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BACKGROUND

0 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 I

0 HOWEVER, FISHERMAN DID PERFORM BETTER THAN SALEM LIGHTS
AMONG B TYPESI

0 CORRECTIVE ACTION TAKEN TO INCREAS~ APPETITE APPEAL OF
FISHERMAN ; AND REVISED SB PRODUCT STRONGER MENTHOL) WAS
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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QMAI.L_ S_U_MMARY

1BOTH REVISED EXECUTIONS HAVE CORRECTED SOME CONit•1UNICATION
DEFICIENCIES FROM ORIGINAL FISHERMAN :

• SATISFACTION
• TASTE
• REFRESHMENT
• STRONG MENTHOL

BUT STILL COMMUNICATE SLIGHTLY LESS THAN ARCTIC LIGHTS1

2 . APPEAL OF THE ADVERTISING IS AT LEAST AS GOOD AS ORIGINAL
FISHERMAN (NEW FISHERMAN IS SLIGHTLY BE:TTER)l

OVERALL APPEAL
ORIG

ME F j_s K

61 59 56
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 RI ;VISI:D PRODUCT IS
MOST APPROPRIATE FOR SB BECAUSE OF BETTER CONVf :RSION AND
OVERALL PERFORMANCE AMONG T RGET SMOKERS (SFGMENT B 1~YPES ;
NON-RJR, FF, STRONG MENTHOL~CIGARETTE PREF[ :RRf RS) ,

4 . A POSSIBLE IMPROVEMENT--TO INCREASE SKEW OF ADVERTISING
QPPEAL IS TO COMMUNICATE STRONG MENTHOL/CIGARETTE MORE,,
IHIS IS BECAUSE THE PRODUCT DELIVERS MORE THAN EXPECTED
ON THESE ATTRIBUTESS HOWEVER, THIS SHOULD NOT BE AT THE
EXPENSE OF TASTE, SATISFACTION AND REFRESHMENT PERCEPTIONS .

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



I, ADVERTISING PERFORMANCE

0 APPEAL

0 COMMUNICATIONS

II, PRODUCT FIT TO ADVERTISING

0 IN TOTAL

0 BY SEGMENTS

ARC :GJ
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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$

QyFRALL APPEAL

Z TO AL_MENTHOL SMOKERS

EUSHEgN1A[~l
PROBLEM ORIGINAL
;?4UI1_4R EL.SHE.f.tMAd.

ARCTIC
LLG.tM

SALEM
LISNIS.

7+ ' 61 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) 44 49 44 39 32

ARC :GJ

7/11/79
Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



BY DEMOGRAPHIC AND USUALBRAND

• BOTH REVISIONS HAVE CORRECTED SOME DEFICIENCIES (FF 85, KOOL FF 85)
BUT STILL REMAIN OLDER, MORE FEMININE .

Ap-ARPEAL &Y SEGMEXI1

PROBLEM ORIGINAL ARCTIC SALEM
F1lHERbA1L S91.UI_L411 F I SHERMAN J.IGHTS j,1 GHTS
~ ~ % % %

7+

TOTAL

FF

LT

KOOL FF 85

SALEM FF 85

MEN .

WOMEN

18 - 24
25-34
35 - 49
50+

62 59 56 59 56

61 58 53 57
60 60 ' 62

l

1 59L__ j
r-- l

59 57 ~ 52 ~ 63

51

C

64 59 ; 52 ; 55 62

57
[63

54
55
61
72

55 54

C
52
51
59
72

51
1581 63

48
46

51
53

56
71

57
68

50
[ 60

45
53
57
66

ARC : GJ
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DY__C9NU1`1FR WA T SEGMENTS

0 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
A'lAY. FROM THE TARGET #

AD ACCFP TANCE BY SEOMENI$

PROBLEM ORIGINAL ARCTIC SALEM
FISHE AN SOLUTIOf1 E1-SERMAN LIS.kiU UMU

ar4.TAL 61 59 56 59 56
B1977 63 61 55 59 54
B1979 64 60
CDE 64 62 61 61 62

1`1.ENTH4L :

STRONG

MEDIUM

LIGHT

55
57
62
62

60
59
61

52
59
61
64

51
61
63

54 57
56 58
62 61

47
55

59
55
61

50
59
62

37
56
64

ARC :GJ
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• EV~N WITHIN SEGM~NT B, ADV~RTISING ACCEPTANCE DOES NOT SKEW TOWARD
SB S KEY TARGET K00L, MEN , FISHERMAN DOES SKEW FULL FLAVOR,

AD.:-ACCEPIQBa

EISHERMAiI PBQBLEM SOLUIIOf1

B1977 63 61

KOOL FF 85 61 63
SALEM FF 85 F-1 64

FF 85
LT 85 54

61
68

MEN

WOMEN

$m

KOOL FF 85

64
59

SALEM FF 85 68

FF 85 H
LT 85 58

MEN 58
WOMEN 70

ARC ;GJ
7/11/79

57 62
6[9j 65

,

60
60
61 '

60
64

59
62
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© ALTHOUGH BOTH EXECUTIONS, PARTICULARLY FISHERMAN, DO A BETTER JOB
OF COMMUNICATING SEVERAL KEY ATTRIBUTES VS . ORIGINAL FISHERMAN,
THERE ARE STILL SOME DEFICIENCIES VS, ARCTIC LIGHTSs

CoMMU! I ALIONS

TOTAL MENTHOL SMOKERS

PROBLEM
FI S E}i_R_MAN SOLUT1Q1l

X

LOW T&N

TOP 2

TOP 3

SATISFACTION

STRENGTH

MENTHOL

STRONG

S+M

REFRESHMENT

MORE

M+AS

TASTE

D RAW

MASCI

89

30

27
84

89

9
58

20
79

62

81 82

47 45

ORIGINAL ARCTI
FISHEgMAN L.LGHI

C SALEM
1-LGHISS. -

36 40 32
90 84 78

71 76 62

27 31 22

9 22 6

51 60 45

17 E , 21
75 83 66

58 67 57

83 80 79
,----,

46 ~28; 20

ARC : GJ

7/l1/79
Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



• FISHERMANI S IMPROVEMENT IS ALSO APPARENT AMONG TARGET, BUT ARCTIC
LIGHTS STILL OUTPERFORMS SOMEWHAT .

C OMMU.N I CA1' I ONS

B 1977 S MO tcERS_

PROBLEM ORIGINAL ARCTIC SALEM
FISHERMAN SOLUT I ON E1 SHERMAN ! .I GHTS . L I GHTS

LOW T&N

TOP 2

TD P 3

SATISFACTION

STRENGTH

MENTHOL

STRONG

S+M

REFRESHMENT

MORE

M+AS

TASTE

DRAW

MASC,

44 48 47 34 29
87 91 90 84 75

78 77 75

37

58

30 33

11 8
67 60

19 14
83 79 79

66 59

71

33
89

.
.

74

19

6
51

20
66

,

55

78 78 80 1871 69
- [ii]49 49 43 21

ARC : GJ
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ADVERTISING RESULTS - SUMMARY

1BOTH REVISED EXECUTIONS HAVE AT LEAST A MUCH APPEAL AS
ORIGINAL FISHERMAN AND ARCTIC LIGHTS, PISHERMAN IS
SLIGHTLY MORE APPEALING THAN ORIGINAL FISHERMANI

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

3 . 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

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



II . PRODUCT FIT TO ADVERTISING

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

TOTAL MENTHOL

ALTERNATIVE

FISHERMAN/CURRENT

FISHERMAN/REVISED

PROBLEM-SOL/CURRENT

PROBLEM-SOL/REVISED

ORIGINAL FISHERMAN

ARCTIC LIGHTS

SALEM LIGHTS

56
59
56

"BOTTOP)
C4NVERSION* - LINES

65 39
64 39
65 39
67 39

68 38
61 36
69 39

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

ARC ;GJ
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• DUE PRIMARILY TO BETTER CONVERSION (PRODUCT FIT) AMONG KEY SEGMENTS,
FISHERMAN/REVISED IS MOST APPROPRIATE FOR SBI

F I$}I/C F I S}H/R PS/C PSZR
Dm cm C4.NY Slm

TOTAL 65 64 65

B 1977 ~ 61-'L__J

B 1979 ~59;
CDE 65

67
69
67

65
67
66

WANT__S :

MENTHOL

STRONG 63

MEDIUM 64

LIGHT 70

77 65
64 64
63 65

67

71
72
69

59
67
69

STRENGTH

MORE 63 65 . - ' 63
AS MUCH 60 72 61 61
LESS 64 63 65 72
MUCH LESS 74 64 65 63

ARC : GJ
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• THIS ~ETTER FIT IS NOTICED PARTICULARLY AMONG KEY SUBSEGMENTS
OF SB S TARGEL

FISH/C FI,SH/R
~~LY ~QhIY

r --,
TOTAL '1 61 '!I.--J
RJR 55
NON RJR 64

KOOL FF85 68

[~]-
SALEM FF85 5

. ..-

FF 85 63
LT 85 60

74

86
76

I

.~,..-./ . .,

77
60

Ps/c PS/R
CONV CONV

65 1711
64 62
66 (78]

56 72
73 71

62
66 67

,

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



. FISH/C FISH/R
~L ~SC
z z

B (1979)
TOTAL 159i

RJR 55
fVON-RJR 61

KooL FF85 68
SALEM FF85 55

FF85 64
LT85 56

69

61

C

79

61

PS/C PS/R
~41~SL 541~1
z z

67 72

66 60
68 80

64 1 76
67 74

66 L
65 68

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



• WHEN VIEWED BY STANDARD DEMOGRAPHIC AND BRAND BREAKS, CONVERSION
DOES RQI SKEW NON-RJR OR FF . THE ONLY BIG SKEW IS OLDERI

FISH/C FISH/R PS/C PS/R
_C~,v_ m m CQ~1Cz z z . z

TOTAL 65 64 65 67

RJ R 64 64 61 62
NON-RJR 66 64 67 70

MEN 68 64 62 67
WOMEN 64 64 68 66

18-2y 66 68 76 63
25-34 77 58 64 67
35-50 61 62 61 68
50+ 63 69 63 66

FF 65 63 67 68

LT 67 . 67 62 64

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



• THIS ~ETTER FIT IS NOTICED PARTICULARLY AMONG KEY SUBSEGMENTS
OF SB S TARGET#

F I SHf C
AA f,-M B1.,'

z z z
FISH/R

AA BL

z z z
P S/C

AA CM B1..

z z z
PS/R

AA CM B.L

z z
(1977)

-[i]TOTAL 63 638 63 67 42 63 65 41 63 [711 45
RJR 67 55 37 70 58 41 65 64 42 73 62 45
NON RJR 61 64 39 58 [741 43 62 66 41 57 78 45

KOOL FF85 61 68 41 60 [86 51 64 56 35 61 72 43
[so]--

SALEM FF85 67 33 70 76 53 63 73 46 66 71 47
r--

F F 85 64 63 41 60 77 47 63 62 39 58 176 1 44
LT 85 48 60 29 60 60 36 65 66 43 72 67 48

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



I DUE PRIMARILY TO BETTER CONVERSION ~PRODUCT FIT) AMONG KEY SEGMENTS,
FISHERMAN/REVISED IS MOST APPROPRIATE FOR SBI

F I SH/C . F LSHIR PSIC PSlg
AA sM BL AA S'~M BL AA C.4M _ B-L AA SM BL
z z z ~ z z z ~ z z z z

TOTAL 60 65 39 61 64 39 60 65 39 59 67 39

B 1977 63 ~61' 38L__J 63 67 42 63 65 41 63 71 45
B 1979 64 ~59~ 38 64 69 44 63 67 42 59 72 43
CDE 64 65 42 63 67 42 62 66 41 62 69 43

WANTS :

MENTHOL

STRONG 59 63 37 62 71 48 52 65 34 49 59 29
MEDIUM 58 64 37 61 64 39 61 64 39 61 67 41
LIGHT 66 70 46 56 63 36 66 65 43 59 69 41

STRENGTH

MORE 53 63 33 58 65 .38 52 ' 63 33
AS MUCH 57 60 34 57 72 41 58 61 36 60 61 37
LESS 61 64 40 64 63 41 63 65 41 58 72 42
MUCH LESS 68- 74 50 56 64 35 64 65 41 63 63 40

ARC : GJ
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FISH/C '
9A M Bl.
z z z

FISH/R
6AM B1.
z z z

PS/C
AA M B1.
z z z

PS/R
AA M R1.
zz z

TOTAL 64 159 ; 38 64 F6_91 44 63 67 42 59 ~ 43

RJ R 70 55 39 67 61 41 66 66 43 66 -60 - 40
NoN-RJR 61 61 38 61 176 1 46 61 68 42 55 1-80 1 44

KooL FF85 63 68 42 56 I 86 I 49 62 64 40 59 176] 45
SaLEM FF85 65 55 35 71 79 56 59 67 39 63 74 47

FF85 64 64 41 61 1 80 1 48 64 66 42 56 1781 43
LT85 55 56 31 62 61 38 66 66 44 61 68 42

c r .-xt ."! .a .-
Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



• WHEN VIEWED BY STANDARD DEMOGRAPHIC AND BRAND BREAKS,ADS AND
PROPOSITIONS TEND TO SKEW :

• MORE FEMALE
• OLDER
• RJR

FISH/C FISH/R PS/C PS/ R ~
flA CONY BL AA OU RL AA M L

. . .
~

. . . . . .
CO~I Bl~

z z ~ z z z z z z z z z
TOTAL . 60 65 39 61 64 39 60 65 39 59 67 39

RJ R 63 64 41 67 64 43 60 61 37 64 62 40
NoN-RJR 59 66 39 58 64 37 60 67 40 56 70 39

MEN 56 68 38 57 64 37 55 62 34 54 671 36
WOMEN 64 64 41 64 64 41 63 68 ~ 43 63 66 ~• 42

18-24 54 66 36 51 68 34 61 76 46 45 63 28
25-34 55 77 42 56 58 33 48 64 31 52 67 35
35-50 59 61 36 63 62 39 58 61 35 62 68 42
50+ 72 63 46 71 69 , 49 71 63, .. 45 49

,

FF 60 65' 39 62 63 39 * 58 67 39 59 68 40

LT 60 67 39 60 67 40 62 62 39 59 64 38

~0
r
C
J

N

N

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



FISHERMAN/REVISED : REASONS FOR BETTER FIT AMONG KEY SEGMENTS

• THE REVISED PRODUCT DELIVERS TO SPECIFIC PRODUCT
EXPECTATIONS CREATED BY FISHERMAN BETTER THAN
OTHER COMBINATIONS$

COMMtlN I CAT I ONS

JOTAL MENTHOL - B 1977
EM Ea ELSE K EM Ba

Low T&N 89 89 87 91' 85 89

SATISFACTION 79 76 78 77 77

STRENGTH 30 33 30

MENTHOL

STRONG

S+M 58

REFRESHMENT

MORE

MORE + As

27
84

9
58

20
79

p:0
69

83

11
67

19
79

29

16
60

29
86

76

9
59

21
81

TASTE 62 62 66 59 61 60

DRAW 81 82 78 78 80 81

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



~ FISHERMAN/REVISED KAS A BETTER•FIT AMONG KEY SEGMENTS
BECAUSE THE REVISED PRODUCT DELIVERS TO SPECIFIC PRODUCT
EXPECTATIONS CREATED BY FISHERMAN BETTER THAN OTHER
COMBINATIONS1

S_ANT B (1977)

FLSHI C FLSiLB P.sa mz z z z
PRODUuT j,Q AD
DR
EQUAL 39
PRODUCT LESS 31

SAT I SFgCTI 0N

EQUAL 39
PRODUCT MORE 22

STRENGTH

EQUAL 31

PRODUCT MORE 42

ME_UTHOL

EQUAL

PRODUCT MORE

REFRESHMENT

EQUAL

PRODUCT MORE

39
33

16

T STE
EQUAL 33

PRODUCT MORE 33

45 34
27 29

44 39
25 27

35 35
42 38

46 42
34 30

42 40
27 27

45 I 40
M

24 36

21

40
26

30
44

,
39
38

40
30

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



• ALTHOUGH LESS NOTICEABLE, FISHERMAN/REVISED'S PROD Y~Z7g~,FIT TO AD IS ALSO SLIGHTLY BETTER AMONG SEGMENT B `,i

SEG ENT B (1979)

FISHLC F.ISHLR BA P~1Bz z z z
ODUCT TQ AD

im
EQUAL 38 42 36
PRODUCT LESS 24 25 29

SATISFACTION

EQUAL 36 42 40
PRODUCT MORE 23 25 26

SIgENLS'~Iti

EQUAL 32 32 33
PRODUCT MORE 40 45 38

MENTHOL

EQUAL 39 43 41
PRODUCT MORE 32 39 31

REFRESHMEKT_

EQUAL 42 40 40
PRODUCT MORE 17 27 25

TASTE

EQUAL 34 42 40

PRODUCT MORE 30 27 39

21

39
25

29
44

,
40
40

40
26

43

30

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



• INTERESTINGLY, THESE D~FFERENCES ARE NOT NOTICEABLE
AMONG TOTAL SMOKERS~ 'HIS SHOULD NOT BE SURPRISING SINCE
WE DID NOT SEE BETTER CONVERSION IN TOTAL FOR FISHERMAN/
REVISEDI

PR_ODUCT FIT 0 ADVERTISING
TOTAL MEN_THOL

F.I.SHIC Em Ed mz z z z
PRODUCT To AD

im
EQUAL 31 34 34 36
PRODUCT LESS 26 21 25 22

SATUFA

EQUAL

CT ION

39 37 39 37
PRODUCT MORE 23 26 25 25

~TRENGT H

EQUAL 33 32 32 32
PRODUCT MORE 39 47 41 44

M NTHOL

EQUAL 40 42 41 40
,

PRODUCT MORE 31 40 35 41

REFgESHMENT

E QUAL

_

40 39 40 38
PRODUCT MORE 20 24 24 25

TASTE

EQUAL 37 37 37 38 0..

PRODUCT MORE 30 ' 30 31 31 ~

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



11 11 _l151Y.El.:!!.l11 ~Z

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$

W EN.L B _ (1g771

AD
A_CE PTAKE QOAY _BL

FISHERMAN - REVISED 63 1 671 42

ORIGINAL FISHERMAN 55 76 42

ARCTIC LIGHTS 59 68 40

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



TfI I5 I s t~Ut_ ! 0~' ;~!, K E .,~.i E` oE_ .! I l F :O!)lIt.T ( . ., ir,NCE ,

'd vC(" VS, ( A i'{ ( . i A H -QNS

i G I NAL lj,NuT I C SALEM . .
I S~;f~ ,AN_ 1 1..1 OIiTS

TOTAL . Sc4~0KF.R $-

fj~:c~j~~~r, 33 32 25
P KU D uC T f : O\ UAL 36 45 43 51

B._J.Y_P~s-
P F:a J-0 L<<: i )WIT F R 3 36 36 22
PRODUCT L O uAL 39 10 41 52

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



THIS t.3N-Z)ER f'R~.~l"'EISI : IS NOTIC:ED i l:IMP~Rll_Y ON TWO A1TRIl3UTES ;

STht- ' NGTH
F1UNTIHOL

i RODUCT I 1]_WIT1_t _/lD
SFGMLNT B 1977

HSI-S€: RMAN
REVI S . .F:.I)__

OR I G I NAL
fI_SNf:f-;MAR

ARCT I C
lj 5_KTS

SALEM
~,I_GHTS

F I SHERMAN
_._C-URR-E1ff-

~

ST_RENCTH

PRODUCT = AD 38 40 31 43 33
PRODUCT MI oRE 45 32 36 36 44
PRODUCT LEss 17 28 33 21 23

MrNTfio L
PRODUCT = AD 44 54 . 48 53 41
PRODUCT MORE 23 21 24 35
PRODUCT LESS 16 23 21 23 . 24

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



IN E ISEtf E ;E~~ir'i /E~E:VISED, THE ADVERTISING DOES NOT PREPARE SMOKERS FOR
1111 STRE"N GTH OF THE C I GARETTE ,

BY INCRLA'SIt;G S'E'RE_NGTH/MENTHOL PERCEPTIONS IN THE AD, IT IS
C:CjNCCIVAT~LE THAT AD APPEAL COULD BEGIN TO SKEW TOWARD THE
IZi SIRFD SE::GMENTs

P_R0_UULLF IIJW ITHAD
TOTAL SMOKERS

FISHERMAN ORIGINAL ARCTIC SALEM FISHERMAN
._R F v I SED- ELs_HERM L.I SM L IS- H IS_ JA.R.EML

S)- f;r:r~Q Tli

PRODUCT ~ AD 33 37 34 44 33
PRODUCT MORE ® 35 38 33 41
EPRC~DUCT LESS 19 28 28 23 25

[-1E=N'EajOL
PkOD UC f :-- AD 43 52 45
PRODUCT MORE 41 23 29
PRODUCT t L-ss 16 25 26

53 42
25 33
22 26

r
O
J

(.W

0
0
0

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



1. ..~1PI15cC].1J.M
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 SBI S APPEAL@

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



Tli~l F, `;A•i i Si E4 ~i'AtN E )) I N COPY AS

I 1a1~E= A1) ACC.E.P'fORS/

C ! OR S 1

iE- ;,I,lA K

0 ft~ !'E ,1E C. T pRS_ nl .t.=F,
% % %

TASTE /3 34 +39

~, rti) i S F ACTI ON 83 64 ' -1.9

ftl - Ei~:E: SiE~{( NT 90 74

1-&N 88 82

ST k% INGTH 30 28

nli .rtrHOL 56 59

i-2

_3

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



SUM 1ARYLIMP.LIc ATIONS

FISHERMAN/REVISED IS THE MOST APPROPRIATE PROPOSITION

FOR SB BECAUSE OF ITS STRONGER CONVERSION AND OVERALL

PERFORMANCE AMONG TARGET SMOKERSO

THE FISHERMAN EXECUTION 11 IMPROVED OVER ORIGINAL FISHERMAN,

BUT IS STILL SOMEWHAT DEFICIENT VS, ARCTIC LIGHTSI

3 . THE FISHERMAN EXECUTION DOES NOT PREPARE SMOKERS FOR THE

STRENGTH OF EITHER PRODUCT,_ ESPECIALLY THE REVISED

PRODUCTO

- IMPROVEMENT IN STRENGTH PERCEPTIONS COULD

INCREASE AD APPEAL AMONG TARCET,

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



DVERALL S!l11MI~RY

1, BOTH REVISED EXECUTIONS HAVE CORRECTED SOME COMMUNICATION
DEFICIENCIES FROM ORIGINAL FISHERMAN :

• SATISFACTION
• TASTE
• REFRESHMENT
• STRONG MENTHOL

BUT STILL COMMUNICATE SLIGHTLY LESS THAN ARCTIC LIGHTS,

2 . APPEAL OF ~HE ADVERTISING IS AT LEAST AS GOQD AS ORIGINAL
FISHERMAN NEW FISHERMAN IS SLIGHTLY BETTER)-- OVERALL APPEAL

ORIG
MH ._n_ F1_m
61 59 56

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 CONVERSION AND
OVERALL PERFORMANCE AMONG T4RGET SMOKERS (SEGMENT B TYPES :
NON-RJR, FF, STRONG MENTHOL/CIGARETTE PREFERRERS) .

4, A POSSIBLE IMPROVEMENT--TO INCREASE SKEW OF ADVERTISING
QPPEAL IS TO COMMUNICATE STRONG MENTHOUCIGARETTE MORE' .
IHIS IS BECAUSE THE PRODUCT DELIVERS MORE THAN EXPECTED
ON THESE ATTRIBUTES1 IIOWEVER, THIS SHOULD NOT BE AT THE
EXPENSE OF TASTE, SATISFACTION AND REFRESHMENT PERCEPTIONS1

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094



FIS ER - REVISED VS, ORIGINA IS E ly, ARCTIC ~ .LGHTS

TOTAL

B 1977

CDE

MEl1TI41.

STRONG

MED I UM

LI GHT

SS.~N GTH
MO RE

As MucH
LESS

MUCH LESS

F/R
• •• • Y.7C • • • AJL

62 77 48
61 64 39
56 63 36

58 65
57 72
64 63
56 64

41
35

_ _4RL~̂
[ ..~4~ YY1LL CJrL

~.LUl]Ll ..~_Y.Js.S .YJIT .7L • . .

•'•' . YYLLL B rL

56 68 38 59 61 38

55 76 42 59 68 40

61 76 46 61 62 38

47 57 27 59 63 37
55 69 38 55 65 36
63 70 44 61 54 37

54 67 36 57 54, 31
56 68 38 58 66 38
62 73 45 61 57 35

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094
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m
P=A

PROD . LESS

PROD .' MORE

~Au~~~sM
P=A

PRODs MORE

PROD, LESS

;~T.KE" TH
P=A

PROD, MORE

PROD. LESS

M.ENIHOL
P=A

PROD, MORE

PROD . LESS

IAM
P=A

PROD, MORE

PROD , LESS

REFRESHMENT
P=A

PROD, MORE

PROD . LESS

_~_ EXPECTATIONS WANTS

PRODUCT PERFORMANCE VS . EXPECTAT14~S WANTS
D 1977 AD Acc EPTORS

ORIG
Fudc. F I SHl8 ME
z z z

FisH/c FISH/R
ORIG
FISH

z
28, 4435 28 30 25
37' 65' 28~ 31>66 6)34 3> 33 8>

35 28 34 66 67 67

45
18~63
37

31
46> 71

23

39
36
25

>15

40 ~ 6~~
27>~_ _~
33

51 36
19X0 26~62
30 37

40~8(~2 38'\) 70
42 31 35
18 31 37

45 52 42
31~ 76 21~73 18

21 22 40

51
23> 74 30>73

26 27

52j 74 3~~ 24> 22U 63.
26 - 37

36 35
32 21
32 44

48 41
26 10
26 , 49

Source: https://www.industrydocuments.ucsf.edu/docs/hqdv0094


