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BACKGROUND

® IN ORIGINAL SB A/P TEST, FISHERMAN DID NOT OUTPERFORM
ARCTIC LIGHTS AMONG TARGET OF SEGMENT B TYPES, ‘

THIS WAS DUE TO BOTH LACK OF DIFFERENTIATING MESSAGE
AND LESS AP;ETITE APPEAL (TASTE, SATISFACTION,

REFRESHMENT

@ HOWEVER, FISHERMAN DID PERFORM BETTER THAN SALEM LIGHTS
AMONG B TYPES,

ESAPPETITE APPEAL, OF

® CORRECTIVE ACTION TAKEN TO INCREAS
TRONGER MENTHOL) WAS

FISHERMAN; AND REVISED SB PRODUCT
CONSIDERED AS A PRODUCT ALTERNATIVE.

0 FOUR TOTAL PROPOSITIONS TESTED HERE:

-~ FISHERMAN - SB CURRENT PRODUCT
- FISHERMAN - SB REVISED

~ PROBLEM-SOLUTION - SB CURRENT

- PROBLEM-SOLUTION - SB REVISED '
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OVERALL_SUMMARY

1. BoTH REVISED EXECUTIONS HAVE CORRECTED SOME COMMUNTCATION
DEFICIENCIES FROM ORIGINAL FISHERMAN:

@ SATISFACTION
0 TASTE

® REFRESHMENT

® STRONG MENTHOL

BUT STILL COMMUNICATE SLIGHTLY LESS THAN ARCTIC LIGHTS,

2. APPEAL OF

HE ADVERTISING IS AT LEAST AS GOOD AS ORIGINAL
FISHERMAN (NEW FISHERMAN IS SLIGHTLY BETTER),

= OVERALL APPEAL

ORIG
EI1SH -PS_ F1SH
61 8 5
~ SKEW IN APPEAL IS NO LONGER AWAY FROM TARGET
SMOKERS

= HOWEVER, APPEAL STILL DOES NOT SKEW TOWARD
TARGET

3, OF THE FOUR PROPOSITIONS, FISHERMAN WITH REVISED PRODUCT IS
MOST APPROPRIATE FOR SB BECAUSE OF BETTER CONVI'KSION AND
OVERALL PERFORMANCE AMONG T?RGET SMOKERS (SEGMENT B TYPES:
NON-RJR, FF, STRONG MENTHOL/CIGARETTE PREFLERRERS),

A POSSIBLE IMPROVEMENT--TO INCREASE SKEW OF ADVERTISING
?PPEAL IS TO COMMUNICATE STRONG MENTHOL/CIGARETTE MORE',
HIS 1S BECAUSE THE PRODUCT DELIVERS MORE THAN EXPECTED

ON THESE ATTRIBUTES, HOWEVER, THIS SHOULD NOT BE AT THE

EXPENSE OF TASTE, SATISFACTION AND REFRESHMENT PERCEPTIONS,
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I. ADVERTISING PERFORMANCE

¢ APPEAL
¢ COMMUNICATIONS

I1. PRODUCT FIT TO ADVERTISING

0 IN TOTAL
® BY SEGMENTS
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I. ADVERTISING PERFORMANCE

¢ OVERALL APPEAL OF AD! BOTH REVISED ADS HAVE AT LEAST SAME
APPEAL AS ORIGINAL FISHERMAN AND ARCTIC LIGHTS; FISHERMAN HAS
SLIGHTLY MORE THAN ORIGINAL FISHERMAN,
OVERALL APPEAL
TOTAL MENTHOL SMOKERS

PROBLEM ORIGINAL  ARCTIC SALEM
FISHERMAN SOLUTION FISHERMAN LIGHTS LIGHIS

7+ | 59 56 59 56

MEAN 6.97 6.92 6.86 | 6.86 6.73
DEF/PROB BUY 49 51 50 52 48
DIFF (TOP + 1/3) 28 30 28 21 29
iMpT (TOP + 1/3) 4y 49 4y 39 32

ARC:6J
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BY DEMOGRAPHIC AND USUAL_BRAND

® BOTH REVISIONS HAVE CORRECTED SOME DEFICIENCIES (FF 85, KooL FF 85)
BUT STILL REMAIN OLDER, MORE FEMININE,

AD_APPEAL RY SEGMENTS

PROBLEM  ORIGINAL  ARCTIC SALEM
FISHERMAN SOLUTION FISHERMAN LIGHTS LIGHTS

y o g 7
7+
ToTAL 62 59 56 59 56
FF 61 58 53 57 51
LT 60 6 i62] 59 [64
r"’1 r"ﬂ
KooL FF 85 59 57 ESZi 63 -40!
SALEM FF 85 b4 59 | 521 55 62
| I
MEN . 57 55 5l 51 50
WOMEN 63 62 58 63 60
18 - 24 54 52 48 51 45
25 - 34 55 51 6 53 53
35 - 49 61 59 56 57 57
50+ 72 72 71 68 66
ARC:GJ
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BY_CONSUMER WANT SEGMENTS

@ AD ACCEPTANCE DOES NOT SKEW SUBSTANTIALLY TOWARD SMOKERS WHO
WANT STRONGER MENTHOL/CIGARETTE. HOWEVER, THERE IS IMPROVEMENT
RELATIVE TO ORIGINAL FISHERMAN IN THAT ORIGINAL FISHERMAN SKEWED
AWAY. FROM THE TARGET,

AD ACCEPTANCE BY SEGMENTS

PROBLEM  ORIGINAL  ARCTIC SALEM
EISHERMAN SOLUTION FISHERMAN LIGHTS LIGHIS

&1+ % % 7 % %
JOTAL 61 59 56 59 56
81977 63 61 55 59 54
81979 64 60 - - -
CDE ol 62 61 61 62
BY WANT:

STRENGTH: .
MORE 55 52 - - -
AS MUCH 57 59 54 57 50
LESS 62 61 56 58 59
MUCH LESS 62 bl 62 61 62

MENTHOL:

STRONG 60 51 47 59 37

MED1UM 59 61 55 55 56

LIGHT 61 63 63 61 bl
ARC : GJ
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® EVEN WITHIN SEGM%NT B, ADV;RTISING ACCEPTANCE DOES NOT SKEW TOWARD
SB'S KEY TARGET \KOOL, MEN). FISHERMAN DOES SKEW FULL FLAVOR,

AD_ACCEPTORS

EISHERMAN PROBLEM SOLUTION

% %

B1977 63 61
KooL FF 85 61 63
SALEM FF 85 69 blY
FF 85 62 61
LT 85 54 68
MEN | 57 62
WOMEN 69 65
B19/79 b4 60
KooL FF 85 59 60
SALEM FF 85 63 bl
FF 85 b3 60
LT 8 - 58 oY
MEN 58 59
WOMEN | 70 62

ARC:GJ
7/11/79 .
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ADYERTISING COMMUNICATIONS

© ALTHOUGH BOTH EXECUTIONS, PARTICULARLY FISHERMAN, DO A BETTER JOB
OF COMMUNICATING SEVERAL KEY ATTRIBUTES VS. ORIGINAL FISHERMAN,
THERE ARE STILL SOME DEFICIENCIES VS, ARCTIC LIGHTS,
COMMUNICATIONS
JOTAL MENTHOL_ SMOKERS

PROBLEM  ORIGINAL  ARCTIC SALEM
EISHERMAN SOLUTION EISHERMAN LIGHTS LIGHTS

% % 7 % %
LOW T&N
Top 2 <::) (::) 36 40 32
ToP 3 89 89 90 84 /8
SATISFACTION /1 76 62
STRENGTH 30 (::) 27 31 22
MENTHOL
STRONG @ g g 22 6
St 58) 5] 60 45
REFRESHMENT

MORE (1) 20 7 [ .2
M+AS (84) 79 75 83 66
TASTE 55 [e7] 7

DRAW 81 82 83 80 79

NASC. 47 15 w6 {28, 20

ARC:GJ
7/11/79
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® FISHERMAN'S IMPROVEMENT 1S ALSO APPARENT AMONG TARGET, BUT ARCTIC
LIGHTS STILL OUTPERFORMS SOMEWHAT.

COMMUNICATIONS
B 1977 sMOKERS
PROBLEM ORIGINAL  ARCTIC SALEM
EISHERMAN SOLUTION FEISHERMAN LIGHTS LIGHIS
% % % % %
LOW T8N '
TOP 2 Ly 48 47 34 29
TOP 3 87 91 90 84 75
SATISFACTION 78 77 75 87 58
STRENGTH 30 | 33 37 19
MENTHOL
STRONG 11 8 27 6
S+M 67 60 /1 51
REFRESHMENT
MORE 19 14 3] 20
M*AS 83 /9 79 89 66
TASTE 6 59 74 55
DRAW /8 /8 80 87 69
HASC, 49 19 5 [3% 2
ARC : GJ
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1,

BoTH REVISED EXECUTIONS HAVE AT LEAST AE MUCH APPEAL AS
ORIGINAL FISHERMAN AND ARCTIC LIGHTS, ISHERMAN 1S
SLIGHTLY MORE APPEALING THAN ORIGINAL FISHERMAN,

APPEAL DOES NOT SKEW TOWARD TARGET, HOWEVER, THE
SKEW IS IMPROVED VS. ORIGINAL FISHERMAN IN THAT IT
SKEWED AWAY FROM TARGET,

COMMUNICATIONS HAVE BEEN IMPROVED BUT ARE STILL SOMEWHAT
LESS THAN ARCTIC LIGHTS.

IMPROVEMENTS! SATISFACTION
TASTE
REFRESHMENT
STRONG MENTHOL

LESS THAN ARCTIC LIGHTS: REFRESHMENT
TASTE
STRONG MENTHOL
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11, PRODUCT FIT TO ADVERTISING

® OVERALL, ALL FOUR PROPOSITIONS PERFORM EQUALLY, AND PERFORM
AS WELL AS ORIGINAL FISHERMAN AND ARCTIC LIGHTS,

JOTAL MENTHOL
AD . BOTTOM
ALTERNATIVE ACCEPTORS CONVERSION™ _ LINE'
A % %

" FISHERMAN/CURRENT 60 65 39
F1SHERMAN/REVISED 61 64 39
PROBLEM-SOL/CURRENT 60 65 39
PROBLEM-SOL/REVISED 59 67 39
ORIGINAL FISHERMAN 56 68 38
ARCTIC LIGHTS 59 61 36
SALEM LIGHTS 56 69 39

*CONVERSION = % OF AD ACCEPTORS WHO ALSO LIKE PRODUCT,

ARC :GJ
7/10/79
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® DUE PRIMARILY TO BETTER CONVERSION (PRODUCT FIT) AMONG KEY SEGMENTS,
FISHERMAN/REVISED 1S MOST APPROPRIATE FOR SB.

__FIsH/c  __FISH/R ps/c | PS/R
CONV CONV CONY "~ CONY
% 4 | % | %
TOTAL 65 bl 65 67
p 1977 161! 67 65 71
B 1979 {59 69 67 72
CDE 65 67 66 69
WANTS :
MENTHOL
STRONG 63 /7 65 59
MEDIUM ol bl bl 67
LIGHT 70 63 65 69
STRENGTH ‘
MORE 63 65 - N 63
AS MUCH 60 /2 6l 61
LESS bl 63 65 72
MUCH LESS ~ T4\ bl 65 63 \/

ARC :6J
7/10/79
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® THIS BETTER FIT IS NOTICED PARTICULARLY AMONG KEY SUBSEGMENTS
OF SB'S TARGET.

p_(1977)
TOTAL
RUR

NON RJR

KooL FF85
SALEM FF85

FF 85
LT 85

__FIsH/c
CONV

%

baed

55
bl

68

150!

[}
-—od

63
60

FISH/R ps/c PS/R
CONV CONY CONY
% % %
67 65 71
58 bl 62
74 66 78
86 | 56 72
76 73 71
77 62 76
60 66 67

og62 LO10°



B (1979)
ToTAL

RJR
-~ Non-RJR

KooL FF85
SaLEM FF85

FF85
LT85

. FISH/C

CONY
%

9]

55
61

68
55

bl
56

FISH/R

CONY
A

69

b1
76

86
79

80
61

PS/C

67

66
68

64
67

66
66

PS/R

72

60

80

76

74

78

68

L862 LO10S '
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¢ WHEN VIEWED BY STANDARD DEMOGRAPHIC AND BRAND BREAKS, CONVERSION
DOES NOT SKEW NON-RJR OR FF,

ToTAL

RJR
Non-RJR

Men
WoMEN

18-24
25-34
35-50
50+

FF
LT

FISH/C

CONV
4

65

b
66

68
b4

66
77

63

65
67

THE ONLY BIG SKEW IS OLDER.

FISH/R

CONV
A

64

b4
bl

bli
bl

68 4
58
62

69 |

63

67

PS/C
CONY

65

61
67

62 l
68

76 4
bl
61
63 J

ral

67

62

PS/R .
oW

67

62
70

67 l |
66

63
67
68

68

bl

66 Vv

eese 010G



® THIS BETTER FIT IS NOTICED PARTICULARLY AMONG KEY SUBSEGMENTS
OF SB'S TARGET.

B (1977)
TOTAL
RUR
NON RUR

.__FIsH/c
AA CONV BL
4 A A

63 161: 38
67 55 37
61 o4 39

kooL FF8 61 68 41

SALEM FF85 67

FF 85
LT 85

r=="

1501 33

[}
ool

6U 63 4l
48 60 29

F1SH/R

ps/c

ps/R

60
70

60
60

CONY BL
Ak

67
58
4

42
41
43

86

51

76

53

77

47

60

56

AA CONV BL
S T

63 65 4l
65 o4 42
62 66 41

64 56 35
63 73 U6

63 62 39
b5 66 43

AA CONY BL
1% 1

63 [71f U5
73 62 45
57 | 78] U5

61 72 43
66 71 47

58 |76 u4
72 67 48

6862 L010QS



® DUE PRIMARILY TO BETTER CONVERSION (PRODUCT FIT) AMONG KEY SEGMENTS,
FISHERMAN/REVISED IS MOST APPROPRIATE FOR SB.

FISH/C FISH/R ps/c Ps/R
AA CONY BL| AA CONV BL|AA CONVY BL|AA CONV BL
%

R F Rl R R R K R %

TOTAL 60 65 39|61 64 39[60 65 39|50 67 39
31977 63 {61} 38|63 [67] 42|63 65 41|63 [71] u5
B 1979 64 (59! 38|64 |69| uu|63 67 42|59 |72] 43
CDE 64 65 42163 67 42]62 66 41|62 69 43
WANTS:
MENTHOL

STRONG 59 63 3/162 77/N48152 65 | 34|49 591 29
MEDIUM 58 64§ 37161 64 {39161 o4 39161 67| 4l
LIGHT 66 70\ 46 156 63 | 36 |66 65\ 43 |59 69\ 41

STRENGTH
MORE 5 63| 33|58 65 38| - - -5 "63]| 33
AS MucH . 57 60 | 34 |5 72 4158 61 |36 |60 61 | 37
LESS 61 64 | 40 {64 63 41163 65 {4l |58 721 42
MUCH LEss 68 74\ 50 |56 64 35 |6l ' 65\ 41 {63 63\ 40

ARC :6J
7/10/79
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B (1979)

ToTAL

RJR
Non-RJR

Koor FF85
SALEM FF85

FF85
LT85

64

70
b1

63
65

by
55

68
55

b4
56

38

39
38

42
35

41
31

67
b1

56
71

61
62

69

61

76

86

79

61

41
46

49
56

48
38

66
61

62
59

L
66

66
68

b
67

66
66

43
42

40
39

4

4y

66

55

59
63
56
61

45
47

43
42

. 1662 LOT10S
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¢ WHEN VIEWED BY STANDARD DEMOGRAPHIC AND BRAND BREAKS, ADS AND
PROPOSITIONS TEND TO SKEW!

ToTAL

RJR
Non-RJR

MeN
WoMEN

18-24
25-34
35-50
50+

FF

LT

=

60

63
59

56
b4

54
55
59
72

60

60

FISH/C

65 39

64 41

66 39

68 38
b4 41

66 | 36
77| w2
61| 36
63 {, 46

65 39

67 39

¢ MORE FEMALE
0 OLDER

¢ RJR

FISH/R
AR CONV BL

A ¢
61 64

67 64
58 64

57 6l
64 o4

51 68
56 58
63 62

71 69

62 63

60 67

/4
39

43
37

37
41

34
33
39

, 19

39

40

60

60
60

55
63

61
48
58
/1

58

62

621 34
68\ 43

76 4 U6
6y | 31
61 | 35
63 |, 15

67 39

62 39

59

b4
56

54
63

45
52
62
75

59

59

671 36
66 42
63 | 28
67 | 35
68 | 42
66 W 49

68 40

64 38

2662 LO10S



F1SHERMAN/REVISED:

Low T&N
SATISFACTION
STRENGTH
MENTHOL
STRONG
S+M
REFRESHMENT
MorE
More + As

TasTE

DrAW

JorAL MenTHOL B 1977
EISH P§ EISH PS
g g g g
80 89 87 91
79 76 78 77
30 33 30 {39
16 9 ;2@] 11
5§ 58 69 67
271 20 28] 19
sl 79 8 79
62 62 66 59
81 82 /8 78

FISH PS
g 9
8 89
77 76
29 [3n
%] 9
60 59
5] 21
8% 8l
61 60
8 8l

REASONS FOR BETTER FIT AMONG KEY SEGMENTS

© THE REVISED PRODUCT DELIVERS TO SPECIFIC PRODUCT
EXPECTATIONS CREATED BY FISHERMAN BETTER THAN
OTHER COMBINATIONS.

€662 LO10S



® FISHERMAN/REVISED HAS A BETTER-FIT AMONG KEY SEGMENTS
BECAUSE THE REVISED PRODUCT DELIVERS TO SPECIFIC PRODUCT
EXPECTATIONS CREATED BY FISHERMAN BETTER THAN OTHER
COMBINATIONS,

SEGMENT B €1977)
FISH/C FISH/R PS/C PS/R
% 2 2 A
Propuct To Ap |
W e
EQUAL 39 45 34 5
PRODUCT LESS 31 27 29 21
SATISFACTION
EQUAL 39 Ly 9 - 40
PRODUCT MORE 22 25 27 .26
STRENGTH ,
EQUAL 31 35 35 30
PRODUCT MORE 42 42 38 4y
MenTHOL
EQUAL 39 16 142 39
PRODUCT MORE 33 34 30 38
REFRESHMENT
EQUAL L6 42 4 40
PRODUCT MORE 16 - 27 30
.
EQUAL 33 45 uo 46
PRODUCT MORE 33 24 26 31

¥662 Lo10g



¢ ALTHOUGH LESS NOTICEABLE, FISHERMAN/REVISED’S PROD
FIT TO AD IS ALSO SLIGHTLY BETTER AMONG SEGMENT B

Propuct To Ap
IeN
EQUAL

PRODUCT LESS

SATISFACTION
EQUAL
PRODUCT MORE

STRENGTH
EQUAL

PRODUCT MORE

MeNTHOL
EQUAL
PRODUCT MORE

REFRESHMENT
EQUAL
PRODUCT MORE

IasiE
EQUAL
PRODUCT MORE

SEGMENT B (1979)
EISH/C EISH/R
7 /
38 "3
2 25
36 g
23 25
32 3)
40 45
39 43
/3 39
42 4o
17 27
34 42
30 27

36
29

40
26

33
38

41
31

40
25

40
39

1879y,

39
25

23
4l

40
40

40
26

b3
30

»
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o INTERESTINGLY, THESE D]FFERENCES ARE NOT NOTICEABLE

AMONG TOTAL SMOKERS.

REVISED.

Propuct To A
IeN

EQUAL
PRODUCT LESS

SATISFACTION
EQUAL
PRODUCT MORE

STRENGTH

EQUAL
PRODUCT MORE

MeNTHOL
EQUAL
PRODUCT MORE

REFRESHMENT

EQUAL
PRODUCT MORE

EQUAL
PRODUCT MORE

HIS SHOULD NOT BE SURPRISING SINCE
WE DID NOT SEE BETTER CONVERSION IN TOTAL FOR FISHERMAN/

PRODUCT FIT TO ADVERTISING
TOTAL MENTHOL
EISH/C EISH/R

A 4
31 34
26 21
39 57
23 26
33 32
39 47
40 2
31 - 40
40 39
20 24
37 57
30 - 30

PS/C
A

34
25

39
25

32
41

41
35

40
24

37

31

PS/R

A

36
22

37
25

32
4

40
41

38
25

38

31

9662 L0705 .



EVEN THOUGH FISHERMAN-REVISED DOES A BETTER JOB OF DELIVERING

TO EXPECTATIONS (RELATIVE TO OTHER ALTERNATIVES), FIT AMONG
KEY SEGMENTS IS NOT AS GOOD AS SEEN PREVIOUSLY,

FISHERMAN - REVISED

OR1GINAL FISHERMAN

ArRcTIC LIGHTS

SEGMENT B _(1977)
AD
ACCEPTNCE
63

55

59

CONY
A

— - -

671

—— tee

76

68

BL

%
42
42

40

£662 LO10S



THIS 1S BUE 10

PrRODICT B

F1SHLRIAN
- REVISED _

A

Toval StoKERS

PRODUCT BEITFR

PRODUCT T OUAL %6

B Tyres

PRODUCT RFI1TER

PRODUCT EQUAL 39

I Fp ToThpuesy
‘,\‘.‘.}‘,R bt

Pol OF PRODUCT PIRECU5ANCE,

SERSREY
EURYENIRY

{CF VS, 1XPFCIATIONS

ORTGINAL

ARCTIC SALEM..
P 1SHFRMAN

I 16HTS LIGHTS
Ao )4

z

43 42 25
5 3

51

36 36

22
hy |

52

»

g662 LOTOS



THIS UNDER PROMISE 1S NOTICED PRIMARILY ON TWO ATTRIBUTES:

STRENGTH
MENTHOL

PRODUCT 11T KITH AD
SreMeNT B 1977

FISHERMAN — ORTGINAL ARCTIC ~ SALEM  FISHERMAN
. REVISED . F1SHERMAN LIGHTS LLIGHTS . CURRENT _
A 7 % /A /A
STRENGTH
PRODUCT = AD 38 40 31 43 33
PRODUCT MORE (:) 52 56 36 (:)
PRODUCT LESS 17 28 33 21 23
MENTHOL
PRODUCT = AD Ly 54 , 48 b3 41
PRODUCT MORE 23 21 24 @
PRODUCT LESS 16 23 21 23 .24

Iy

6662 LOTOS
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IN FISHIRMAN/REVISED, THE ADVERTISING DOES NOT PREPARE SMOKERS FOR

THE STRENGTH OF THE CIGARETTE.,

BY TNCREASING STRENGTH/MENTHOL PERCEPTIONS IN THE AD, IT IS
CONCLIVABLE THAT AD APPEAL COULD BEGIN TO SKEW TOWARD THE
DUSIRFD SEGMENT,

PRODUCT FIT WITH _AD
ToTAL SHokER
F I1SHERMAN ORIGINAL ARCTIC SALEM
. REVISED . FI1SHERMAN LIGHTS LIGHTS
4 % yA %
SYRENGTH
PRODUCT = AD 33 37 3l 4l
PRODUCT MORE 35 38 33
PRODUCT LESS 19 28 28 23
MENTHOL
PROBUCT ** AD 43 . 52 45 53
PRODUCT MORE (:) 23 29 25
PRODUCT 1 ESS 16 25 . 26 22

FISHERMAN
~CURRENT _

A

35

@

25

42

26

000€ ¢LOT0S
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IMPLICATION:

CoMMUNICATING PRODUCT PERFORMANCE BETTER COULD:

1., SKEW AD APPEAL TOWARD TARGET
2, GENERATE HIGHER CONVERSION AMONG TARGET

HOWEVER - COMMUNICATIONS OF STRENGTH/MENTHOL SHOULD NOT
BE AT THE EXPENSE OF OTHER KEY ATTRIBUTES
(TASTE, SATISFACTION, REFRESHMENT)--AS
THESE ARE KEY IN CREATING SB'S APPEAL.,

Kasd
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TaSTE, SATISIACTION, RUERFSLANHT H0S)

£
AN

PERCEPTION OF

R:JICTORS,

TASTE

SATISFACTION

z

RrE RUSHMENT

B Y

1%

T&N
STrRINGTH

MinTHOL

NI
!I'!i [

TRIRUTES Dt

Frsurg

A CrPTORS
A

/5
83
90
68
30

56

BEOMAINTAINED TN COPY AS

MAN

RLJFLTQRS
A

34
o4
4
82
28

59

SUTIATYE AN ACCEPTORS/

DIFFL,

200€ co10g



1. FISHERMAN/REVISED 1S THE MOST APPROPRIATE PROPOSITION
FOR SB BECAUSE OF ITS STRONGER CONVERSION AND OVERALL

PERFORMANCE AMONG TARGET SMOKERS,

2, THe FISHERMAN EXECUTION lﬁ IMPROVED OVER ORIGINAL FISHERMAN,
BUT IS STILL SOMEWHAT DEFICIENT VS, ARCTIC LIGHTS,

5. THE FISHERMAN EXECUTION DOES NOT PREPARE SMOKERS FOR THE
STRENGTH OF EITHER PRODUCT, ESPECIALLY THE REVISED |
PRODUCT,

= IMPROVEMENT IN STRENGTH PERCEPTIONS COULD
INCREASE AD APPEAL AMONG TARGET,

£€00€ Lo10S



1,

4,

OVERALL SUMMARY
BoTH REVISED EXECUTIONS HAVE CORRECTED SOME COMMUNICATION
DEFICIENCIES FROM ORIGINAL FISHERMAN:

® SATISFACTION

® TASTE

® REFRESHMENT

® STRONG MENTHOL
BUT STILL COMMUNICATE SLIGHTLY LESS THAN ARCTIC LIGHTS,
APPEAL OF THE ADVERTISING 1S AT LEAST AS Gogn AS ORIGINAL
FISHERMAN (NEW FISHERMAN IS SLIGHTLY BETTER),

= OVERALL APPEAL

ORIG
F1SH PS_ FISH
b1 59 56
= SKEW IN APPEAL IS NO LONGER AWAY FROM TARGET

SMOKERS

= HOWEVER, APPEAL STILL DOES NOT SKEW TOWARD
TARGET

OF THE FOUR PROPOSITIONS, FISHERMAN WITH REVISED PRODUCT IS
MOST APPROPRIATE FOR SB BECAUSE OF BETTER CONVERSION AND
OVERALL PERFORMANCE AMONG TARGET SMOKERS (SEGMENT B TYPES:
NON-RJR, FF, STRONG MENTHOL/CIGARETTE PREFERRERS).

A POSSIBLE IMPROVEMENT--TO INCREASE SKEW OF ADVERTISING

?PPEAL IS TO COMMUNICATE STRONG MENTHOL/CIGARETTE MORE’,
HIS IS BECAUSE THE PRODUCT DELIVERS MORE THAN EXPECTED

ON THESE ATTRIBUTES, HOWEVER, THIS SHOULD NOT BE AT THE
EXPENSE OF TASTE, SATISFACTION AND REFRESHMENT PERCEPTIONS,

’

$»00€ L0105



ToTAL

B 1977

CDE

MENTHOL
STRONG
MEDIUM
LiGHT

STRENGTH
More

As MucH
LEss

Much LEss

FISHERMAN - REVISED VS. ORIGINAL FISHERMAN, ARCTIC LIGHTS

E/R

AA CONV  BL
4 yA g

61 64 39
63 67 42
63 67 42
62 77

61 6

5% 63 36
58 65

57 72

64 63 41
56 64 35

___ORIG,_FISH. _

AA  CONY  BL
% % q
56 68 38
55 76 42
61 76 46
y7 57 27
55 69 38
63 70 LYy
54 67 36
56 68 38
62 /3 45

_ARCTIC LIGHTS.
AA  CONV  BL
A 4 g
5 61 38
5 68 40
61 62 38
59 63 37
55 65 36
61 5y 37
57 54 31
58 66 38
bl 57 35
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T "er v 3 ¥ Wiy | o}

L]
ATTRIBUTES,

18N

P=A
PROD. LESS
PROD, MORE

SATISFACTION

P=A
PROD, MORE
PROD, LESS
STRENGTH
P=A

PROD, MORE
PROD, LESS

MENTHOL
P=A

PROD, MORE
PROD, LESS

TASIE
P=A

PROD. MORE
PROD. LESS

REFRESHMENT

P=A
PROD. MORE
PROD. LESS

PVR T IVHIERAANN ALV IOLY o VUL TV DLy roRrvRmanee UN MOST

o
EXPECTATIONS WANTS
e o ORIG L ORIG
E1SH/C EISH/R E1SH F1sH/C EISH/R EISH
7 T g 7 g 7
28\ 4y 35 28 30 25
37;>65 28)#2:} 31:>66 6:>34 ‘3;>33
35 28 34 66 67 67
45 51 36
1828 00 8
37 30 37
31 40 38 éé)‘ 36 35
/7 €S
45” @ P 35 . 21
23 18 31 37 39 m
39 45 52 42 I
) >75 >76 >73 1
36 31 21 18 26 10
25 21 22 40 26 49
40, ==, 51 43
| ! 73
33 26 27
51\ ~a 52\ 722N\ 39\
10 2 8
39 26 - 37
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