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BRAND 

KENT KING 
KENT BOX 
KENT 100'$A 
KENT N 100'$ 

TOTAL KENT 

"tf 1 Y? 
KENT FAMILY 

SHARE AND VOLUME OBJECTIVES 

SHARE 

.42 

.02 

.30 

.003 

.74 

VOLUME 

2443.0 
M 108.0 
It490.0 

14.0 

3,755.0 

KENT III KINGS 
KENT I I I 100's 
KENT I I I BOX 100'$ 

TOTAL KENT I I I 

.21 

.24 

.01 

.46 

1,060.0 
lt200.0 

61.0 
2,321.0 

KGL KING 
KGL N KING 
KGL 100'$ 
KGL N 100'$ 
KGL BOX 80'$ 
KGL BOX 100'$ 

TOTAL KGL 

.19 

.01 

.18 

.02 

.004 

.01 

.41 

989.0 
43.0 
898.0 
94.0 
19.0 
40.0 

2,079.0 

TOTAL BRAND FAHILY 1.61 8,155.0 

£8E6S828 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



BRAND 

KENT KING 
KENT BOX 
KENT lOO'S 
KENT M lOO'S 

^iOTAL KENT 

KENT 111 KINGS 
KENT III 100'S 
KENT III BOX lOO'S 

£^t6Xh\. KENT III 

KGL KING 
KGL M KING 
KGL 100's 
KGL N lOO'S 
KGL BOX 80'S 
KGL BOX 100'$ 

/JWTAL KGL 

^-YOTAL BRAND FAMILY 

KEhi FAMILY 

VOLUME PERFORMANCE 

ACTUAL 1990 VERSUS 1989 

\y 

^ VOLUME 63T, 

ACTUAL 1990 4ffiWCm& 

2,444.3 
114.7 

1,710.2 
16.8 

4,286.0 

1,247.1 
1,428.0 

75.4 

2,750.5 

1,200.3 
49.4 

1,077.9 
113.8 
21.1 
48.7 

2,511.2 

9,547.7 

2,776.6 
130.9 

1,913.9 
19.6 

4,841.0 

1,385.2 
1,624.8 

92.5 

3,102.5 

1,344.8 
M 57.1 
1,235.4 
137.5 
25.5 
63.9 

2,864.2 

10,807.7 

DIFFERENCE 

UNITS 

-332.3 
- 16.2 
-203.7 

- 2.8 

-555.0 

-138.1 
-196.8 
-17.1 

-352.0 

-144.5 
-7.7 

-157.5 
-23.7 
-4.4 

-15.2 

-353.0 

1,260.0 

4 / -

-12.0 
-12.4 
-10.6 
-14.3 

-11.5 

-10.0 
-12.1 
-18.5 

-11.3 

-10.7 
-13.5 
-12.7 
-17.2 
-17.3 
-23.8 

-12.3 

-11.7 

&!/&JJ 

M 

A>. 

88E6S828 
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BRAND 

KENT KING 
KENT BOX 
KENT 100'$ 
KENT N IOO'J 

KENT I I I KINGS 
KENT I I I 100'$ 
KENT IWJ&0J5JW1^$ 

fOTALKENT 

KGL KING 
KGL H KING 
KGL 100'$ 
KGL H 100'$ 
KGL BOX 80'$ 
KGL BOX-400'$ 

KENT FAMILY 

SHARE PERFORMANCE 

ACTUAL 1990 VERSUS 1989 

SHARE 

ACTUAL 1990 

.42 

.02 

.003 

.24 

.27 
<02 

53 

.23 

.01 

.21, 

.03 
004 
.01 

1.83 

AL 

H 
1989 

DIFFERENCE *# 1 & 

SHAR^l ETS 

- .06 
.00 

- .04 
- .001 

- .10 

- .02 
- .04 
.00 

- .06 

- .03 
.00 

- .03 
- .01 
- .001 
.00 

- .07 

- .23 

6%£6QdZQ 
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ADVERTISING 

PROMOTION 

TOTAL 

IAN 

KENT FAMILY 

TOTAL BRAND SPENDING 

BUDGET 1 9 9 1 VERSUS ACTUAL 1 9 9 0 

6aJB 
BUDGET 

1991 
$(000) 

27,150 

31,118 

58,268 

7.15 

Hz &sr] 9/ 
ACTUAL 

1990 
$(000) 

13,695 

25,864 

39,559 

4.14 

t 

DIFFERENCE 
mm. % 

13,455 

5,254 

18,709 

3.01 

98 

20 

47 

73 

>////3/ 

#7** 
11 » 

06B6S828 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



V 

MEDIA TACTICAL SUMMARY: 

MEDIA TYPE 

QQH 

MARKETS 1 -
MARKETS 6 -
MARKETS 26 
HISPANIC 

MAGAZINES 
GENERAL 
TARGETED 
LOCAL 
HISPANIC 
BLACK 

SUPPLEMENTS 

GENERAL 
HISPANIC 

BQE 
MARKETS 1 -
HISPANIC 

TOTAL PRINT 

5 
25 
- 100 

25 

KENT FAMILY 

4 

NO. OF VEHICLES/MKTS 

5 
25 
75 
10 

14 
25 
8 
12 
2 

3 
1 

41 
13 

119 

if 

ft 

MEDIA WEIGHT 

8 MTHS/#75 - #150 
6 MTHS/#50 - #100 
6 MTHS/#50 - #75 
12 MTHS/#75 - #100 

102 
116 
40 
170 
8 

13 
13 

82 
171 

715 

6e6S3£B 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



KENT FAMILY 

GENERAL MARKET MEDIA PLAN 

$ $ * ' 

tM^ 

1990 1991 

OUTDOOR 

MARKETS 1-5 

NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEPT OCT NOV DEC 

#150 #100 #75 #75 

MARKETS 6 - 2 5 
#100 #75 #50 

MARKETS 28-100 #75 #50 #50 

PRINT 

MAGAZINES 

WEEKLIES jSmw^nttAiu 

fCNTHLKS 

SUNDAY SUPPS I I 1 i « 

ROP M m 
mmmmmit 

2666S928 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



KENT FAMILY 

ETHNIC MEDIA PLAN 

1990 1991 

NOV DEC JAN FEB NAR APR NAY JUN JUL AUG SEPT OCT NOV DEC 

OUTDOOR 

HKPAHIC S-8HEETO — «MM»M«MM«MMMMM«MMMIM 

PRINT 

MAGAZINES 

HISPANIC WEEKLIES « M • H M M M M M M M M N H M M M M M M M M I 

HISPANIC MN1HLIES 

BUCK MONTHLIES 

ROP 
HISPANIC 

ASIAN (TWINS TOO) 

eieiseze 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



MEDIUM 

MAGAZINES 

SUPPLEMENTS 

NEWSPAPER 

OOH 

WORKING MEDIA 

AGENCY FEE 

PRODUCTION 

CAD 

BUD 

9,550 

553 

243 

11»354 

21,700 

2,408 

It 500 

It 542 

KENT FAMILY 

ADVERTISING SPENDING 

BUDGET 1991 VERSUS ACTUAL 1990 

S ACT9ALJ5S2 

44 

3 

1 

52 

100% 

2,904 

1,800 

1,388 

3,660 

<ife 

9,752 

1,296 

1,952 

695 

30 

18 

14 

38 

DIFFERENCE »oqo> w% 
+/- +/• 

6,646 

- 1,247 

• 1,145 

7,694 

100% 11,948 

1,112 

- 452 

847 

229 

- 69 

- 82 

210 

123 

86 

- 23 

122 

TOTAL 
ADVERTISING 27,150 13,695 13,455 98 

V6E6S8Z8 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



MAGAZINES 

SUPPLEMENTS 

NEWSPAPERS 

OOH 

TOTAL 

% BY QUARTER 

m 

4,780 

470 

61 

7,008 

12,319 

56 

1 KENT FAMILY 

MEDIA SPENDING 

d^ 
BUDGET 1991 SPENDING BY QUARTER 

AHJ 

3,016 

33 

61 

3,342 

6,452 

30 

«<ooo> 

m 

B67 

25 

61 

502 

1,455 

7 

OND 

887 

25 

60 

502 

1,474 

7 

^ 

TOTAL 

9,550 

553 

243 

11,354 

21,700 

100 

S6E6S9Z8 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



r~\ 

KENT FAMILY 
GENERAL MARKET PROMOTION PLAN $ ^ V 

1090 1091 

TOP TRAY 

NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEPT OCT NOV DEC 

B-flONIMS 

PACK OFFERS: 
$ . 5 0 OFF PACK 

1.8 MM 3.8 MM 1.8 MM 

FRA1C-2 PACKS 2*4 MM fcRTirrymn.Kil 

CARTON OFFERS: 
$2-SF APPLIED 3.8 MM • 

IN-OOTONBB OFFER 4.0 MM 

CARTON BASE DISPLAY 1 . 0 MM 

CATALINA CPN 

FSI - CTN CPN $1.00 • $3.00 DO'S / $1.00 

PERMANENT SIGNS 

POS 

96E6S828 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



KENT FAMILY 
ETHNIC PROMOTION PLAN 

1991 

JAN FEB MAR APR MAY JUN JUL AUG SEPT OCT NOV DEC 

HISPANIC 
1.50 OFF PK » M M M » W M M 223 M STICKERS 

2 PK DEALS BOH FRAMES mmmmmtm 223 M PREMIUMS 

BI6IF 223 N PER FU6HT wmmmmmmmmm mmmmmmmmmm 

PERMANENT SIGNS wmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmm 

SAMPLING — I CALJLE OCHO / HIWI 

ASIAN 

1.50 OFF PK • " — 25 N STICKERS 

1 ft 2 PACK DEALS wmmmam so N ENVELOPES mmmmmm 9B N PREMIUMS 

OIGIF asMPERfUGtfT wmmmmmmmmm wmmmmmmmmm 

BLACK 

P03 MATERIALS mmmwmmammmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmm 
••'•••'•••••'•••••••••••••••••••^••••^•••^^ I I 

£6865828 

< 

\& \ 9s 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



PROGRAM 

COUPONING 

MEDIA-DELIVERED 
RETAIL 
- M I L I T A RY --

RETAIL PROMOTIONS 

PREMIUMS 
B1G1F 

DIRECT MARKETING 

SAMPLES 

FIELD PROMOTIONS 
(RACE CAR. SUMMER 
EVENTS, VAN) 

PQS ADVERTISING 

JfEfWRNENT^rV^ 
QEMPORARYN 

REIAHHIIONAOEV 

tiftls 
BUDGET l O f i 

(000) 

KENT FAMILY 
PROMOTION 'SPENDING 

BUDGET 1001 VERSUS ACTUAL 1990 

% ACJtmC 4990: 

0 
14,359 

1,233 
500 

6,021 
3B9 

500 

120 

09 

. 755 
1,845 

1,600 

WORKING PROMOTION 27,411 

NON̂ WURKING PROMOHONdP 3,707 

TOTAL PROMOTION 31.118 

* UNDER 1% 
84e£S820 

52 
5 
2 

22 
1 

2 

0* 

0* 

100% 

2,172 
13,250 

430 
627 

696 
412 

148 

36 

68 

1,011 
3,289 

1,600 

23,739 

2,125 

25,864 

9 
56 

2 

3 
2 

1 
0* 

0* 

4 
13 

100% 

0& 
,1 * T7 

. tjlEFERENCE 
.$<ooor ,4 

2,172 
1,109 

803 
- 127 

5,325 
- 23 

352 

84 

21 

- 256 
-1 ,444 

3,672 

1,582 

5,254 

100 
8 

187 
• 20 

765 
- 6 

238 

233 

31 

25 
44 

15 

74 

20 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



KENT FAMILY 

PROMOTION SPENDING 

BUDGET 1991 SPENDING BY QUARTER 
*r. 
'.<?! «<ooo> 

f 
^v* V 

m AMI 

PROMOTION 

COUPONING 

RETAIL PROMOTIONS 

DIRECT MARKETING 

SAMPLING 

FIELD PROMOTION 

POS ADVERTISING 

- Rt1AlUr bibNAbt 

TOTAL 

% BY QUARTER 

8,914 

2,850 

125 

100 

49 

lt 300 
AAA 
AtW— 

13.738 

SO 

2.900 

2.978 

125 

10 

15 

675 
AAA 

—•—--AWI 

7,103 

26 

JAS 

2,816 

388 

125 

10 

25 

400 

400 

4,164 

15 

QUO 

1,462 

194 

125 

0 

0 

225 

_4M 

IOTAl, 

2.406 

9 

27,411 

100 

6686S828 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228



ADVERTISING 

PROMOTION 

TOTAL 

% BY QUARTER 

m 

15,371 

15,945 

31,316 

54 

1 KENT FAMILY 

TOTAL BRAND SPENDING 

BUDGET 1991 SPENDING BY QUARTER 

AMI 

8,087 

8,054 

16,141 

27 

1(000) 

m 

1,837 

4,601 

6,438 

11 

QND 

1,855 

2,518 

4,373 

8 

< 

TOtAL 

27,150 

31,118 

58.268 

100 

00V6S8S9 

Source: https://www.industrydocuments.ucsf.edu/docs/hyfg0228


