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1 . .iarette a „duc . whic 4 ad zed pri :7arilv? or. _ .s _ ., .:c t

a ._ ._ uses (all . . which are re_ tt_ . to ,. .. .cci^•z satisfac ._=.)

and fcllowed Inv :dgem-ents 'utcn no-:--:rod_c_ attributes .

_., crder of .reir relative _ tor*ance in :Woos' a .,_za-

_ _tte, the `oi_o +in , ra-:ki are revealed .

attribute s

Taste in ton .-.:e/mouth

,. .rear . t'-ness of the note

Cveral . satis_factic .̂

Pleasantness of axoma

n itude of arom a

_n,th level

: .an-_ rode, attributes

Vai•se for mo . .̂ev

2 . t?ascv : :-_ty

Social class

Age .rtenti `icaton

6 . Sop+est_oetion -eve .

7 . Popularit y

c . .isle relevance

Pack a earanc e

^0 . The :a,- is ai .er`_i__ed

2 . Sub-grout variation exist or, the rankirx of _he above attribute

_^ror-ance as below :

S oker-:-cups Give above average
ranking to

Give below average
rankir. to

-
brands - The way it is

advertise d

- 'ediu.t _ . iced - - Age ider. .t ication
Trite brand s

ate Strength le : el - Popularit y
:ride

`' K Popularity - Sophisticaticn

Fopulari - „re ident: :i .ation
- pride
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2

iti rare -~ 'twc- :rat.' at .__ . ce . ._ra tne s-csers

=refer

One

- _ ._roncuncec aan ; .ud

_nge» ir a

--_cuiine _rage

alai ty

cu aviation o- the Para : _ above are __rea :ed a s

- _ . .ter-at ;o-a_ brand modern aer ~C/
ccers .

"odern _-zer p1
o :{_-_ _

_'-- . . ;*_-? sackers : _radit_i -

onal

"v}. : smokers `!odern _ . .r. g rr., _ polar

s-akerc . -raditi_ Clder is^~lar
onal

Band image data are analysed t--u--Grid Analysis .
- . ._e the .arability of the so"ware is limited to ana_ysing

-2 brands =--,-is 12 attributes, te rage data are analysed by

aeent and twelve attributes h=_-:e to be selected out of 16
. .,._._ded in _he surrey .

IT; : :nT :CNAL -ANDS

~• SE Z Z= KS?i `?P 7CC/2C's) is perce :.7ed as being quite rocular
wit : .rite an acceptable taste . Eio,ev Ger, SE 555 is con-

side . ed to na7e lower cerfornance t : a : : exrected/wan`_ed on
aarects (pleasantness of f : .a•:oar, overall satisfact ;on) ,

an: non-_r,duct attributes (-asc ;_ ;ail awe, :hzs`icatior.,
_- . ._ , eleva-._e and pack appearance ; . oa ar ed t o

it is lower cn sophist-cation le-.-e : and ti- _ relevance .

7 . cenacn & . . . . . .
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r . __^sc . .s -like= ,3P l/2C•'s'' - zerce'ved as be-ing scphis : catee

Vi-7 ;r Sr race ve rack . Cc- dared what the inter-

national smokers war:_;, 3 & •• H 4_5 lower zrotuct ascec ' as well

as on value for -one':, age and :ac ; (slit^tiv) . Co^paredt o

3 is lower on as .ell as nor- rcd : .c_
as . ec: (value _r rout ` .

c . l ck? Strike (? ;C = 's) is ___ceived as bei quite st and

n _te aai :a am-lit-a of aar . Concared to what
.`:e international s-- :leers wanted, Luc . -7 Strike is lower on product

__ts, as well as won-Prcc , : ones (value for !none", sothis-

---tior, tine relevance _nc'. -ct ar.cearance) . Compared t o

is _ on al^os: a: aspects .

9 . rent ;L . ,CC/2C a) is erceived as for being quite vJ OunR smokers .

cwever, _orcar__ to they opted, tent is lower on al=st
as i ts . CO-Fared to Yarlbcro LS .'L, Kent is lower on t:roruct

aspect as well as nor.-product cites (value for s.ocev, pooular :t

rack appearance )

1C . All '_nternationei braids seen most vulnerable to kreteks .
3asicall

:, white international brands are lower on product aspects,

as well as non- :rod, ores, like value for pro .^.e'J, aee iaer.ti°i-
wstion and popularity .

aPl - ~

11 . nrdath KS;Z (B? +25/2C's) dominates the scene and is perceived as

having quite a zoodiaste, quite satisfvira, and having quite a

.ea .ssr.t aroma, with uite an attractive rack . Compared to wha t
_`ev( .*rdath KS H71 sickera)'danted, Ardath KS

:2 seems lower or

_raduc`, aspects as well as on r.cn-product ores (value for ocrey,

soghisti--atjon level, and time relevance) . Compared to Kansas ;.3
and gall ."all, .rdatt MEis lower or. nor.-croduct aspects
,zasculinity, sophist :cation & tine relevance) .

12 . Commodore . . . . . . ./
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12 . ,, ., ..,-ocore .SC: " . s _ . ..__'J as ~7^

771,.;e for Tone

y 12~-2~ a••_ . .B _ . . ;z ou_te eaaa .̂_ ._3'._ .._ .

+ante.'+ the brans see" FIi7nt:y

lower on pros,-_ : azer and 3150 _o'.+er O .- asoec -
,rasca_ . .__:J, oo .__ ._cat on, _-.:e relevance, and rack

a--earar.cei .

., ?sc .. t (=. /ZC's) is .__--:ed as bei-.z so -- ;cater

yc-r.a, cder^, .:ras :line and strcr.a yore . re d

__-ed brand Gnokers wanted, ..scar- LS:`: ie lo-.er on roouct
ascec , and on V3 . .. .. for Toney and 7opul!! .rit .y .

rV-ost without e xoe: , .h ::e ciF retoe brands are . .: 1- ner-
a-'_e against krete :k . White brands considered ;̂ar;'.Cular :.v

20'4e- on product asceces to a certain extent,
non-

product _mazen Like are I e^ti° :sand.., va .. for rm"y, e=) .

~r_C3AL '.a^K3 ?CUPS

J-"Cv ''? AND ciGAcET'' ?u?cyrC: l:'3ITs

15 . a?:te smokers are core _i :kei ; to also sake k :e_ec tare do

- . .- reverse . •nite smokers also socke rc r

kretek smokers
. ''Cite smokers mostly buy cigarettes in packs,

w:he :sas kretek smokers are more likely to buy sticks, there-

fore the former buy more sticks than the latter .
16 . :.1thouzh white s :ookers on the average ccr.sure less ci arette

that kretek Brokers, co overall they spend sl ` less .
"c_e . Premium white _-okers srerc the -ost., but lo _ice3

s!;.^ ;ers spend the least . For white smokers, shc ; & .:arurg are
si i - ti : less important as source of cigarette F-urcnase ; they
show more propensity to buy from a-

..rn C .'< 4- ._ .i
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17 . k'etek S:--o"__ tend to start 5, oking at rela-

s., . . . JOL. rem re _h3 .. white smokers, krete'r.

_ :7.0 .{e .s are 55 lk °- :9 . .̂switched fro m

rese- .lance to l^, S.• .̂Ckers .

.- ._ .. _as 1=•«- :riced white smokers seem c .caer to S-okers .

.. ast the prite_ smokers, ..,dath KSHL smokers are

c_caer to _-ium-hr3nd suckers, whereas Gomoodore smoker s

a_ _ c to _ .^.ea^ wj : e ., .. .okers . The .a. :stinCt :o _s are

esc -e' _fc1 o:_ rarsarachs .

19 . . ..rda : s.-o-_rs are sl more likely to also smoke k .-e .etis .

_hey smoke s' :ghtly more cigarettes . So-e Ardath sr.o :*.ers are

-_re to buy cigarette ir. slo_`s/cartons .

ere_ore !:`!o y spend s :i :.tlv pore :naney .

Agent is s-' my more i•t ortar.t for the- as source of

lase . .._ pared to trodor _ L5ri, Ardath KSHL have

-o-e new converts .

2G. krdat :n soo :leers are slip my more inclined (than average) to

tract--se They slightly prefer more rock/pop and

western - music . They tend to read neas .3per/magazine

..tore often . jut they listen to the radio in lower frecuenc~' .

And oney also visit tine-a slightly more frequently .

21 . o~, are Ct,mmodore LF'T smokers, Arda t : smokers are

s'i5h:ly ' and less associated with being married an d

the : :ee4 of Housecold . They are slirhtty more associ-

ated - : he_rg studen`s, ar.~, in g_anera, their ed. .uz.,at :ca

'eve-5 are - .,_e high .
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22 . _ sMokers are less likely to also smoke

. ke :eKs . They smoke ____ . . y fewer cirarett__ .

Sore (a few ; are !IkElv . .) bu .. .tgarette in _ocse st_ck .

7he sli . . . . ..y less 7ncrey on b aar et :e . Shop an-- 'aar'srg

are s1i- iy mere i .-tcr :_ .__ for _he-i as source of curccase .

. ..!-o . LS': 1s a !--an_ with more 1C ,-stand .

snokers "ess new _• _ , .

23 . Co 7 ;".occr_ smokers are s_ •.t :.• less incl1r.ed to practise

5 "arts . ey More - - g-dut & :ndo nesiar. goo .

_ne- read news-. . r/ _ -^re less often . They also ris_-

c_ne-a less `rem--en :'_- -:-%:t _„ listen more often to

the radio .

24 . Ccerare_ to Ardath . ., . ._ smokers, Commc,:ore s:.c<ers are

older . They are more associated with being married, and

very rue, . less assccia :ec with being student .

ir education levels are, in genera' I•sit_e low .

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192
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25 . The foregoing : ir.c_ rs ex :rac frc... a: the the s<_ _ picture s

of the results-of interecticn between the cc^auT.ers and the

sti^uli z_neratted by various brands offered the cizaret-e

market . Therefore, the situa-ions a r_.ea ec _ . . be referred to

rarcetir.g activities in the sarket • _- . ._ . . the last few years .

Eefore further analysis, it is appr mute to sur-up the rain

' ;rdings as belo w

Krete'k is real threat to whr- c .^ r___ea throush its

ericr c•: in product :ere`- . r- . ._ _ c :, :o ed with va__

for money ant other ;-7a ;zer-. .

2 . Specific Cress of vulnerabil_ . seer sir _.__ent

for 3A- brands in the in-er. .___na1 `brand ser5-e^t are

as follows

SE 555 ron- oduct attributes sophisticatic . .

level & time re-evance, age & pack

appearance) .

3 & - . product & non-prod ;:ct a4pects

(age, pack & value for roney) .

Lucky Strike .

product & nor.- :rc= ;:ct aspect (sophistica-

tion level, tie relevarce, pack appearance

Fen

: and value for -oney) .

- KS: L .

product & non- :: .rod ct aspect (pack

appearance and value fzr money) .

3 . Although Ardath KSHL is perceived as suite a good cigarette

with an attractive pack, the seckers want tore satisfaction

and better image attributes :art_cu_ rly or sophistication

level, fire relevance and

. odsre

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192



_tho _ ddcre ~~ is ~erdei, - os r,~_ . _

- - - C C: * _ _rIor__rc_,

acne weeriesses are reveals : ncr.-^roduct _ra tery (ago

enti__at__r, Scrha_ica .i_ .̂, rack and casc•1-

1_^1t_ as some sli.. . ._ weaknzseess on __ Ct

aspect .

nouz =sco . . :,S . _ shows sc.-e well-accecte_ att .ibu-_ ,

__,.__ on. •ral f :r ro^ an: on _:-_ roduct

at .ri: ._e s

26 . r`hvsialogicall . a 5-oser sncke s a ci a_atte it is nicct=

+hi . . he/she »_ s04. - At the -e•rei _z.suner __ ., :age ,

effect of n_-o*_ine irtt_ke is ter-7ed or '-it al:

tr._ to=t of the hra_ The findir.,s on t- e espc, .__ . ._s reou ;.re-

r_nts for an heal ,._ arette reveal that the smokers ca not seem

realize it (St e• h is put ad the lowest rank alone the rrod_ct

at .__butes, and thew tend to prefer . .der cis ._ttee) . Therefore ,

t can be inferred that for a smoker, eno:cir.g is more a means for

obtaining a pleasureable experience, which is defined as sensinc

pleasant taste in the tongue/south, the rccth of the stoke and

sensing a pleasant aroca, than for :eating nicotine .

27 . Further irferenc_ leads to the thinking that, at least fcr Indo-

nesian consumers, the force of demand is s-c- that _hey want nico-

tine, but for :-en tobacco taste seems less acceptable .

In other worts, on he average, the -ajor it ;; of cons hers do r

want to taste the ra-.:ness of tobacco . (Teen in blend testing

smoothness in a very essential attribute for then) .

26 . The respondents favourable evaluation on kreteks su :eriority or

product aspects sup.ort the above . 0-cues . 1., flave••-s in kre :ek

__ttes see- to ha'._ well masked the rawness o f

with foes habits which are bas__r ski teks

.sire en far s'.per , offer to Indonesian consu err .

2 : The t -, __ . . . . ./
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rare ever? Wren k_ e :ekC an:5 are able :c a '. ar= ze a^se eS

or. non-Crc___t' 2718 _'r 'alt . . ._ :e brands, the area . ._J .2

tradi-ioral v, cor_s :_ :ute the strereth of __ _ :ar ._ :e .

(Sore s^o%_rs even . ..n side_ -rat ar:- -e exe _rl is
as' .̂oder. es

3G . The above rar :iat_ a..-- :i_ ., of K.etek hra'hs see- :o -_ :e
infl•.;encec .ne _rok .rs attitude and eval•. .

:
. C ; ga-

rettes, as revealed _hrouch _ . ._ ,findings th :s su

v. D o=C' a =? cLnGy.

31 . "arlboro . .cry has o'. _-taker. t'c_ position c . _*_1 . . : . . .'1 . . as
the ards__ck bran.--" in _. ._ international brand searent .

Its being ,,^erican on a very

teresti ca-sunicatio .1 platform seer to ba•:e wade the brand

ed as the cost satisfying cigarette, the most rotular

brand, strcn,y cigarette, having a good taste with a _t-e a

:leasant flavour in _ts sa ^ent .

32 . Yarlboro'e strength is also revealed tbrourh the findings that

it is the only white brand to which kretek smokers are mostly

vulnerable to, although it is still below the same kretek .

67 u . ., . Int'l Red smokers are vulnerable to .'arl :or

althou ;,h ,. .3 . Sur-.-a '6 is the switching tar _et for of

t .G . :nt'l Red smokers) .

Although the threat cf kreteks has c arse : the scene and dl's .u,_

'lances caused by Marlboro has been __-t, acne BAT's trands show

resilience . The fortes behind seer to be er.ctjo .̂al -es

-ave de".e . ed between particular brand an its erocers .

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192



34 . ___s between 'he ..rant and its s. ..oters .nave ;evelooed

t . ., cc t^e s-.crers' exzer__ . .ces as ^es^o sea to th e

rar.d's -ark_ .- s,u"_i . =`:e -ajc_ .. et :7 . . . . .

ookers (62 % have s-..cke- Ardata over three :ears, ^3 Comm o-

-ore LSrl cockers are lone-standing smokers . , .___`ore, ero:i-

. . ::al _es see- stronger tc;ard t_ ose brands .

the inherent ..ea&nesses revealed only incicate that the demands

of the brand's smokers mizht have so-e«h.3t ^ar ed due to th e

of oarke ._ _ s :_-ul: nerste: by va.io'.s offers in

t .:_ .rarke.t . Ho ever, efforts to bring the brand closer to the

t=rcet concur-era' der.and should tale into a--count s-okers'

ecctional ties :o the brand .

S?'CK77- S

°_sro .ndents' e':a_uat :7 . :Scpr, L5.'^I_' o eer1 y show that ti :e

lo4es- end of the write rarket see-is to be extremely price-

c ..nce_ned, ait . ._ -h they a-so ad.rire some sort of __ .age benefits .

-score LS77 at :gyp 1; - .1 all .ts sty -__ _ ct imagery

seems unable to cater for he sackers' need for a for

r. .one•: troduct .

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192
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37 . The re~-c,nx fzrd_n:.s a . . .. _n,'s Here don sugC.es. t:st the

rarke; cc49pet .__+_ sit-_-a S1C.^, some stra :e 5 :c

nar . .eting actions see- to ',e ,_ _.- . to e core the sitcat, , . .

In my personal opinior, order of actions

would

a . to . espcn_ to . . . _ ;_ . . , . ._ Pat .

b . to enter the le ___" sez int .

C . When aDr..rC ia`_e, rrov°_ some elements the current

._4_ . .etinz mix of t-~ c,_,_ ._ : era .

to proliferate the 'rands .ch still have geed

acreals .

IFS N=J

38 . Past experiences have s ::, w . an-, act_vz the ies «i nin t!e area s

of white cigarette, even these were successful (like Sscort

LSr .̂ and !'anlboro) on : ., cr., are ynable to halt the ex ension

of kretek, and halt the parry's lure decline .

This indicates that the orly viable alternative would be to do

activities on the basis of ;,en .ine competitive platform .

As has been know, tire most destructive weaver. of kretek aaains ;

whit- is its

39. It has been revealed that the _roc :.ct su. .iority kr_'_eic lies on

the effects of clove plus _f avc_rs to mask the rawness of

tobacco by suppressing irritations and giving pleasurable taste

sensations to Indonesia, smokers . In order to be able to viably

conpete kreteks, the on:. approach seems to be basically iroduct"

oriented .

;env . . . . . ./
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.r." T.ar :~_ Sink ofer is a c : _cc-, an" as s'. . .. . . _

ob,jec :i-:e _nr_saga_d s :^a:.i __ to of-er 'oec-a_ more 'easurar.-e

smoking sensations :ra . .̂ other rod'ct . . .:a - __ the

rawness of tobacc : and gi ._ . t e>__ .r b .e se'-sa`_ :e-:, and

en .oyatle taste sersation8 .

t e:: :aim _ ato -a:i - a: e t`:e segments .rich seem able

co^.s4 derable in .+!:_ : a small s'-are -i ;. Sean ,a ;;it_ a

respect_ li sales . Aro'_her brand aimed at in at the botton

. -nan rust be seen a better vale -or rcna' ___ .re currant cries .

?CL 1J . ~? : .'-v'IT :C - - ! tti_
-,:3 t./T .(

This s__ns a_ ._ic=_bie pore .rants inte_nat:cal

b-and segement as belo w

- to imcrov_ non-trod .c t imagery C_° z,,5 F. SHI, t^ra'L h more

stimulat - co.rnwr-tat :on platfcr . .. & 'cr_ intensive

campaign .

! thrcugh slight imorove.nent in its esentation

(pack), and eualits _ prcveoent of t-e cduct .

- to enhance the rerf=r7iance of Lucky Strike ?:Si?L hroug

roduct a,.a.it', _ _o esent, and better esentation

(rack) .

- to enhance the , rferrance of Kent KS'4L throu'h better

(rack), and throu : proc~ct eualitypresentatio n

improvement

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192



BRAND rsCLI :F?r__C:";

43 . This seems applicable more to Ardath House .

Although some Ardath XS HL smokers seem to want a better

performance product, they still appear to be linked to the

brand emotionally . Therefore, drastic changes of the mix may

be posed with consumer resistance .

44 . Ardath is perceived as a good quality product . We can expand

the brand franchise on the basis of this platform .

A series of options can be explored . One more interesting

one seems to be Ardath for young smokers .

COM.O,".OR HOUSL

45 . This back-bone brand suffers from defects in terms of non-

product imagery . Commodore LSFT is also the most vulnerable

to kretek due to its inferior product performance .

#6 . The introduction of Commodore Special has slightly improved

the =ouse's imagery standing, particularly on being slightly

more sophisticated, slightly more modern and having slightly

more attractive pack .

However no improvement is observed on the aspects of ale

identification, value for money and product performance .
This suggests that something in the mix (most probably the

very brand name) withholds imagery rejuvenation .

47. Past experiences on changing the presentation in the effort

to rejuvenate the imagery had been posed with consumers'

resistance . This finding suggests than the smokers of

Commodore L3 have developed some sort of emotiona :. links/
ties to the brand . (The majority of commodore LS_C" smokers

hive smoked the brand for more than 3 yea .-.` :

4,E . Considering . ./

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192
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48 . Considering the findings of this brand image survey, as such,

Commodore LSr seems to require "overhaul" imagery standing .
On the other hand, the core smokers seem to have developed

emotional ties to the brand . Therefore, in order to solve

the above conflicting demands, the only viable option will be

to develop a somewhat distant off-spring of the brand .

49. The somewhat distant of--spring of Commdore LSF? is envisaged

to still bring the Commodore name and logo in a miniaturized
format . Louder voice will be communicated through more sophis-

ticated presentation and specific adjective (for instance SUPS)

which shall be selected to adequately represent contemporary

tone and notes of the target group i .e . young smokers .

As such, the new off-spring brand is able to reap the benefit

of brand identification whilst also to exploit new opportunities

for communicating rejuvenated image benefits .

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192
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The following are derived from the above marketing implications

and on the consideration of constraints perceived :

1 . To enter the low-priced sec-ent with the following options

- a spin-off of the currently still acceptable brand .

- a brand-name taken from the repertoire of BAT's brands

which had good image in the past in Indonesia .

The brand should be priced as close to Hero & Union as possible
.

2 . To give more priority and effor :s~to Project Constrast, and

renew its product objective in order to be really used as a

competitive weapon
. To give a solid basis for project development ,

it is also strongly recommerded to construct a sensory map of the

Indonesian main kretek and wh -e brands .

3 . To explore brand proliferation of the Ardath House through a

series of consumer research .

4 . To improve some aspects of the marketing mix for BAT's Interna-

tional brands :

- communications for SE 5,53 .

- products and packs for Lucky Strike .
- pack for Kent .

- product of Benson & Hedges .

5 . To consider to develop a new off-spring derived from Commodore
house .

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192
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Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192



Al_ '„_'s bra .-.,_4s are vuln___t .e to kretek .

~ . ~ocpara .ive rofii'_ng reveaa the following weaknesses (at

different levels of inteasi-, of BAT's brand s

onnon-product imagery attributes .

& •- o:- y -:- ::duct and non-product imagery .

Lucky ,, ., _ke on product and non-product ima6ge.'~y •

- . .ert SHL . on product and non-produc : attributes .

- ;rdat KSHL . its _ookers wart_ better _cege attributes

and =amewhat more satisfaction .

Co_no_ore LS=-4. . on - :0-product imagery .

Escort LSr: . on value for coney .

3 . The fol :owing narke, forces e,-e identified as sources of market

dynamics .

- karke.ing activities of kretek brands with sucerior

product appeal .

- Intensive Marlboro activities .

,ttitudes end preferences of price-concerned smokers .

Smokers' eoctional ties to their brand .

4 . The tables on the following cages sue:-arize the Tar'xet positions

of BAT's brands for each segment .

Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192
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Source: https://www.industrydocuments.ucsf.edu/docs/kqhg0192
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