility., 

The high-ner:hcl. h:gr~1icot~~e cigar~t:~s w~re 

;e~~ral:y ~~e 1~~~: e:c~~~abi~. 

M~:ithol del i·1e.r; l~v~l 'Has. po:;i:ivciy associa~c::·:! 
with the stror~th r~ting. 

~~ i' r.: c·~ i ru~ c P.: i ·1·>!. r ~1 • ? ·,·:: 1 '."'. 3. 3 n c t a";;. o c iia: '.:· '.:'.' ,,. ~ ::lo t .1 e 

s: r~·n·1 r.:1 r::. ti :v~ _ 

-;- h t! b : :.1 c ~ r: ;; r. c ~ i :; ~ s w".: r e l c '> .:; s e ,. ~ ·: t : "1 ~· t h·~ r 1,· t'. i L :: 

p a .1 e· l 1 5 : s : o ~' i f "'.' ..::: r 2 :i :.: e s. = 1 ~1; ~ r. : !" ::> 1 ~ .; l ' '; e r J 1 ~ v ;; l ~ . 

.'. :: ... ·~ . ·'· .. 

07/08/98 10:51:4! 
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p h ; l i p .'lo r. r; s ' p h ~·no :i er. e. 1 s L c.::. es s tr. d e·v 21 c p ' 11 g and n: .:irk et 1 r'i'g 

resul~~ fiiter ci~arett~s has ~o~ beer. equally s~ccess~ul fn the 
8~· 111·11 "J:er·~J:ol :na:r1.et. A ~re:tt deal of R!:.C effort r:i:; be$n devcted 
to0 th~ p~ot.ler.;. Re~u:ts frar:i ~crn~· of our pre-•li1cus s~u<i!"i\'!s indi­

cate~ th3: i:. wo~ld be ad~a~tag~ous to investiga:e t~e effe;t cf 
ch.an~e; i1n nic:::.tine a't:: mentlioi leve~s u~cn s:.djective ra:ir.gs by 

con !'itirr.ars. 

2 

\.i e fo 1 t i t w a s i fl1 p o r ~ .;i n ~ to cie t e rio i n .e w h e t h e r ~ 1 il c k, s 11 o k e ·r ~ 
and white smo~ers resp~1~ed dif~ere~:ly to these ch~nges, since 

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

the blc:::< m~n:"'.:'lo: srr..Gk~r i;s 3'1. e.sp.e-:.t.ally inportan"'.i se-:init?t of .. ·· . ._ ...... 

th<! rnen:~1cl popul.Htcn. The la:2~."!: -::racbng st•Jdy. 191·s. es~irr.otes ··· 

that 55~ of the black ~noking popu~1~ion s~o~as ~~nthal cfgar~~tes •.. 

y~t bl_acks :ir~ notc;.b.ly undcrrcprc51;nted alr.ong .~lp\ne .s.moki:r-s a.nc · 0 :~.• 

Black s:r.okers h.:i·1e ~:Ecille :iv.:..dlab:!? throug•:1 ~t.e .~ichr;icnd. 

Pre-du.ct p;Jc<:r::er: Pan~l. lt is nci; a rr:it1ondll1 repr~scr.~ativt;.-

samplt. l:>·Jt 01e ·which c.c.ild perhaps g!ve us cli.Je·::.. 

The first ;iar: c .. the i:·w~.:.t·f;ga~~o11•...ias ::lesi]r.ed i:o dete-:r::ne 
ilC",,,. n.ria:.fons i:i t'le n1ccti'le e.r.d f:l~r;t:1ol de: i'J·~:ies o·f tr,·a 

A l µ i !1 ~ - l ik <:> 1K d 2 • i " fl '.I '2 :1 -: e d s u J ~ e c r. i ·1 e r e s p ::i 1: s ~ s o f b ; : ,: d·. ·, 

wl~ta :.r.iok~n. All p~r.e:is~s sr.ro~·=c. -'ln A·;pfn.io c:in::--::il a·1;; ;;..ur· 

i!XF<:-r::112;1::.:ll .".lpir.\O! bier.d c·i~<\-r::tes. ::le lat,;:er '.:l.:!in·~ t~:?~Eted 

t :> d a 1 i ., e r 0 • 7 ;i n :.! l • l :n ~; 01 i : o t i n ~ ~ t C • 'i S a ~1 :: O . o ; :r. <; 1: e r. : ~ Ji l . 

ilal:o~s ~ere ccno:e:~d wf:~ r~ti~gs ~f lC'e~tatilit;·, s~re~s:h 

.. ,; . -· 

~ 
0 
C· 
C· 

. ~., 

c.nJ le\'0.-1 of :ii-~r~hvl. Tr.2 seccnd pc.ri: or ::.11"· ~tudy wa:; .;i T€pl il~-

t i c.:•r of ~ r. ~ f ~ n '- :: es t us • :1 i; c. l ~ r g;:; r- s cL1 pl ;: 5 ' z e :i-= 0 n 1 ,/ :< '1 ck 

mentho1 .H1okers. 

. : _,I'~ : 
.•.·. ::;. :... ·;· J--· 

.·. L 
-~~~·.::.:.-._j.- .;./~- :i2t~~;s~~~- ··--· ---·- ---· ---
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( D G A R E 1 : E S , I I 

;he experinental 
o f ;, : p i.1 a b l e r.. C: c i s- a r ·~ H ~ s t ar g~ : c :: t o d e 1 i v E. r 0 . 7 a n d 1 , 1 r.i g o ~ 

nic~~1ne at 0.l5 Enc 0.65 TIJ of ment~ol in the snoR~; fc~mpare~le 

to u~ ~lpir.e. iierr.ho1 .le.veT! at: t1e low~~ end ar.d s7ightly h~gner 

a ".! t Ii e v t he r an 1 c r. e i t :1 e r s i d ~· c f Al ~·i 01 e ' s n ! co"'; i n e : e v e l . ) 

A~alJtic~l d~tc o~ th~ ci9JreUtes used in the tests ar~ stcwn belo~. 

(Se~ Ap~~ndices Al and AZ fJr c~np1ete ana1y~ical d!ti,} 

TABt: 1 
. ·. . ~ 

M:~- 3 {16·~·1 & 55•)2) - A bi nc ExQe r111en ~a. l Ci :ar!?ttes· 

Tar· (ng/·!igt.} l 3.:) 1 3' 4 13 . 8 l 2. l 1 2. 9 

Tar ;;ie r ~uff 1 . .;g l . 5 0 , . 5 5 1.44 1 . 5 l 

Nico~~~~ .. (~9/~~~~~J. 0.92 l . G8 •. 1-2 O.B4 o. a 2 

~icotir.e per puff - 0. 11 0., 2 0. 1-3 . 0. 1 0 0. l 0 

Menthol (rris-/cigt..) 0.46 0 .48 0. 75 0.44 0. E·2 

Me!'.otho l per puff O.D523 D.0539 0.r.-353 0.0~23 o.~112-;i 

~ 
55C•6 

,..... -0 
Ti!r ~ 1: g /.:i i fJ ~ • ) 12.3 14. '.) 14. 7 l 3 - 5 l 2 . 8 0 

"' Tar IP~r p•J ff 1 . 52 1 .62 i .7-3 , • 5 J. - 5'" (J"J ~ I :.:• 

N1c:c~1n~ ( ~·~ :' c ; g t . } 0.7r. 1. 17 " .. .., :J.2.3 ;, , N 
I I J (_ ~· 

~l i cc:. f. '1 e : 0er pu::f .) . 0 'J .J • i ~; 0 . l ~: .j . 
;7~'· 

M~:'l'.:i;:o· .(r.ig/ci;t.: 0.35 C.36 o. 2c: C.43 0' 6 2 

Herr: t,o ~ ~~-\"" pu f ~ ·0.0.:4~ 0 - JJ'::!•i ~. 0941 c.~J~" 0. C"/ 5 6 

L A"th~~;~ t~~;~~~~ valLe~ we~~ net ~~~ieved. i: was bcliPv~: 
th~r~ wer2· st1ll sufff~ie1t iiffsr~nc~; f1 ni:c~1n~ Jnc ~er~~ol 

l e v·e l s t 3 u s e- th~ c 1 ~!:l. re t: es . 

L 
L 

,·_ .. 

l . ,.,., __ ._, '~--~---
...... - ;_-.. 

•. 1......-:~· ; ;. --:.;.;;;..· ·-----Jr.:....·-----· ----=:.:..... . ....:..=.·:..=..··:.···::_-:.-::--•. --· ·-- . .· .... ::-.. ·.·. 

07/08/98 I 0:51 :53 
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Test Proc ad_'J re.~ 

The first tcs~. ~~-J, was i~ twc soct'J~s: 1601, ~ ~a1fo~a: 

POL1 h , 1 f ~so 1 1 -i:o·· " ~·p~ b' ,.~·/ r:ent" I m~nt a_ ?i.'l~i:l o .l s:rc.~ers, a.n·u ::>-· L, ... r. .• . ,,.._" .. oi:> 

~are1 of 250 s~ok~rs. Aft~r th~ result~ wera a~~Ty!ed a rcp:ic!­
tio,, 5586, was ~ent s~ve~a: ~ort~s lat~r tc an ad~~tio1al 465 

RP~ bl~ck 'l'ie:.th:il sr:i:<ers. In bot:1 -~f be HP 1 tests, 8'.: ·nr.: a:nd 

1 OC lllll me'\t:'lol s11oki;:rs w~rE- •Jsed. 

Ea·:r. 'lilnelist in al~ of th~ tes~s reo::!hed 10 packs. of c:ig<:.­
ret:es--2· p~cks o-7 c2.d o--: :t:e f"i,·,re cod~d ci~arettas (:~:,~ cfilntrol 

a~d fou~ ex~epi~e~ta1 ~~pfn~sl·. The p~nel~st wa~ 1nscr~=t~d tc 
Snoke tt:e cigare~".:2s i'"l an·y order !1e ~r.c.~e as lo:lg as he com?le!i.ed 

t~e sc~les for one set o~ :f~~rett~ cedes bef:re s~cking the next. 
I1 beth s~ctic~~ ~f ~N-3 prese~til~i~~ w~s partially balan:ed (t~o 

?r~s~nc~tions) i~ order ~o ni1irrize the effect of ar.y pa~~~ist. 

te~den~y to fallow bal1ot orde-; 1n the re~licate<l :es~, 5506, a 
c: o r:: p 'i. E t e b .:. 1 a n -~ e .,.,. a 5 a c h i e •nd ( 1 £. O ;i:i re s e r: ;t " L o r s ) w. ~ t h t n e u s e· e f 

1 ;; ~ i ..,..; d u a ~ '.i h t.: '!: ~ :; 4 o : e 1 cf. c -: 9!3 r e : t ± • T h:e p a r: !? l i ~ ~ ·,i1 c. :. a ~ k e :i t o 

,:: 

ra-te each of the c::9ar2i::~s on• 3 suiles: a.c-:~:>~-il:11~ty 2 , o;;t,,.eqth 3 ) 

and ill er: tho 1 1 e 'I<? i~. 3 a 1 1::i l s a ii pl ~ s a: c 1 c ·::a.:~ d i n ~·p ;>~ n cl·: c "''s. B ~ 

·and 52. 

Da~a. f..n<!1vs's 

111 all -::if ~r.e .,;:0:10,.,·ir .. ~ d~~<.:JS~iO"IS, ·i'.J ·rus: be ':-r1·:1.: 

that. w~ -lre c·o1:i~,1.rin~ de.ta f'"-;r:: a tlational ::8L pa"l~l. d~1:l}s-r<Jo.·:·1L.:0i: IJ 

.. 

di~:;:rit:•Jt.e!J, wit:1 <.l~~J. frcr: a s:a~c-1,'ice R? 3 ~3nc:l. 13 i'!. ur>::: wi 

o:ir· ~ec-:n1l.er.d·ct1 ::r:s thc.t "'.:he 'iC.1~ racL:: i nfor::·;i.~io~ ';,e 11~de :.'i"i'.~ 1-

:i. b l ~ i. :: t 'l e ? 0 !... p a n ? l ::. • ::i 0 :-- : ; vJ h r l j ·. -: 1 .- c ::;- c. r' ::: ~ o r:i;:; ·n ~ h '.:; 1 p ~ n ~ l ::; . 

Cu r r e 1 '.;or:;~ h1 ·.,· :?: .:. : r ~ ~ -:. y· ~- e ~ n s ;:. 2 "'.! :! t: i 1 -:l ~-~ 1 n : .. :. d J c: : i :::· n . 

1nyr<!)r; ~01nst::in -~s"'::i-:-t':.~e.:. ~h-:-c cn:-1 3'.~ c:". Li-~ :c:L1i ret.; .... -i~, 
inclc:-;:'r·,~ ::-~r:~i'.)l ;:r,c,t5., i1 pj:_ c,.r£: frr;n ~:1-· ... ~i:e s:rck.L'r-.;. 

::. : " :: i s l l < 2:· e ~- ~ r ? '.-:'. e : 'f t :J ) " l i :_,, e c- .~ '.i r e n c l :1 
l· - ·t l t .., 1 1-ex r~:n;;;· y ·.11e;i. . .;. o :.i=ex-.:r:.>:1e ~· s.:r:;H•~ 

i. • 
1=~.xtr~11:;·l.1 lo•"' to 9"'cx.tr-cr.c:y 1i9.1 

.. ~ :-.• • ..:.__:""""~-"":""JI: ......... _-·,:. •• ' • ·~ .... .,, 
· ........ ,, .. 

..• '.';. q~ ., 

f -.. 

:.::-· 
. ·.\ 
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Another irr.port:rni cc::n:;;.i:>:erd°j~:rn in interpre::ir.:g th:!: d.:.ta is 

th a : th i! c i,_9!il r ~::. t ~ s i TJ b c th t es ts we r ~ s ; :n; l a r :. :J ~ n ct id e 'l ti c i!. l . 

In p~:rtk.u~:irt ~h~ ci;arettes in th~ repli:;a~!d tes:: ("fP 3 -5!:06} 

h;.d greater r1.ng~s Je~n··e~'l tt:e higftest ar.d lcwcst d~liver;.es in 

tar/cigdrette, :ar/~u~f. nenthJl{cigaretcc 1 a~d ~e~~hclfpt~f. 

("Se~ T:it:1~ 1.1 "'.""ilerc;4c•re, the t·"'o tes:s w~re ~irs~ treat~c. 

s~parately: ~~-3 a5 one teit {with separate sub;~oups for the 

td.:ion:il PC:... test 1-501, ai.1~ tr.e R·~ 3 test, 55C2): cH.d the RP~ ta~t 

55C5 ~5 ~he o~~cr study. 

T'le rati~;s f~r ~he three scales for each ~f :he :igaret;es 

w~re ~~alyze: by ~eans o~ the ~ne-way analysis of varianc~ with 

repe~.t~c n2~sur~s on subjects. ~he Dunc~n So;~r~ticr of Means 

Tes' (the Durc~n Muitip~o ~an59 ~est) was dppl1~d ~hen JPFi3pr'.ate 
(F ;:.n:·:::.c.O;;i} to· det~n:·ine ·o11hi::li of tfl!;' me:~ns wcr!? sig1ifk~P.tly 

d i """ f ~ r;: n: fr :m the o ~ h 2 rs . Ya r i .:>•U s corr el a ~ i on s we r" r 1.rn b ~ t ·,fc ~ n 

t~~ oc~n ratings. and .analy:ical dJ.!.il in the s~r~1~~h. ment.J.'.lJl 

t1:: v el arc.I i c:: e pt a=. i 1 ity s: e '= U,c ri:; . 

~~a~vsis of the Str~1c:h Data 

Td::les 2a & 2h are s.n:nari~s o: the ~trength :iat3 f::r- t.'.llth 

tes•s, sho~irg the ~ean ra~j~ss ~~d c~~ ~~obab~l1tie~ fro~ :te 
ana~y-s1s of yaria.ncc for t!J<:- t::i:21 ;Hr.~l :ind v;;•:"~cu~ s.:.Jbg~{-,ups. 

The re ~ li ? t.:; c ~ the D iJ r. c ,rn St> ::. J n. t i ll •: '. .. ' := '·~ ~, : ~ · "'." '··' ··. 

5 h C W fl t e j t h e r i n t h C b Q d )' 0 f ~ r C t 2. : 1 ('. ·:; 'l e 1 ·: ;i :.' .; I O •.'. . ' :_; 

prcper r:elation~.hip :c cne ·ln:Lhcr, or as.:! -=Jct1;;1..;-. 

c i CJ c: t" e t t e s a. s '.; ~- : r. ; d ·"i ~ r ~ •. e 1 " ( p < • 0 :: ) . 

r 3. ': ', r •S" s ;: :12 n t ~i ~- ~ ::i:; ·~ ~ t c f i; i c ~ : '1 r. e . On ~ w c L : d ~ n .:. e r ~ ~ :i : : h '? 

pJn~li~ts •,.ier~ res>.:ndin3 :iJ :11 ir.1.:r~n~ :i<i""S'll1C'::i> cf ':ht! :T<?1·.~·:ei: 

~J ·~ 1 c '1 ;; a:. :· f: en ) E-e r. I"'= po .. :~.::_ t ~ a ~ r:r;; :?> ::- r i Ft: e ~ : 1 s 'r t ~? ~l·::> u th 

a ": :: : .~ :-- ::i.;. t , ol ri ~ t ~ a ::. t :'. i " s ~ r. 5 t.. : ~: o 1·: c-:v ~ ~ r -~ de· .:! v: y 't : f (: ::. \: th a t :> : ~ ,:-· r 

~ropert~~s c~ th~ ~~ok~ ~ay t~'~ nJd. 

. _.,~· .. ~-
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