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As—stch, the ads tested 1n€41nk:97?7""’f**7

Phase I Phase I1 Phase II]
Cartoon Finding A Good ULT - Big True - Blue
Long Copy/Man Blue Big True - Red
Better Yet Finding A Good ULT - If You Can't Taste -
So Right - Cariton/ Red Diner
Now Long Copy/Woman True's Got It/Sharing
So Right - If You True's Got It/Barber

Can't Taste

w”
Specifically, the purpose§ of this research wer'e to measure noting

and buying interest for the ads, evaluate their communication of
specific product qualities and obtain diagnostic information for
future copy development. In Phase {/an evaluation ofthe True aus™
versus competition -~ Carlton, Now and Merit Ultra -- was obtained.

(Comparisons were made to previous research - MRD #}'S'YL]UV) )
o
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METHOD

an—ii-ve—co‘lm:tﬂl True portfolio studies were

conducted among male and female smokers between the ageﬁ, of 18-64 —- W aonss
one~third 18-34, one-third-35-49, onéZii:d 50—64?/LF//:1rthermore.

quotas were imposed so as to obtain one-half males and one-half

females within each age group. Additionally, Lo-Fi usage was

l1imited to about 40% in each cell. FheTruecells were—®ach

comprised of approximately 200 respondents. Additional portfolio

mepwﬂvmmmﬂs
per cell rit Ultra cells, which
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Interviewing was conducted a owin in time in the
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11 Evaluati
Noting
e

Of all executions tested, "If You Can't Taste - Diner"
attained the highest’noting levelp (56%1). Noting scores

were consistently high across all examined subgroups.

Buying Interest

Among—at—smokers Ak}er re-exposure to the ad, buyin
p y éL( by

interest levels for “If You Can't Taste - Diner"“were
similar to most other executions, but fell below some

others, including:

- So Right - If You Can't Taste
- Finding A Good ULT - Blue

Buying interest seemé-to trend higher for “If You Can't
Taste - Diner" among low tar smokers and younger adults

(18-49 years of age).

Additionally, among smokers expressing total positive

buying intent (extremely, very or somewhat interested)

TT10E8S68

nearly half (47%) d this execution would interest them

more in smoking the brand.
p ]

Trwe (See Tables A and B)
3‘



. II.

e TN T AN

- Diagnostic Evaluation

A. Main Benefit

For the *If You Can't Taste - Diner" ad, low tar mentionslpﬁfu‘f““7‘7

were played back more f:ﬁguently compared to comments

fu Ul : so T het oo
regarding taste.‘ﬁéi;yback of taste ou Can't
Jaste - Diner*ad is comparable to the other executions
tested.

Among Low Tar smokers; *If You Can't Taste - Diner"
generated s1ightly higher levels of taste mentions.

| (fb¢4m°ur
New Infdrnation Imparted Based On Ad/Uniqueness-Compared To
Other ULT Brands

Nearly one-third of smokers (31%) found they learned

something new from the “If You Can't Taste - Diner" copy

¢

-- representing the highest score compared to the other ~

Cb,zﬂ o
executions tested.
C&qﬁﬂ&h

Furthermore, based on th& ad, the majority of smokers

(661) found the brand different compared to other ULT d’0&~h~&'
) rAa»m-
brands currently available. Low tar/nicotine and taste
Y o BE o

generated fairly high levels for being the unique elements e q(ibs_

(28% and 32%, respectively). 59 (o N2l )
A ;§ &

S ﬁko Jﬁgq
2T0E£8S68



ment Th i

The vast majority of smokers agreéxthat the “If You Can't

Taste - Diner" execution fgyclear (96%) and informative

(82%).

Furthermore, there did not appear to be any credibility

problems with this True ad, as almost three-quarters (73%)

agree}that the ad is believable.

(See Tables A and B)

£10£8568



Table A

TRUE
POKRIFOLIO SCORECARD
True Test Ads.
If You True's Finding A If You { True's
Better Carlton/ Can't Got It Gogd ULT Can't JGot It/ Merit
Cartoon Man Woman _Yet __Now = Taste (Barber) Blue Red Blue pad 12:55\ Carlton Now Ultxa
: % s Y . % T 8 T 3 s 1 L [
s
. Unaided Noting 40 k)| 33 3 33 3 36 37 4 338 &8 48 33 50 35 4
Total Noting Y} 40 0 4 aQ kY] a 45 40 4 6 39 64 42 48
(AMONG NOTERS:)
Main Benefits
Taste Only: 4 6 4 1 4 12 10 7 4 7 6 10 3 5 2 9
Low Tar Gnly: 39 25 37 a“" 29 a“ 37 45 S5 27 35 45 45 39 67 31
Bath Taste aod Low Tar: 2 3 2 6 5 « 1 s 2 6| 2 3 1 - 2
Product Superiority: 1 6 16 3 S 5 6 4 4 3 6 3 1 10 21 6
(AMONG TOTAL SAMPLE—AFTER
SEOOND EXPOSURE)
Main Benefits
Taste Only: 2 1 1 6 17 15 15 s 2 21 19 17 14 3 1
Law_Tar Only: 54 48 50 56 29 36 45 69 71 37 44 7 51 36 82 12
Bath Taste and Low Tar: 2 4 27 8 1 15 17 7 11 21 14 13 12 - 1 3
raduct Superjority: . n 1 3 15 1 8 6 8 7 1 7 . 7 6 3
Cary: ) 19 29 6 1 n 21 18 9 12 6 16 17 14 n 4 10
PTOESSES




Tab)

(EH
ue
Portfolio Scorecard
(Continued)
“ Toue Tesi Ads
. Bet Cariton/ If You True's Finding A If You |True's
ter t Can't Got It Good ULT Big True | Can't |Got It/ Merit
Cartoon Man Woman _Xet  __Now  Taste (Barber) Blue BRed EBlue Bad Carlton Now
[ ,\ % [y [ [ Y T 8 T 8 WAW ' [ Ul&ll
(AMONG NOTERS;)
Intcrest In Buying
Tup Box - 1 2 1 2 3 6 3 2 - 5 2 3 3 8 1
Top Two Boxes 4 5 5 4 4 8 12 8 8 - 1 3 6 6 8 7
Top Three Boxes 24 38 29 32 29 4 35 26 32 17 M 21 30 22 29 29
(AMONG TOTAL SAMPLE—AFTER L
SHCOND EXPOSURE) : \
Tup Box - - 1 - 2 1 3 3 1 1 3 2 2 3 4 1
Tup Two Boxes 3 2 3 3 4 6 7 7 5 2 7 5 5 6 8 7
Top Three Boxes 20 29 29 22 27 32 26 31 26 21 28 23 23 22 33 31
ad Mgde Me More Interested: kY } 4 44 48 2 44 48 4 48 0 R L vA kYA kk} €3 - 50
(asked among top three
boxes only)
Made a lot more 12 3 18 11 8 12 17 15 15 9 19 16 17 15 22 14
interested
Made a little rore 22 44 26 37 34 32 32 2 33 31 3 31 20 18 4 36
interested
A Isparted New Information: 15 25 25 29 21 25 22 26 29 25 26 k) 31 9 41 14
Brand Is Different: 57 69 57 57 63 70 53 54 57 60 67 66 54 34 65 42
X;w 'l‘ar/ﬂicotine 17 27 “i’l 19 19 24 14 16 21 24 26 28 18 20 49 12
Taste 18 42 30 18 38 a 22 16 20 26 29 32 24 2 3 16
i : 72 78 72 82 69 74 67 7¢ 80 72 69 73 62 69 g1 61
g }i g:-:::dm 90 95 95 98 92 9 88 92 91 98 93 % 9% 9 89 86
A Is Informative: 62 86 75 80 80 76 3 2 6 8 & & & 67 8 60

S10€£8568




Base: Total Respondents
Total Noting
Main Benefit Among Total

Taste only
Both taste and low tar

Interest In Buying Among Total
—Sample After Re-Exposure

Top 2 boxes
Top 3 boxes

Ad made me more interested
in brand

Brand is different from
other ULT's

Main difference is taste .

9T0E£8S68

56

17
13

47

66

Sex
Males [Females
Q102 105)

% %
50 62
18 17
13 13
6 5
23 23
48 46
70 62
39 25

Age Iype Smoked Most Often
Non-
q';n 35-49 50-64  Menthol Lo-Fi

72)  (69)  (66) (55) (152) (98) (74)
1 % % % 1 %
51 59 58 60 55 53 58
15 20 17 20 16 15 22
13 10 17 n 14 1" 15

7 6 3 6 5 2 8
24 29 15 26 22 15 27
4 50 50 50 46 40 45
68 75 53 62 67 64 69
32 36 27 26 34 37 35
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Source: https://www.industrydocuments.ucsf.edu/docs/kpdv0113
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True Test Ads:
I

Cartoon

Long Copy/Man

Better Yet

So Right -~ Carlton/Now

So Right - If You Can't Taste

Competitive Ads:
—

_Cariton
Now
Merit Ultra

810£8568



SURGEON GENERAL'S WARNING. Smoking
Causes Lung Cancer, Heart Disease.”

Emphysema, And May Complicate Pregnancy. Cartoon

12

and nathing but the True.

Only one ultra low tar cigarette makes
striking a match worth the effort.

True-ism: True is Pure Pleasure.

610€£8S68
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Long Copy/Man

[Fyou cant taste it,
why light it?

Some cigarette makers seem to have become so utterly fixated
on reducing tar, they’ve forgotten why people smoke in the first
place.

Certainly, it5 not for the pleasure of periodically lighting

matches or to practice manual ity.
. Which is why True is made to achieve a balance: the lowest
ultra-low you can still taste. Because, anything else just doesn't
make sense.

@
A
%
a3
- .

SURGEON GENERAL'S WARNING: Quitting Smoking - [ he lowest ultra— VA -
Now Greatly Reduces Serious Risks to Your Health. N :
S ou CantaStﬂ.



SURGEON GENERAL'S WARNING: Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health.

_ \i and a taste

N
N

T20€8S68

“TRUE

TRA




So Right-Carlton/Now

Cariton and Now were like
sucking air. | want taste.

L Y

‘ -
« . ’
7‘3 \

“True’s a whole different story. It's got real taste and it's low tar”

TRUE.

SO RIGHT, RIGHT NOW.

220£8S68

SURGEON GENERAL'S WARNING: Quitting Smoking

Now Greatly Reduces Serious Risks to Your Health.
" Only 5mgs.

Source: https://www.industrydocuments.ucsf.edu/docs/kpdv0113



So Right-
If You Can't Taste

! If you can't taste it, why light it? ,

. |
VESA

True. The one ultra low tar with a taste worth switching to.

TRUE.

SO RIGHT, RIGHT NOW.

20£8S68

£

SURGEON GENERAL'S WARNING: Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health.

Source: https://www.industrydocuments.ucsf.edu/docs/kpdv0113



Ifyou
smoke

please try Carlton.

«

b2oesses

3ox and 100's Box Menthol: Less than 0.5 mg. "tar” 3.0~ :ot-e,

SU RG EON GENERAL'S WARNIN G: Sm Okmg Soft Pack. Menthol and 100's Boc. 1:g. "tar” 0% ng. ~ccime,

Causes Lung Cancer, Heart Disease, '00°s Soft Pack and 100's Ménthol- 5 mg “tar”. 34 =3, - c3tee
Emphysema, And May Complicate Pregnancy. 120's. 1 mg. “1ar”. 0.6 mg. n.coune av. per cigarerte, FTC Zegers :-. 23
Siems. 6 mg. ar”. 0 6 mg. mcsune av percjrae s, L el




NOW FLATTENS THEM ALL.

NOW IS LOWEST

By U.S.Gov’t. testing method.

G20E8S68
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or where today’s

ol smokersarcheading

MrgLghts

4 _

flavor

c

’ S SURGEON GENERAL'S WARNING: Quitung Smoking

>

-~

: Now Greatly Reduces Serious Risks to Your Health.

£ Ta L e
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TA T

Noting Among A1l Smokers

Total Noting Among Subgroups

Interest In Buying Among A1l Smokers

Interest In Buying Among Subgroups - A1l Smokers
Interest In Buying Among Noters

Whether Ad Made Respondent More Interested In Buying
Brand

Main Benefit Among Noters
Main Benefit Among A1l Smokers After Re-Exposure To Ad

unication

New Information Imparted Based On Ad

Ways Different From Other ULT Brands

One Thing Like Most About Ad

One Thing Annoying/Bothersome About Ad
Agreement That Specific Statements Describe Ad
Rating Of True's Taste Versus Competition

JABLE NUMBER

la

1b

@ ~N o O»n

O

10
N
12
13
14

LZ0ESSE8



True Test Ads Competitive Ads
So Right...
Long If You
Copy/ Better Carlton/ Can't Merit
Cartoon ~ _Man_ Yet W Jaste Carlton Now Ultra
Base: Total Respondents (202) (202) (206) (200) (212) (149) (150) (299)
% % % % 3 % ! %
Total Noted Ad 47A 40A 45A 41A 37AC 64 42 48
Unaided noting only 40 31A 39A 33A 31AC 50 35 41
Q.3b: What brands or products do you remember seeing ads for in the book? (PROBE) What other brands? What other
products?
Q.3d: For what brands do you remember seeing ads? (PROBE) HWhat others?
Q.3e: Do you remember ads for any other brands of cigarettes?

Q.3f: For what brands were they?

820€8S68

(PROBE) HWhat others?

A = Significantly different from Carlton at the 95% confidence level.
C = Significantly different from Merit Ultra at the 95% confidence level.



Total Noting Among Subgroups
True Test Ads Competitive Ads
So Right...
Long If You
. Copy/ Better Carlton/ Can't Merit
AL Cartoon Man_ Yet —Now Iaste Carlton _Now_ Ultra
Base: T nt verage) p 4 % % b4 b A % % b A
(i el |
Total (203) 41 40 45 41 37 64 2 48
Sex
Male (100) 42 36 40 39 37 69 46 47
Female (103) 51 43 51 43 37 60 38 49
Age
18-34 (69) 44 35 46 38 42 67 41 50
35-49 a7 43 43 49 43 34 58 33 46
50-64 (63) 53 42 40 42 35 68 55 48
Lo-Fi (83) 45 38 49 37 32 57 32 46
Low Tar (86) 50 39 41 39 40 65 49 50
Menthol (62) 45 4] 47 27 33 69 45 53
Non-Menthol (141) 47 39 44 46 38 62 40 45
Q.3b: What brands or products do you remember seeing ads for in the book? (PROBE) MWhat other brands? What other
products?
Q.3d: For what brands do you remember seeing ads? (PROBE) HWhat others?
Q. 3e: Do you remember ads for any other brands of cigarettes?

Q.3f: for what brands were they?

620£8S68

(PROBE) Hhat others?




Table 2

M@AMMJMHW)

True Test Ads Competitive Ads
So Right...
Long If You
Copy/ Better Carlton/ Can't Merit
Cartoon _Man Yet Now Taste Carlton _Now Ultra
Base: Total Respondents (202) (202) (206) (200) (212) (149) (150) (299)
% % p A % % % % %
Positive (Net) 208C 29 228C 21 32A 22 33 31
r _38C _28C _38C 4 6 _6 8 1
Extremely interested - * * 2 1 3 4 ]
Very interested 3 2 2 2 4 3 4 6
Somewhat interested 17 26 19 23 26 16 25 24
168 67A 15 n 66A 66 69
Somewhat disinterested 3 21 29 26 21 24 22 25
Very/Extremely Disinterested 45 41 46 46 44 54 44 44
Very disinterested 15 15 ' 20 22 17 20 19 16
Extremely disinterested 2 32 26 24 27 34 25 28
q[;/- ‘v;&'/' ka8 43'\’

Q.5/8a: HKhich phrase on this card best describes your interest in buying the (BRAND) cigarettes pictured in the ad?
A = Significantly different from Carlton at the 95% confidence level.

B « Significantly different from Now at the 95% confidence level.
C = Significantly different from Merit Ultra at the 95% confidence level.

" e oRbeks”



Total (203)
Sex
Male (100)
Female (103)
Age
18-34 (69)
35-49 )
50-64 (63)
I
Lo-Fi (83)
Low Tar (86)
Menthol (62)
Non-Menthol (141)

Q.5/8a: HWhich phrase on this card best describes your interest in buying the (BRAND) cigarettes pictured in the ad?

e Totalsﬁgigégve is the top 3 boxes on a 6-point scale.

S 51>

Total Positive@

True Test Ads Competitive Ads
So Right...
Long If You

\ Copy/ Better Carlton/ Can't Merit
€artoon Man Yet Now Taste Carlton _Now Ultra

% % % % % % % %
20 29 22 21 2 22 33 K1l

19 26 19 25 33 25 32 31

21 31 25 28 3 19 33 31

18 - 26 17 24 25 12 31 31

19 27 26 24 32 24 33 34

24 33 25 33 39 30 34 27

15 28 24 28 27 13 24 23

19 26 21 26 33 27 37 35

16 37 19 29 39 22 42 39

22 26 24 26 30 22 28 26




True Test Ads Competitive Ads
Long If You
Copy/ Better Carlton/ Can't Merit
Cartoon Man_ Yet Taste Carlton Now_ Ultra
Base: Noted Ad (94) (80) (93) (82) (78) (96) (63) (143)
% % % % b % % %
Positive (N 24 38A 32 29 41A 22 29 30
xtremely/Ver 4 S5 4 4 ) 6 _8 1
Extremely interested - i 1 2 3 3 8 1
Very interested 4 4 3 1 5 3 - 6
Somewhat interested 20 33 28 26 33 16 21 23
iv 76 g1A 3] 1 59A 78 1 é
Somewhat disinterested 34 15 29 27 22 26 25 26
/ il 46 38 44 A 52 46 43
Very disinterested 14 16 17 20 19 23 19 15
Extremely disinterested 28 30 20 24 18 29 27 28
"
Al
Q.5: Which phrase on this card best describes your interest in buying the (BRAND) cigarettes pictured in the ad?

A = Significantly different from Carlton at the 95% confidence level.

2£0£8S68




Table 5

Whether Ad Made Respondent More Interested In Smoking Brand -
Among All Smokers After Re-Exposure

True Test Ads Competitive Ads
So Right...
Long If You

Copy/ Better Carlton/ Can't Merit
Cartoon _Man_ Yet _Now Taste Carlton _Now Ultra
Base: Had Total Positive Buying (41)+ (58) (46)+ (53) (68) (33)+ (49)+ (92)

Interest % % % A % % % %

Yes, More Interested 34 47 48 42 44 3 63 50
A 1ot more 12 3 n 8 12 15 22 14

A little more 22 44 37 34 32 18 41 36
Not More Interested 66 83 52 58 56 61 k¥4 50

Q.6a/8b: The ad tried to get you to be more interested in smoking (BRAND). Did it succeed in interesting you more in
smoking the brand?

Q.6b/8¢c: Did it interest you a lot more or a little more?

@ = Total positive is the top 3 boxes on a 6-point scale.
£L0ESSES

+ Note: Small base size



Table 6
Main it Amon r

True Test Ads Competitive Ads
So Right...
Long If You

Copy/ Better Carlton/ Can't Merit
Cartoon Man_ ~ _Yet _Now Taste Carlton Now_ Ultra
Base: Noted Ad (94) (80) (93) (82) (78) (96) (63) (143)

% % % % % % % %

Gave A Main Benefit 11 18 13 11 82 15 16 69
Pr r risti N 3 49 LX) 48 65 49 68 2
Low Tar/Nicotine (Subnet) 4] 28 46 35 49 40 61 33
Low tar/nicotine 35 16 32 27 37 3 33 25
Lowest in tar/nicotine - 1 ] - 1 5 14 1

All taste/flavor mentions 6 9 3 10 17 NA NA NA

Pr 10 14 8 13 10 24 8 10

10 14 3 1 ] 20 -] A

If you smoke, please try

Carlton NA NA NA NA NA n NA NA

Try their cigarette NA NA NA NA NA 3 NA NA

Now is lowest NA NA NA NA NA NA 2 NA

Now flattens them all NA NA NA NA NA NA 2 NA

Ultra flavor/ultra fresh/

ultra smooth NA NA NA NA NA NA NA 1

A1l product superiority mentions 1 6 3 5 5 10 27 6
Nothi ' W 23 22 21 23 18 25 24 31

Q.4a: Aside from wanting you to buy them, what is the main benefit of (BRAND) that the manufacturer is trying to get
across to you in the ad? (DO NOT PROBE)

NA -bwepégiégﬂe



!

Q.7a:

GEOEBS68  4cross to you in the ad? (DO NOT PROBE)
NA = Not Available_
* Less than 0.5%

Base: Total Respondents

Gave A Majn Benefit

Product Characteristics (Net)

Low tar/nicotine
Ultra low tar/nicotine
Lowest in tar/nicotine
5 Mg. of tar
T F

Good/better taste/flavor
The taste/flavor

Ad Presentation (Net)

True is pure pleasure
Has real taste/good taste even
though it is low/ultra low in
tar
Better taste than Carlton/Now/
instead of sucking air you
get taste/Carlton/Now are
11ke sucking air
If you smoke, please try
Carlton
Ultra flavor/ultra fresh/
ultra smooth
A1l product superiority mentions
A1l imagery mentions

[

Table 7

r

True Test Ads

Competitive Ads

w

NA

NA
4

6

BB SR ronSEEE

Long
Copy/
_Man_

~
N
[=4
~N
~r

~N
—

NA

NA
1
1

Better

F

~
N
o
[+ 2]
~

S, 2R ™

= T

F-3

NA

NA
3
3

2

- r A
So Right...

Carlton/
_Now

~
N
"8

T EROZR- —RIEBEB

12

13
NA

NA
15
1

2

-’

If You
Can't

2

~
N
—t
N
~r

Bw-wIEZBE ™

EBRZS

&

NA

NA
1
2

1

Merit

Cariton _Now_ Ultra

(149)
13

NA
15

NA
7

11

(150)
%

Zlaknt 1  WESEIBRIS

NA
NA

NA
65

2

Now that you've had another chance to look at this ad, we'd 1ike to learn your opinions about it.

(299)
%

- Agide from wanting you to buy them, what is the main benefit of (BRAND) that the manufacturer is trying to get



A

Base: Noted Ad

Pre jon (N
Package (Subnet)

A pack/a pack of cigarettes

The True - the whole true -
and nothing but the True

Has real taste/good taste/
even though it is low/ultra
low

If you can't taste it, why
light 1t/why bother smoking
if you can't taste it

instead of sucking air you

' Table 8

True Test Ads

Better taste than Carlton/Now/ /////

get taste/Carlton/Now are
1ike sucking air /

Two men - the other trying/a
True cigarette
Man/guy getting a hairc_t

A1l recognition of man
(face/cute/nice looking, etc.)
Man smoking a cigarette

9€0£8S68

I~

Better
Yet
(93)

83
A5

So Right,

Carlton/
(82)

% 13
_//’/

80
a3

15
33

[ N, ] Et’il

If You
Can't

(78)
%

= SIBR

Competitive Ads

Merit

Carlton _Now Ultra

(96) (63) (143)

1 % %

16 83 18
25 52 4
21 38 36
51 14 a1
NA NA NA
NA NA NA
NA NA NA
NA NA NA
-] 29 50
NA NA NA
NA NA
NA NA
NA NA NA
NA NA NA



Table 8

Total Comm nA Noter
(Continued)
True Test Ads Competitive Ads
So Right...
Long \_ , If You
Copy/ Better Carlton/ Can't Merit
Cartoon _Man_ __Now Jaste Carlton _Now_ Ultra
Base: Noted Ad (94) (80) (82) (78) (96) (63) (143)
% % . % % % 1 %
Pr haracteristics (N 62 56 ~ 63 1) 12 82 68 58
Low Tar/Nicotine (Subnet) 44 3 58 43 56 44 68 40
Low tar/nicotine 39 20" 41 32 34 35 29
Lowest in tar/nicotine - pa 1 - 5 18 1
9 /16 12 -} 4 18
Good/better taste/flavor 3 10 5 - - 5
A1l filter mentions 7 4 4 NA NA NA
Didn't read it/just looked at the g
picture/didn't pay attention /)f/ 14 10 NA NA NA
A1l product superiority mentions //// 4 9 8 10 37 8

Q.4a: Aside from wanting ’you to buy them, what is the main benefit of (BRAND) that the ma
across to you in/the ad? (DO NOT PROBE)

facturer is trying to get

Q.4c: What else did/the (BRAND) ad say? (PROBE) HWhat else did it say?

Q.4d: What did the (BRAND) ad show? (PROBE) HWhat else did it show?

LEOELSSES
NA = Not available.



nformation r n A
True Test Ads Competitive Ads
So Right...
Long If You

Copy/ Better Carlton/ Can't Merit
Cartoon _Man_ Yet _Now Taste Carlton _Now Ultra
Base: Total Respondents (202) (202) (206) (200) (12) (149) (150) (299)

% % 1 % % % % %

rn mething New 15 25 29 21 25 9 4] 14
Product Characteristics (Net) 12 22 23 19 21 -} 35 9
12 17 21 13 16 -] 34 3

Low tar/nicotine 8 12 6 10 8 1 3 1

5 mg. of tar - * 14 2 3 NA NA NA

A1l taste/flavor mentions * 9 2 10 7 - - 4
Did Not Learn Something New 85 15 n 19 15 91 59 86

Q.9%a: Does the ad tell you anything about (BRAND) that you didn't kncw before?

Q.9b: What is that? (PROBE) MWhat else?

SE0ESS6S
NA = Not available.

* Less than 0.5%



Table 10

jffer her
True Test Ads Competitive Ads
So Right...
Long If You
Copy/ Better Carlton/ Can't Merit
Cartoon _Man Yet _Now Taste Carlton _Now Ultra
Base: Total Respondents (202) (202) (206) (200) (212) (149) (150) (299)
. % % % % % % % 1
£ methi r 51 69 7 63 10 34 65 42
Pr ri N 46 60 49 53 62 25 59 33
\J 18 42 18 38 43 2 3 16
Good/better taste/flavor 8 12 8 n 18 1 1 5
A1l strength of taste mentions 4 9 5 18 8 NA NA NA
The taste/it has taste | 16 2 8 15 - ] 3
Low 1Y 27 19 19 24 20 49 12
Lower in tar/nicotine 15 21 9 17 16 9 25 5
A1l filter mentions 14 10 15 5 6 NA NA NA
A1l ad presentation mentions 6 5 3 10 13 NA NA NA
! W n 43 k1l 43 32 30 1] 35 58

Q.10: Based on this ad, what do you feel is different about (BRAND) compared with other ultra low tar brands? (PROBE)
Anything else different about (BRAND)?

NA = Not available.
6£0E8S68



Base: Total Respondents

Liked Something
Ad Presentation (Net)
It's simple/direct/short and to
the point

Bright/eye-catching
A1l package mentions

A1l recognition of man (face,
cute, nice, etc.)

Like the picture
Boat/sailboat

Q.11 What is the one thing you
w ORIERESe.

* Less than 0.5%

One Thing Like Most About Ad
Trye Test Ads Competitive Ads
So Right...
Long If You

Copy/ Better Carlton/ Can't Merit
Cartoon _Man_ Yet _Now Jaste Carlton _Now_ Ultra
(202) (202) (206) (200) (212) (149) (150) (299)

y 4 % % % % % % 1
1 81 . 85 16 9 63 10 90
29 67 69 61 68 24 o1 83
22 9 3 3 3 17 5 *
12 18 22 21 25 il 6 3

1 6 15 N 19 NA NA NA

12 8 4 4 7 - 17 1
- 18 13 18 19 NA NA NA
- 12 6 7 5 NA NA NA
— - 20 10 3 i | 14 %%
- - - - - - - 30
29 19 15 24 21 37 30 10

1ike most about the (BRAND) ad? (DO NOT PROBE)




True Test Ads Competitive Ads
So Right...
Long If You
Copy/ Better Carlton/ Can't Merit
Cartoon _Man_ Yet _Now Taste _Now_ Ultra
Base: Total Respondents (202) (202) (206) (200) (212) (149) (150) (299)
% % % % 13 % % %
Found Something Annoying/ a7 3 3 4 43 54 34 39
Ad Presentation 30 21 22 32 35 21 21 19
Looks dull/plain/boring 14 3 3 2 5 17 3 -
A1) characters in ad mentions ] 13 8 7 9 NA NA NA
N ' w W K] 67 61 99 87 46 66 61
TY0E£SS6S

Q.12: What is the one thing that annoys or bothers you about the (BRAND) ad? (DO NOT PROBE)

NA = Not available.



True Test Ads Competitive Ads
So Right...
Long If You
Copy/ Better Carlton/ Can't Merit
Cartoon Man Yet Now Taste Carlton Now Ultra
Base: Total Respondents (202) (202) (206) (200) (212) (149) (150) (299)
% % % % % % % %
% Agree ...
The ad is clear 90 958C 98ABC 92C 91 91 89 86
The ad is believable 728C 78C 82AC 698 74C 69 81 61
The ad is informative 628 86AC 80AC 80AC 768C 67 85 60
Q.13: Now I am going to read you a few statements that could be used to describe the (BRAND) ad. For each one I read,

please tell me if you agree or disagree that the statement describes the (BRAND) ad. Let's start with ...

(RED-CHECKED ITEM).

A = Significantly different from Carlton at the 95% confidence level.

B = Significantly different from Now at the 95% confidence level.
C = Significantly different from Merit Ultra at the 95% confidence level.

Z2v0EssSes



#anle 14

! r jtion

- On A 1-9 Point Rating Scale -@

Jrue Test Ads

So Right...
Long If You
Copy/ Better Carlton/ Can't
Cartoon Man Yet Now Taste
Base: Total Respondents (202) (202) (206) (200) (212)
% % % % %
True V r
True milder 30 30 26 27 32
True the same 56 52 59 54 46
True stronger 14 18 15 19 22
True Vs. Carlton
True milder 41 37 29 29 34
True the same 42 38 46 42 4]
True stronger 17 35 24 29 25
True Vs. Now
True milder 28 22 22 24 26
True the same 47 46 44 42 45
True stronger 25 32 34 34 29
Q.14: Now I would like you to do something a 1ittle different. Using this card, I would 1ike you to compare the taste
of the True cigarettes in this ad to other brands of cigarettes for which I will show you ads.
As you can see, on this card is a 9 point scale. The higher the number, the more you agree with the phrase
printed at the high end of the scale. The lower the number, the more you agree with the phrase printed at the
low end of the scale. And if you agree with the phrase printed in the middle of the scale, you would choose a
number somewhere in the middle.
Q.15/16/ Based only on these two ads, which number on this card best describes how True cigarettes compares to the taste
17 of the Merit Ultra/Now/Carlton currently on the market?
£Y0E8S68
@ Rating of 1-3 = True is "milder."
Rating of 4-6 = True is “the same.”
Rating of 7-9 = True is "stronger.”



Source: https://www.industrydocuments.ucsf.edu/docs/kpdv0113

bvoLsses

PHASE 11



True Test Ads:

Finding A Good ULT - Blue
Finding A Good ULT - Red
Long Copy/Homan

True's Got It/Barber

Svoesses



Finding A Good
ULT/Blue

" “Finding
agood ultralow tar
i1s tough?”

4 -~
\).

SURGEQON GENERAL'S WARNING: Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health.

Only 5mg. tar.

Source: https://www.industrydocuments.ucsf.edu/docs/kpdv0113



N
“Finding

agood ultralow tar
i1s tough

)

~ 2

o

7]
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 Ataste worth switching to. \ f

SURGEON GENERAL'S WARNING: Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health. ' O |y 5mg tar

Source: https://www.industrydocuments.ucsf.edu/docs/kpdv0113



Long Copy/Woman

[sthere any such
thing as agood tasting,
low tar digarette?

Apparently; some ultra-lows have gotten to the point where
smoking them seems to be more a reflex than a pleasure.

True, on the other hand, hasn't forgotten that taste is why
you smoke.

So, even though, its tar numbers are low, its taste is v

satisfying. Yes, there is a good tasting low tar cigarette. It True.

SYOLSSES




True's Got It/Barber

R '
True's got it.
[aste.”

T4

*\l
" -
s
4
/4

-
.

Only 5mg. tar and
a taste worth switching to.

)
i

/

'V}
H0£sSses

/

f

SURGEON GENERAL'S WARNING: Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health.




NOEX T

A TIT

Noting Among A1l Smokers

Total Noting Among Subgroups

Interest In Buying Among A1l Smokers

Interest In Buying Among Subgroups - All Smokers
Interest In Buying Among Noters

Rhether Ad Made Respondent More Interested In Buying
Brand

Main Benefit Among Noters

Main Benefit Among A1l Smokers After Re-Exposure To Ad
Total Communication-Among Noters

New Information Imparted Based On Ad

HWays Different From Other ULT Brands

One Thing Like Most About Ad

One Thing Annoying/Bothersome About Ad
Agreement That Specific Statements Describe Ad
Rating Of True's Taste Versus Competition

TA

15a
15b
16
17
18

19
20
21

R T

23
24
25
26
27
28

0S0€£8S68



T

N Amon

Base: Total Respondents

1N

A

Unaided noting only

Q.3b:

Q.3d:
Q.3e:
Q.3f;

r

Finding A

Good ULT Long Copy/
Blye Red —Woman
(211) (205) (212)

% % %

45 47 40

37 41 33

True's
Got It/

(205)

36

What brands or products do you remember seeing ads for in the book?

(PROBE) What other brands?

For what brands do you remember seeing ads?

What other products?

Do you remember ads for any other brands of cigarettes?

For what brands were they?

(PROBE) What others?

(PROBE) What others?

1S0£8S68



1 n A
Finding A True's
6 —Good ULT Long Copy/ Got It/
[y BO—— Blue  Red  _Woman _  Barber
Bage: Res ts e) % % % %
Total (208) 45 47 40 41
Sex
Male (105) 39 48 32 49
Female (103) 51 47 47 33
Age
18-34 (70) 48 50 43 33
35-49 (71 39 47 35 45
50-64 (67) 49 45 41 46
Type Smoked
Lo-~f1 (90) 46 44 40 38
Low tar (76) 38 51 37 37
Menthol (53) 42 53 39 38
Non-menthol (155) 46 45 40 42

Q.3b: What brands or products do you remember seeing ads for in the book?
(PROBE) HKWhat other brands? HWhat other products?

Q.3d: For what brands do you remember seeing ads? (PROBE) What others?
Q.3e: Do you remember ads for any other brands of cigarettes?

Q.3f: "For what brands were they? (PROBE) #Hhat others?

2S0E£8S68



Table 16
Interest In Buying Among All Smokers

Finding A . True's

Good ULT Long Copy/ Got It/

Blue Red —_HWoman Barber
Base: Total Respondents (211) (205) (212) (205)

% % % %

Positive (N 3 26 29 26
Extremely/Very Interested 1 -] 3 i
Extremely interested 3 1 1 3
Very interested 4 4 1 4
Somewhat interested 24 21 26 19
Negative (Net) 65 10 67 67
Somewhat disinterested 23 23 26 23
Very/Extremely Disinterested 42 47 41 44
Very disinterested 19 22 17 20
Extremely disinterested 23 25 24 24

qbi ‘?Ui ﬁb{ 76{

Q.5/8a: Which phrase on this card best describes your interest in buying the
True cigarettes pictured in the ad?

£S0£8S68



Base: Total Respondents (Average)

Total

Sex
Male

Female

Age
18-34
35-49
50-64

Type Smoked
Lo-~f}

Low tar

Menthol

Non-menthol

(208)

(105)
(103)

(70)
an
(67)

(90)
(76)

(53)
(155)

Iot;JAEosjjivee
Finding A True's
Good ULT Long Copy/ Got 1t/
Bluve  Red  _Woman = Barber
L % b4 %
31 26 29 26
29 25 20 30
33 28 38 23
30 19 25 16
29 30 21 28
34 31 42 36
26 20 18 17
26 26 37 37
30 23 31 17
32 28 29 29

Q.5/8a: HWhich phrase on this card best describes your interest in buying the
True cigarettes pictured in the ad?

® total positive is the top 3 boxes on a 6-point scale.

vS0EsS68



r n i
Finding A True's
__Good ULT Long Copy/ Got It/
Blue Red —Woman Barber
Base: Noted Ad (95) 97) (84) (84)
% % % %
Positive (N 26 32 29 30
Extremely/Very Interested 8 _8 -} 12
Extremely interested 3 2 2 6
Very interested 5 6 3 6
Somewhat interested 18 24 24 23
Negative (N 14 61 n 64
Somewhat disinterested 28 24 33 29
Very/Extremely Disinterested 45 43 38 36
Very disinterested 17 21 14 21
Extremely disinterested 28 23 24 14
Q.5: Which phrase on this card best describes your interest in buying the

True cigarettes pictured in the ad?

SS0E8S6s



Jable 19

Whether Ad Made Respondent More Interested In Smoking Brand -
Among All Smokers After Re-Exposure

Finding A True's
T Long Copy/ Got It/
Blue Red __Homan
Base: Had Totaé Positive Buying (66) (54) (62) (54)
Interest % % % %

Y M r 41 48 44 48

A lot more 15 15 18 17

A little more 26 33 26 32

Not More Interested 59 52 57 82

Q.6a/8b: The ad tried to get you to be more interested in smoking True. Did
it succeed in interesting you more in smoking the brand?

Q.6b/8c: Did it interest you a lot more or a little more?

@ = Total positive is the top 3 boxes on a 6-point scale.

950E£8S68



Base: Noted Ad

Gave A Main Benefit
r har risti N
w Tar/Nicotin n
Low tar/nicotine cigarette
Taste/Flavor (Subnet)
Good/better taste/flavor

All ad presentation mentions

Nothing/Don't Know/No Answer

Table 20

nefit Among N
Finding A
Good ULT
Blue Red
(95) 97)
% %
16 18
59 69
46 60
37 4
] 9
5 5
8 7
24 22

Long Copy/
—Homan

(84)
%
14
64
24
46

True's
Got It/

(84)

~

10

Q.4a: Aside from wanting you to buy them, what is the main benefit of True

that the manufacturer is trying to get across to you in the ad?

NOT PROBE)

(DO

LSO0ESSES



Finding A True's
Good ULT Long Copy/ Got It/
Base: Total Respondents (%%%% (%%%) "%%?%%"’ B%g%g%.
A % 3 %
Gave A Main Benefit 98 98 _ 100 98
Pr haracteristics (N 82 85 89 18
w Tar/Nicotin n 2% 82 16 62
Low tar/nicotine cigarette 53 55 68 34
5 mg. of tar 10 n - 17
Ultra low tar/nicotine 10 12 5 1
Less/lower in tar/nicotine 2 4 2 10
T /E r n n 13 38 31
‘ Good/better taste/flavor 8 10 30 18
Ad Presentation (N 10 13 2 20
A1l copy mentions 9 12 6 18
Nothing/Don't Know/No Answer 2 2 = 2

Q.7a: Now that you've had another chance to look at this ad, we'd like to
learn your opinions about it. Aside from wanting you to buy them,
what is the main benefit of True that the manufacturer is trying to
get across to you in the ad? (DO NOT PROBE)

8G0E£8S68



Finding A True's
Good ULT Long Copy/ Got It/
Blue Red —NHoman Barber

Base: Noted Ad (95) (97) (84) (84)

% % % %

Ad Presentation (Net) \éi\ 81 /17 87
Package. (Subnet) 46 49 Y A 45
A pack of cigarettes 42 44 / 54 3

Two packs of cigarettes/True

cigarettes - - - 12

Ad Sjtuation (Subnet) 34 33 37 50
Homen enjoying 21 ) 30 -
Man/guy getting a haircut - //’4\ - 46

n 19 /19 16 19

Brand worth switching to 6 / 10" - 6

r 15 7 20 14 A

A1l recognition of women 10 16 13 2
haracteri N 12 i N 69 66

Flavor 1 14 \\21 24
Good/better taste/flavor 6 9 18 17
Low Tar/Nicotine (Subnet) -1 65 49
Low tar/nicotine cigarette / 44 44 5 36

A1l competitive superiority mentions 10 14 8 8

, N
e
// /
/ ///

Q.4a: Aside from wanting yqu to buy them, what is the main benefit of True
that the manufacturer is trying to get across to you in the ad? (DO
NOT PROBE) i -

s
Q.4c:  What else did the Trdfh:i’iii;//gpkoss) What else did it say?
Q.4d: HWhat did the True ad shaw? ROBE) HWhat else did it show?

650£8568



w_Informati mpar
Finding A True's
Good ULT Long Copy/ Got It/
Blve  Red  _HWoman = Barber
Base: Total Respondents (211) (205) (212) (205)
% % % %
Learned Something New 26 29 25 22
Pr har risti N 25 27 22 20
Low Tar/Nicotine (Subnet) 24 21 18 12
5 mg. of tar 1R 12 - 6
Low tar/nicotine n 12 15 8
Did Not Learn Something New 74 yal 75 78

Q.9a: Does the ad tell you anything about True that you didn't know before?
Q.9b: What is that? (PROBE) HWhat else?

030€£8S68



[ fferent F h r

Finding A . True's
Good ULT Long Copy/ Got It/
Blue Red —Woman Barber

Base: Total Respondents (211) (205) (212) (205)
% % % %

Feel Somethin ifferen 54 57 §1 53

Positive (N 46 54 52 50

Pr har ri N 39 44 45 43

Taste/Flavor (Subnet) 16 20 30 22

Good/better taste/flavor 9 12 16 9

w Tar/Ni in n 16 21 1R 14

Lower in tar/nicotine 7 10 6 6

A1l filter mentions 9 9 8 10

Nothing/Don't Know/No Answer 46 43 43 47

Q.10: Based on this ad, what do you feel is different about True compared
with other ultra low tar brands? (PROBE) Anything else different
about True?

190£8568



Table 25
ne Thing Like M A

Finding A True's

Good ULT Long Copy/ Got It/

Base: Total Respondents (%%%% (%%g) ——%g?%%___ B%%%gg_

% % % %

Liked Something 82 15 A 17
A ntation (N 12 61 YA 67
lor n 34 29 ] 30
Bright/eye-catching colors 19 18 2 17
Blue/blue and gray 1 - - 10
racter A n 18 AV 19 .-}
All recognition of women 14 14 19 2
A1l ad situation mentions 9 7 3 12
A1l package mentions 6 5 1 3
Product Characteristics (Net) 5 n 11 2
A1l low tar/nicotine mentions 4 n 10 6
/Don't Know/No Answ 18 25 29 23

Q.11: What is the one thing you like most about the True ad? (DO NOT PROBE)

290€8S68



Table 26
ne Thing Annoying/Bothersome A A

Finding A
Good ULT Long Copy/
Blue Red
Base: Total Respondents (211) (205) (212)
% % %
Foun mething Annoying/Bothersom 34 43 43
Ad Presentation (N 23 32 32
Ad Situation (Subnet) 4 1 3
Man/balding man getting a haircut 1 1 -
Looks dull/plain/boring 4 4 n
Nothing/Don't Know/No Answer 66 57 Y4

True's
Got It/

(20%)

oy

Q.12: What is the one thing that annoys or bothers you about the True ad?

(DO NOT PROBE)

£90€£8S68



r nt Th if m

Finding A True's
_Good ULT Long Copy/ Got It/

Blue Red Woman Barber

Base: Total Respondents (211) (205) (212) (205)

% % % %
% Agree ...

The ad is clear 92 9] 95 88

The ad is informative 82 82 75 73

The ad is believable 74 80 72 62

Q.13: Now I am going to read you a few statements that could be used to
describe the True ad. For each one I read, please tell me if you
agree or disagree that the statement describes the True ad. Let's
start with ... (RED-CHECKED ITEM).

b30£8S568



Table 28
n ! Ver

- On A 1-9 Point Rating Scale -8

Finding A " True's

__Good ULT Long Copy/ Got It/

Blue Red _Homan Barber
Base: Total Respondents (211) (205) (212) (205)

%L % % %
TJrue Vs. Merit Ultra
True milder 34 34 31 25
True the same 50 50 51 56
True stronger 17 17 18 19
vV riton
True milder 30 35 34 27
True the same 44 40 39 48
True stronger 26 25 27 25
N

True milder 27 25 23 24
True the same 40 42 47 48
True stronger 33 33 3 27

Q.14: Now I would like you to do something a 1ittle different. Using this
card, I would like you to compare the taste of the True cigarettes in
this ad to other brands of cigarettes for which I will show you ads.

As you can see, on this card is a 9 point scale. The higher the
number, the more you agree with the phrase printed at the high end of
the scale. The lower the number, the more you agree with the phrase
printed at the low end of the scale. And if you agree with the phrase
printed in the middle of the scale, you would choose a number some-
where in the middle.

Q.15/16 Based only on these two ads, which number on this card best describes
17  how True cigarettes compares to the taste of the Merit Ultra/Now/
Carlton currently on the market?

eRating of 1-3 = True is "milder."
Rating of 4-6 = True is "the same.”
Rating of 7-9 = True is "stronger.”

G30£8S68



Source: https://www.industrydocuments.ucsf.edu/docs/kpdv0113

9930€£8S68

PHASE III



True Test Ads:

Big True - Blue

Bia True - Red

If You Can't Taste - Diner
True's Got It/Sharing

L30ESS6S



Big True/Blue

@
L
2]
@
&
=
o

SURGEON GENERAL'S WARNING: Quitting Smoking ' Only Smg, tar and a
Novf Greatly Reduces Serious Risks to Your Health. t aSt e Wor th SWi tChing t .




TRU

a taste
worth SW1tc Ing )

@
L
i
@
%
=
2]
)

_ “True’s got it. Good taste

SURGEON GENERALSW&RNlNQ Quitting Smok g _
8  Only5mg tar.

Now Greatly Reduces Serious Risks to Your Health




“If you can't taste 1,
whyllght it?”

SURGEON GENERAL'S WARNING: Quitting Smoking
Now Greatly Red ces Serious Risks to Your Health.




SURGEON GENERAL'S WARNING: Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health.

“True's got it. Taste”

e e
=il Only 5mg. tar and o
a taste worth switching to. =

TRUE =

TL0E8S68




IND F TA

TABLE TITLE 1A M
Noting Among A1l Smokers 29a
Total Noting Among Subgroups 29b
Interest In Buying Among A1l Smokers 30
Interest In Buying Among Subgroups - A1l Smokers 31
Interest In Buying Among Noters 32
Whether Ad Made Respondent More Interested In Buying

Brand 33
Main Benefit Among Noters 34
Main Benefit Among A1l Smokers After Re-Exposure To Ad 35
Total C cation Among Noters ——— _ —————_ 36—
New Information Imparted Based On Ad 37
Ways Different From Other ULT Brands 38
One Thing Like Most About Ad 39
One Thing Annoying/Bothersome About Ad 40
Agreement That Specific Statements Describe Ad 41
Rating Of True's Taste Versus Competition 42

2L0ESSES



True's
T If You Got It/
Blye Red ! Sharing
Base: Total Respondents (204) (207) (207) (202)
% % % ]
T N A 44 49 26 39
Unaided noting only 38 43 48 33
Q.3b: HWhat brands or products do you remember seeing ads for in the book?
(PROBE) HWhat other brands? What other products?
Q.3d: For what brands do you remember seeing ads? (PROBE) Hhat others?
Q.3e: Do you remember ads for any other brands of cigarettes?
Q.3f: For what brands were they? (PROBE) HWhat others?

£40€8S68



Total in
Base: Totdl Respondents C(Average)
Frey
Total (205)
Sex
Male (102)
Female (103)
Age
18-34 (70)
35-49 (69)
50-64 (66)
Type Smoked
Lo-fi
Low tar
Menthol

Non-menthol

0.35:‘

Q.3d:
Q.3e:
Q.3f:

%

44

46
43

42
45
46

47
45

48
43

%

49

46
52

51
47
49

53
46

48
49

True's

If You Got 1t/

Can't Taste Sharing
% Qpaf’ %
1] 39
50 38
62 39
s1 36
59 38
58 42
53 38
58 39
60 K}
55 42

What brands or products do you remember seeing ads for in the book?
What other products?

(PROBE) HKhat other brands?

For what brands do you remember seeing ads?

for what brands were they?

(PROSE)

(PROBE) HWhat others?

Hhat others?

‘Do you remember ads for any other brands of cigarettes?

bL0E8S6S



True's

Big True If You Got It/

Blue Red Can't Taste Sharing
Base: Total Respondents (204) (207 (207) fle~~" (202)

% % % %

P ive (N 21 28 23 23
remely/ r 2 1 8 5
Extremely interested 1 3 2 2
Very interested 1 4 3 3
Somewhat interested 20 21 17 18
Negative (Net) 16 89 15 16
Somewhat disinterested 25 30 24 24
Very/Extremely Disinterested 52 40 Y4 52
Very disinterested 18 15 26 23
Extremely disinterested 33 25 26 29

Q.5/8a: Which phrase on this card best describes your interest in buying the
True cigarettes picgured in the ad?

GLOESSES



Base: To @orz/iﬁs’ (Average)

Total (205)
Sex
Male (102)
Female (103)
Age
18-34 (70)
35-49 (69)
50-64 (66)
Type Smoked
Lo-f1 (86)
Low tar (81)
Menthol (61)

Non-menthol (145)

Table 31

Jotal Positive®
If You

Blue Red Can't Taste
% % %
21 <8 23
16 28 23
27 28 23
15 28 24
22 23 29
27 33 15
24 26 15
18 26 27
30 31 26
18 27 22

True's
Got It/

23
23

13
20
36

16
30

25
22

Q.5/8a: Which phrase on this card best describes your interest in buying the

True cigarettes pictured in

e Total positive is the top 3 boxes on a 6-point scale.

the ad?

920E£8S68



r n in n

True's

Big True If You Got It/

Blue  Red Can't Taste  Sharing
Base: Noted Ad (90) on (116) (78)

% % % %

Positive (Net) 17 34 21 30
rem nter - n 3 6
Extremely interested - 5 2 3
Very interested - 6 2 4
Somewhat interested 17 23 17 23
Negative (Net) 82 65 18 11
Somewhat disinterested 27 29 23 24
Very/Extremely Disinterested 56 37 95 46
Very disinterested 19 n 28 22
Extremely disinterested 37 26 27 24

Q.5: Which phrase on this card best describes your interest in buying the
True cigarettes pictured in the ad?

LLOESSES



Table 33

Whether Ad Made Respondent More Interested In Smoking Brand -
Among All Smokers After Re-Exposure

True's

Big True If You Got It/

Blye Red Can't Taste Sharing

Base: Had Tota& Positive Buying (43)+ (58) (47)+ (46)+

Interest % % % %

Y More Inter 40 20 47 37
A 1ot more 9 19 16 17
A little more 31 3 31 20
N re Inter 60 50 83 63

Q.6a/8b: The ad tried to get you to be more interested in smoking True. Did
it succeed in interesting you more in smoking the brand?

Q.6b/8c: Did it interest you a lot more or a little more?
@ = Total positive is the top 3 boxes on a 6-point scale.

+ Note: Small base size

840E£8S68



Table 34
Main Benefit Among Noter

True's
Big True If You Got It/
Blye  Red Can't Taste  Sharing
Base: Noted Ad (90) (101) (116) (78)
% % % %
Gave A Main Benefit 10 n 18 14
har risti N 42 57 60 58
Low Tar/Nicotine (Subnet) 29 4] 47 41
Low tar/nicotine cigarette 20 26 29 30
Less/lower in tar/nicotine 4 9 9 12
A1l taste/flavor mentions 9 12 N 5
All ad presentation mentions 10 9 6 10
Nothing/Don't Know/No Answer 30 29 22 26

Q.4a: Aside from wanting you to buy them, what is the main benefit of True
that the manufacturer is trying to get across to you in the ad? (DO
NOT PROBE)
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1 r r_Re-

True's

ig Tr If You Got It/

Base: Total Respondents (%%%% (%gg) ;207) (202)

% % % 3
v Main Benefi 100 100 95 98
racteristics (N N 80 13 80
Low Tar/Nicotine (Sybnet) 58 58 S0 62
Low tar/nicotine cigarette 37 30 25 38
5 mg. of tar 15 20 18 17
Taste/Flavor (Subnet) 48 33 30 26
Good/better taste/flavor 42 27 16 16
The taste/flavor 3 4 n 5
Ad Presentati N 2 19 18 12
Copy (Subnet) 6 16 12 14
They are worth switching brands 4 15 6 5
If you can't taste it, why

light it? - - 1A -
A1l competitive superiority mentions 7 17 7 8
Nothing/Don't Know/No Answer - - -] 2

Q.7a: Now that you've had another chance to look at this ad, we'd l1ike to
learn your opinions about it. Aside from wanting you to buy them,
what is the main benefit of True that the manufacturer is trying to
get across to you in the ad? (DO NOT PROBE)
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Table 36

/ True's
If You Got It/
Blue Red n'tT Sharing
Base: Noted Ad (90) (1o1) (116) (78)
% % % %
Ad Presentation (Net) 18 88 18 81
P n 41 48 4] 41
A pack of cigarettes 36 40 38 36
Characters In Ad (Subnet) 30 38 14 42
A1l recognition of man \ .29 36 - 39
A1l recognition of woman N - - 9 -
n n \ 20 23 30
Man offering a true cigarette
to a Marlboro smoker 8 12 - 5
Women smoking/enjoying a
cigarette while drinking coffee - - 28 -
1 24 16 17
They are worth switching brands 3 10 3 9
If you can't taste it, why \
light it? - N\ T 12 -
A1l color mentions 4 12 9 9
Pr har risti N sl \\ 70 58
Taste/Flavor (Subnet) 19 24 16 15
Good/better taste/flavor 13 16 12 10
Low Tar/Nicotine (Subnet) 36 52 \ 56 sl
Low tar/nicotine cigarette 26 35 v 36 32
Less/lower in tar/nicotine 4 1 \ 10 14
A1l competitive superiority mentions 7 15 \ 8 10

I/.
/
/

/

Q.4a: Aside from wanting you to buy them, what is the main benefit of True
that the manufacturer is trying to get across to you in the ad? (DO
NOT PROBE)

Q.4c: Hhat elsg\?id the True ad say? (PROBE) HWhat else did it say?

Q.4d: 'What did the True ad show? (PROBE) What else did it show?
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Table 37

?f You
(207)
%
k1
26
24
n

69

True's
Got It/

”~~
S
N
A4

B o R K E

New Information Imparted Based On Ad
Big Trye
Blue Red
Base: Total Respondents (204) (207)
% %
Learned Something New 25 26
har risti N 22 22
Low Tar/Nicotine (Subnet) 20 18
Low tar/nicotine 9 7
id N rn Something New 15 14
Q.9a: Does the ad tell you anything about True that you didn't know before?
Q.9b: HWhat is that? (PROBE) HWhat else?
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W ferent From Oth n
True's
Big Trye If You Got It/
Blye  Red Can't Taste  Sharing
Base: Total Respondents (204) (207) (207) (202)
% % % %
F i fferen 60 67 66 54
Positiv rand N 57 66 61 53
Pr har ri N 53 58 56 46
T /Flav n 26 29 32 24
Good/better taste/flavor 16 16 10 10
The taste/it has taste 3 7 12 9
w_Tar/Nicotin n 24 26 28 18
Low tar/nicotine 10 9 N 8
A1l filter mentions 12 12 7 1
Nothing/Don't Know/No Answer 40 33 34 46

Q.10: Based on this ad, what do you feel is different about True compared
with other ultra low tar brands? (PROBE) Anything else different
about True?
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Table 39
ne Thing Like M A A

True's
B8iq True If You Got It/
Blue Red  Can't Taste Sharing
Base: Total Respondents (204) (207) (207) (202)
% 1 % %
Liked Something 88 80 80 16
Ad Presentation (Net) 16 68 68 66
lor n 34 23 30 26
Bright/eye-catching colors 21 1 n 16
Blue/blue and gray 12 1 18 1
Bright red 1 10 1 9
har rs In A n 12 12 10 16
A1l recognition of men 10 10 - 14
A1l recognition of women - - 9 -
A1l ad situation mentions 9 18 4 n
All product characteristics
mentions 10 10 8 6
Nothing/Don' w nsw 12 20 20 24

Q.11: What is the one thing you like most about the True ad? (DO NOT PROBEED
[Je)
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Table 4

One Thing Annoying/Bothersome About Ad
True's
Big Trye If You Got It/
Blue  Red Can't Taste  Sharing
Base: Total Respondents (204) (207) (207) (202)
% % % %
Found Something Annoying/Bothersome 28 32 37 36
Ad Presentation (Net) 16 21 20 22
A1l characters in ad mentions 5 6 9 10
A1l smoking/health controversy
mentions 8 4 1 7
Nothing/Don't Know/No Answer 72 68 63 64

Q.12: HKWhat is the gne thing that annoys or bothers you about the True ad?
(DO NOT PROBE)
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A ment Th ifi men
True's
Big Trye If You Got It/
Blue  Red Can't Taste  Sharing
Base: Total Respondents (204) (207) (207) (202)
% % %
% Agree ...
The ad is clear 98 93 96
The ad is informative 88 80 82 82
The ad is believable 72 69 73 62
Q.13: Now I am going to read you a few statements that could be used to

describe the True ad. For each one I read, please tell me if you

agree or disagree that the statement describes the True ad. Let's
start with ... (RED-CHECKED ITEM).

LB0EBSES



Table 42
ing Of True's T r
- On A 1-9 Point Rating Scale -€

True's
Big True If You Got It/
Blue Red  Can't Taste Sharing
Base: Total Respondents (204) (207) (207) (202)
% % % %
True Vs. Merit Ultra
True milder 26 25 30 27
True the same 58 55 52 50
True stronger 16 20 18 23
TJrue Vs. Carlton
True milder 27 29 30 29
True the same 42 47 49 43
True stronger 30 24 20 28
True Vs. Now
True milder 26 25 30 21
True the same 40 45 38 45
True stronger 34 30 31 34
Q.14: Now I would like you to do something a 1ittle different. Using this
card, I would 1ike you to compare the taste of the True cigarettes in
this ad to other brands of cigarettes for which I will show you ads.
As you can see, on this card s a 9 point scale. The higher the
number, the more you agree with the phrase printed at the high end of
the scale. The lower the number, the more you agree with the phrase
printed at the low end of the scale. And if you agree with the phrase
printed in the middle of the scale, you would choose a number some-
where in the middle.
Q.15/16 Based only on these two ads, which number on this card best describes
17  how True cigarettes compares to the taste of the Merit Ultra/Now/
Carlton currently on the market? ®
9Rating of 1-3 = True is “milder."” éﬁ
Rating of 4-6 = True is "the same." ES
Rating of 7-9 = True is "stronger." S
@
@



