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Study Overview/Objectives
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In 2008, the NGI group plans to execute a series of Snus
mailings. The first mailing is scheduled for June 2008 and will be
targeted to adult smokers who reside in the Cultural Hubs. The
other mailings will be sent in August and October 2008.

The target audience for all mailings will be comprised of adult
smokers aged 21-45 from the Camel, Winston, Doral and a
combination of the Pall Mall, Eclipse and Snus Brand targets.
The primary objectives of this research were to:

— Determine if the mailing generated awareness of Snus

— Determine how well the Snus mailing communicated the product
benefits and full proposition of the Snus product

— Determine how successful the mailing was in generating product
trial
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Methodology/Analysis

e The June mailing had a planned DTS of 6/4, which was later adjusted to 6/25.

e Telephone interviews began July 7, but were postponed one week due to low
recall. Interviews resumed among recipients of the June Snus mailing from
July 14th to July 26t

e The original goal was to collect 200 completed interviews for each of the four
brand targets, however, recall was low due to inconsistent mailer delivery and
therefore the total number of completed interviews were reduced.

Camel Target
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e All completed interviews were balanced by segment, age and gender to the
proportions as represented in the program mail file.

Significance Testing

e All significance testing was conducted at the 90% confidence level.

e Significant differences between brand targets are indicated with letters in
superscript. The letter appears next to the highest number in the comparison.
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Mailer Recall

Total Recall
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* Therefore, the remaining sections of this report will focus on examining mailing
diagnostics among recallers only.

0 42%

» After data collection was completed, investigation of postal reports revealed that mail
was still arriving in home the first week of August (6 weeks past the adjusted DTS). It
was not possible to determine the actual # consumers affected by the late mail delivery.

o However, research results were negatively impacted by the fact that some consumers
had not received the mail and therefore had no recall at the time of the survey. For this
reason, recall metrics should not be compared to any past mailings.
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Significant differences between brand targets are indicated with a superscript letter.

The superscript letter appears next to the highest number
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Due to the delayed mail delivery, recall of the June Snus piece was low and the recall
metric should not be used for comparative purposes.

o Of the people who recalled the piece, the vast majority interacted with it,
opening and reading it.
Recallers were less likely to replay the key product differentiators of Snus and more
likely to consider the piece as a way to introduce a new product.

Coupon recall was high among Snus recallers, but redemption was not, with an
average of 12% stating that they redeemed a coupon for Snus.

o However, future redemption is possible with one-third saving the coupons to
use later and one-quarter passing them along to another adult tobacco user.

Consistent with 2007 results, 14% of recallers claimed to have tried Camel Snus and
20% of recallers indicated that they would purchase Snus in the future.

In addition, females were less likely to engage with Snus which is similar to findings
from the 2007 research. Although not available with this data, further analysis
should be conducted to identify those females who may have a higher propensity to
accept the product.

There were no real differences in receptivity to Snus among the various brand
targets.
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Snus DM Summary:

2007 vs. 2008
2008 Gender Comparison
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ffRecaIl Coupons o

: ;Coupon DISQOSItIOH (Among Coupon Recallers)
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Significant differences at the 90% confidence level between 2008 and 2007 are noted with arrows.
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Snus DM Summary

SNUS (% Yes)
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Mailer Disposition

» Nearly all recallers of the piece opened it, with about half stating that they kept the
mailer.

¢ The majority of those who opened the piece also read it.
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Significant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
in the comparison. 10
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Main Communication (Unaided)

product.

* The main theme communicated by the Snus mailin

g was the invitation to try the

 Consumers were less likely to associate Snus with an alternative to cigarettes or as a
smokeless or spitless tobacco product.
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Mailer Perceptions

be “original” and “unique.”

« The majority of all brand target smokers who recalled the mailing found the mailing to

b@ﬁ e erid
R el

-.Thts Camel SNUS ma;hng was umque 'and dlfférent; o

Thts Camel SNUS mallmg was mformatlve f: 1_ .

L |

| 3‘ hts Camel SNUS malhng was appeahng to you b

9% | 3

- This Camet SNUS ma;hng was fun - -

“adult fr:end who smckes o

Camel SNUS is a brand I wouid recommend to an 'f o o 979 b

" Base: Remlled/ Opened malfer

1 :};'1;35“'7':’;""'

n the comparison.

ignificant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
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Nearly 20% of recallers stated that their opinion of Camel improved because of the Snus
mailing, m amly because Camel is offering something new and different
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Coupon Recall/Disposition
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Nearly all reca taling recalled the coupons but the Winston Target smokers were
less likely to recall receiving coupons compared to the other segments.

« Nearly half of the recallers either stated that they redeemed the coupons or plan to redeem
them in the future.
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ignificant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number

the comparison.
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Product Trial

to have tried Camel Snus.

“very good.”

¢ Among those who actually did try the product, most rated it as “excellent” or
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* The Snus mailing generated minimal product trial with about 15% of recallers claiming
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Significant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
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Product Usage

» Triers of Snus claimed to use an average of three pouches per day.

o Tobacco users who tried Camel Snus are most likely to use the product at work or at
home.
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Significant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
in the comparison. 16
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Future Purchase Intent

20% of recallers stated that they definitely or probably would purchase Snus in the
future, and over half would not purchase Camel Snus in the future.
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Significant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
n the comparison.
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Future Purchase/Trial
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Among the respondents who do not plan to purchase Camel Snus in the future, most
say it is because they don't use dip/smokeless tobacco.

When asked what the makers of Camel Snus could do to encourage trial, the majority
could not offer any suggestions.
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Significant differences between brand targets are indicated wi
n the comparison.
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Product Perceptions

» Recallers of the mailing felt that the Snus product appeals more to men and only 25%
stated that Snus was just like other moist snuff products.
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Significant differences between 2007 and 2008 are indicated with bold font. The bold font appears in the highest humber in the comparison.

Significant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
in the comparison. 19



1768 20495

b@ﬁimmg
S"‘EES%@@%"C?“E

« The likelihood of recommending Snus to an adult friend is low with less than 20% saying
they would.

« However, nearly one-third of tobacco users spoke to another adult tobacco user about
the product following the mailing.
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ignificant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
n the comparison. 20
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Demographics
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Slgmﬁcant dlfferences between brand targets are mdlcated wﬂ:h a superscrlpt Eetter The superscript letter appears next to the highest number
in the comparison. 21
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Demographics
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ignificant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
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Demographics
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Demographics
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Significant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
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Demographics
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; ignificant differences between brand targets are indicated with a superscript letter. The superscript letter appears next to the highest number
_in the comparison.
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