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Phase I Phase II Phase III

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 - Carlton/ Red Diner
Now Long Copy/Woman True's Got It/Sharing
So Right - If You True's Got It/Barber
Can't Taste

WOO
Specifically, the purpose4 of this research wefe 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 I an evaluation rue

versus competition -- Carlton, Now and Merit Ultra -- was obtained .

(Comparisons wel"ei-made to previous research - MRD #,33yL(a? .)
~--."
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METHOD
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A~we-€onr=t~Tl True portfolio studies were

conducted among male and female smokers between the ages of 18-64 -- ~-~{ .
, ~ ,y- F /

one-"rtrd 18-34, one-th+rd-35-49, one-thi-rd 50-64 . Furthermore,

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

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

limited to about 40% in each cell . ach
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44ARY OF FINDINGS -'1IR YM-f.W' T/T)1ST.Ea~DjK-W'

I . Overall Evaluation

A . Noti na

'(t`i
Of all executions tested, "If You Can't Taste - Diner"

attained the highest"noting levelp (56%) . Noting scores

were consistently high across all examined subgroups .

B . BuYing Interest

s kJfter re-exposure to the ad, b~n~ P-4-7

interest levels for "If You Can't Taste - Dineri0were

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 seeml-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)

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

more in smoking the brand .
.1

Tr"`'L- (See Tabl es A and B)
3 .
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II . Diagnostic Evaluation

A. Main Benefit

For the "If You Can't Taste - Diner" ad, low tar mentions,,JtA*'~

were played back more fr~que~t ly com to~ ents

regarding taste . ,Piayback of taste ou n't

sa~+e - Di2or" ~a is comparable to the other executions

tested .

Among Low Tat smokers, "If You Can't Taste - Diner"

generated slightly higher levels of taste mentions .

C
B . New Information Imparted Based On Ad/Uniqueness-Compared To

Other ULT Brands

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

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

- representing the highest score compared to the other t_~

executions tested .

Furthermore, based on thefl ad, the majority of smokers

(66x) found the brand different compared to other ULT

brands currently available . Low tar/nicotine and taste

generated fairly high levels for being the unique elements

(28'1 and 32%, respectively) .

4
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C . Agreement That Snecific Statements Describe Ad

The vast majority of smokers agreev`that the "If You Can't

Taste - Diner" execution t`s clear (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)

5 .
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Table A

T=

True Test Ada
So Right _

If You 7Yue's Findtrg A
Imn Caov Better Carltat/ Can't Got It Gnad ta.T B oM ue
mn I+~oa yet ~ ~ tBarberi DIM ftd §1m &A

If You
Can't

~~l
~

'lYue's
Got It/ Merit
'oc~~ Qruon ali c Ul;ra

Unaided Noting 40 31 33 39 33 31 36 37 41 38 43 48 33 50 35 41

'lbtal Noting 47 40 40 45 41 31 41 45 47 44 49 56 39 64 42 48

(Mlot C NOn'FAS : )

h1aLn enefits

~~e QLtv : 4 6 4 1 4 12 10 7 4 7 6 10 3 5 2 9

W±+ TUQLV= 39 25 37 44 29 44 37 45 55 27 35 45 45 39 67 31

Both Taltre ard LtGV TW 2 3 17 2 6 5 4 1 5 2 6 2 3 1 - 2

ornA,rt Qimi ri yi 1 6 .16 3 5 5 6 4 4 3 6 3 1 10 27 6

(MCt+G TML SAMPLErAFI'!R
SFr0b0 EXPOSURF) :

w- in fi a

ly=Tantw A 2 11 11 6 17 15 15 5 2 27 19 17 14 3 1 27
1fr..~~-

Lnu Ter lVt 54 48 50 56 29 36 45 69 71 37 44 37 51 36 82 12

Bnth TAetw wnd Lat Tatt 2 4 27 8 11 15 17 7 11 21 14 13 12 - 1 3

,
prrrkr+~ 4rmri ritVt

Csiac=

4

19

11

29

1

6

3

11

15

31

1

21

8

18

6

9

8

12

7

6

17

16

7

17

8

14

7

27

65

4

3

10
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.~.

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



Tabl ,

lAlIOt4' NOPFRS:)

Interest In BL„+ino
Tz,Q Box
Top 'lW Boxes
Top Three Boxes

TYrue ~
Portfolio Scorecard

(Continued)
~ TnP Tesi Ada

-janp Caov Better
S:a[Loao !!an dca~n Yet
• t • f

- 1 2 1
4 5 5 4
24 38 29 32

(AMOPG 9VlAL SMQL.t'-AF9'k3t
StCOtO kXPClSURF) :

Ins•r •~t 7nnuyjpu
N) Box
Tup '11ro Boxes
Top Three Boxes

Ad KArle Me More Intere4ted :
(asked aang top three
boxes only)

Made a lot .are
interested

Msde a little Grore
interested

- - 1 -
3 2 3 3
20 29 29 22

3i !Z 1i !d

12 3 18 11

22 44 26 37

Nd Ixparted New Infornistion:
Brad Is Differant :

Main diffe_rez:CL
Lov Tar/Nicotine
Taste

Ad Is Believable :
Ad Is Clear :
ld Is InforMative :

15 25 25 29
57 69 57 57

17 27 1 17 ) 19
18 42 30 18

72 78 72 82
90 95 95 98
62 86 75 80

Sn RIa_at
If You True's Finding A

Carlton/ Can't Got It Qand [IId' Bio True
SQ+ TAHzC (90[bSC) @IYQ 90a 91YC 8ed
S % S S • % f

2 3 6 3 2 - 5
4 8 12 8 8 - 11
29 41 35 26 32 17 34

2 1 3 3 1 1 3
4 6 7 7 5 2 7
27 32 26 31 26 21 28

!2 L4 A@ 41 " 1Q %

8 12 17 15 15 9 19

34 32 32 26 33 31 31

21 25 22 26 29 25 26
63 70 53 54 57 60 67

19 24 14 16 21 24 26
38 43 22 16 20 26 29

69 74 61r 74 80 72 69
92 91 88 92 91 98 93
80 76 73 82 82 88 80

If Yau
Can't

2
3

21

2
5

23

Q

16

31

31
66

28
32

73
96
82

True's
Got It/ Merit

CAC1L04 Wli U1LLa
t S t t

3 3 8 . 1
6 6 8 7
30 22 29 29

S

2 3 4 1
5 6 8 7
23 22 33 31

3Z 33 (3 ' S0.

17 15 22 14

20 18 41 36

31 9 41 14
54 34 65 42

18 20 49 12
24 2 3 16

62 69 81 61
% 91 89 86
82 67 85 60

St0EeS68
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Sex

Base : Total Respondents

Age Tyne Smoked Most Often
~,,~~~

IQ~1 *. l~ale.~ F~l ~ ~-sa 44 5.4~4
(207) (102) (105) K72) (69) (66)
x x x x x x

Total Noting 56

~
Main Benefit Among Total

Samule After Re-ExRpsure. Taste only 17
Both taste and low tar 13

Interest In Buying Among Total
Samole After Re-Exposure
Top 2 boxes 5
Top 3 boxes 23

Ad made me more interested
in brand 47

Brand is different from
other ULT's 66

Main difference is taste . 32

50

18
13

6
23

48

70

39

62 51 59 58

17 15 20 17
13 13 10 17

5 7 6 3
23 24 29 15

46 41 50 50

62 68 75 53

25 32 36 27

Menthol
Non-
Menthol L~Ei Low Iac

(55) (152) (98) (74)
x

60

x

55

x

53 58

20 16 15 22
11 14 11 15

6 5 2 8
26 22 15 27

50 46 40 45

62 67 64 69

26 34 37 35

9IOEBS68

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

True Test Ads :

Cartoon

Long Copy/Man

Better Yet

So Right - Carlton/Now

So Right - If You Can't Taste

Competitive Ads :

Carl ton

Now

Merit Ultra

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



SURGEON GENERAL'S WARNIyG Smoking
Causes Lung Cancer, Heart Oisease . '
Emphysema, And May Complicate Pregnancy . Cartoon

fwtar
TheTrtae

the wlwleTrue

and nothing but theTrue'
Only one uftra low tar cigarette makes

striking a match worth the effort .
True-ism: True is Pure Pleasure .

i
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4

Long Copy/Man

Jfyoucan!ttasteit,
whylightit?

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

Certainly, it's not for the pleasure of periodically lighting
matches or tc) practice manual dexterity .

.. Which is whyTi-ue is made tio achiewe a baiance : the lowest
ultra-low you can still tastp. Bocause, anything else just doesn't
make sense.

MR t

e

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

a

SCR

ao

-MUE. ~
The lowest ultra la!

®

©

ou cantastim.,*i 0

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



SURGEON GENERAL'SWARNING: Quitting Smoking
Now Greadr Reduces Serious Risks to Your Heahh .

Better Yet

Better yet,enjoy aTrue.
r~l

0

r

p

0

A

I -W

L

.

Only 5mg tar
and a taste

worth switchiniz to .'

TRUE 1

0

mkili

©

PNOW as-&"as

-. 1 . U1~7Vk
kflm^ wOw t~
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SURGEON GENERAL'SWARNING: Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health .
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SURGEON GENERAL'SWARNING : Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health .
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If ouYsmoke
please try Carlton .

SURGEON GENERAL'S WARNING : Smoking
Causes Lung Cancer, Heart Ofsease,
Emphysema, And May Complicate Pregnancy .

~

C!t
QD
W
O
N

aox and 100's Box Vlenthol: Less than 0 .5 Tg . 'tar' . :, . :h
Soft Pack. Menthol and 100's Boc . t ag . " ;ar' . 0 .1 Tg . - :r ,e .
:CC's Soft Pack and t00's Menthoi 5 mg " ;ar" . 7 S-+ ; . -
120's:1 mg . "tar" . 0 .6 mg . n,cotme av . per cigarette. FTC 2eccr :
Sbms 6 mg . ',.af' . 0 6 ^rg . ~ csu-e aL per ; ;xre

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



NOW IS LOWEST
m

By U.S.Gov't.testing method. ~
noVF A aF '` ''rn r . .ue i rt.•w .es ro..ccoco

nn . j`

~0~~
SURGEON GENERAL'S WARNING : S-iokir,q
By Pregnant Women May Result .,i F,~ ;•ii
Injury, Premature Birth . And Low Birth ',be- ;ht .
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Table l a

Noting Among All Smoker s

True Test Ad s

Base : Total Respondent s

Total Noted Ad

Unaided noting only

So Right . . .
Long If You
Copy/ Better Carlton/ Can' t

Cartoon Man Yet Now Taste
(202) (202) (206) (200) (212 )
x x x x x

4ZA

40

AQA

31A

45A

39A

41A IZAC

33A 31AC

Competitive Ads

Meri t
Car tl QQ Now Q1 ra
(149) (150) (299 )
x x x

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) What others?

Q .3e : Do you remember ads for any other brands of cigarettes ?

Q .3f : For what brands were they? (PROBE) What others?

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

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



Table lb

Total Noting AmongSu¢groues

Base :

Total (203)

~
Male (100)
Female (103)

A9.g
18-34 (69)
35-49 (71)
50-64 (63)

Type Smoked
Lo-Fi (83)
Low Tar (86)

Menthol (62)
Non-Menthol (141)

True Test Ads Competitive Ads

Long
So Right . . .

If You

Cartoon
Copy/
An

Better
-Yet

Carlton/
Now

Can't
Iast+ Carl ton bL

Meri t
lJ1 I~

41

-

44 45 41

.`

U iz4

~

R

X

4$

42 36 40 39 37 69 46 47
51 43 51 43 37 60 38 49

44 35 46 38 42 67 41 50
43 43 49 43 34 58 33 46
53 42 40 42 35 68 55 48

45 38 49 37 32 57 32 46
50 39 41 39 40 65 49 50

45 41 47 27 33 69 45 53
47 39 44 46 38 62 40 45

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) What others?

Q.3e : Do you remember ads for any other brands of cigarettes?

Q.3f : For what brands were they? (PROBE) What others?
szoESSSe

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



Table 2

~Interest In Buying Among All Smokers
44-7

Base : Total Respondents

_
True Test Ads

So Right . . .
Long If You
Copy/ Better Carlton/ Can't

Cartoon Man _ YgtNow - Taste
(202) (202) (206) (200) (212)
x x x x x

Comuetitive Ads

Merit
Car1.}oD Now ~ WLtrA
(149) (150) (299)
X X X

Positive (Net) ZQBC Z2 ~BC zz RA
Extremely/Very Interested ~BC ~BC 3BC ~ ~ 7

Extremely interested
Very interested

.
3 2

_
.
2

2
2

~
4

3
3

4
4

1
6

Somewhat interested 17 26 19 23 26 16 25 24

Negative (Net) ZfiB fiZA Z5 21 ~kkA 7$ 5fi ii2
Somewhat disinterested 31 21 29 26 21 24 22 25
Very/Extremely Disinterested 45 4I 9 46 44 54 44 44

Very disinterested 15 15 20 22 17 20 19 16
Extremely disinterested 29 32 26 24 27 34 25 28

~0. I G./ . i - ~ 'I- q8--1-

Q .5/8a : 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 .
B- Significantly different from Now at the 95% confidence level .
C - Significantly different from Merit Ultra at the 95% confidence level .

* L& oHs°s4x

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



Tab]"

Interest In Buying Among Subgroups - All Smokers

Base : TA~Respon eF4 (Av rage) X
k
A?-

Total (203)

SkAx
Male (100)
Female (103)

A9.g
18-34 (69)
35-49 (71)
50-64 (63)

Type Smoked
Lo-Fi (83)
Low Tar (86)

Menthol (62)
Non-Menthol (141)

si4

19
21

18
19
24

15
19

16
22

Total Positive@
True Test Ads Competitive Ads

So Right . . .
Long If You
Copy/ Better Carlton/ Can't Meri t
Man Yet Now Taste Car t1 on_ _NQ.,rL Ultra
X

_
X X X X X X

Z2 22 27 3z

26 19 25 33
31 25 28 31

26 17 24 25
27 26 24 32
33 25 33 39

28 24 28 27
26 21 26 33

37 19 29 39
26 24 26 30

22 U 3-1

25 32 31
19 33 31

12 31 31
24 33 34
30 34 27

13 24 23
27 37 35

22 42 39
22 28 26

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

@ IEOEl~1S6ei ve i s the top 3 boxes on a 6-poi nt scal e .

1,,(cc~Eartoon

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



Table 4

Interest In Buying Among Noters

Base : Noted Ad

True Test Ads
So Rtght . . .

Long If You
Copy/ Better Carlton/ Can't

Cartoon Ma9_ Yet NQw Taste_
(94) (80) (93) (82) (78)
x x x x x

Competitive Ads

Merit
Carl toa Now !!]ta
(96) (63) (143)
x x x

Positive (Net) 24 UA 33 ~ 41A z3 ~ N.
Extremely/Very Interested -A :i -k _~ -Z
Extremely interested - 1 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

Negative (Net) Zfi 61A U 21 52A Z$ 7_1 A
Somewhat disinterested 34 15 29 27 22 26 25 26
Very/Extrememly Disinterested 41 4k 3$ 4A 3ZA 52 46 !U
Very disinterested 14 16 17 20 19 23 19 15
Extremely disinterested 28 30 20 24 18 29 27 28

Q.5: Nhich 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 .
zEOEesse

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



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

Cartoon
Copy/
Man

Better
Yet

Carlton/
Now -

Can't
Taste SaLIS~QQ N4WL

Meri t
W-t.La

Positive BuyingBase : Had Tota (41)+ (58) (46)+ (53) (68) (33)+ (49)+ (92)~
Interest X X X X X X X X

Yes . More Interested 34 41 4$ 4Z 44 .U U U

A lot more 12 3 11 8 12 15 22 14

A little more 22 44 37 34 32 18 41 36

Not More Interested U 51 52 5a 5fi 5I 31 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/8c : Did it interest you a lot more or a little more?

p- Total positive is the top 3 boxes on a 6-point scale .
EEOESS6e

+ Note : Small base size

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



Table 6

M_ai_n Benefit Among Noters

True Test Ads Comgetitive Ads
So Right . . .

Long If You

Cartoon
Copy/
Man

Better
Yet

Carlton/
Now

Can't
Taste SaLl t911 NowL

Meri t
!!1 trABase : Noted Ad (94) (80) (93) (82) (78) (96) (63)

-
(143)

Gave A Main Benefit

X

1Z

X

Z$

X

22

X

Z

X

$Z

X

75

X

Z~

X

UProduct Characteristics (Net) 51 42 51 4_$ f& 42Low Tar/Nicotine (Subnet) 41 2$ 4fi 35 4_2 4_4 fiZ ~Low tar/nicotine 35 16 32 27 37 31 33 25Lowest in tar/nicotine - 1 1 - 1 5 14 1
All taste/flavor mentions 6 9 3 10 17 NA NA NA

Ad Presentation (Net) 1Q 14 24 _a 14CoRy (Subnet) 14 14 zo -5 -1If you smoke, please try
Carlton NA NA NA NA NA 11 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
All product superiority mentions 1 6 3 5 5 10 27 6

Nothing/don't know/no answer za zz 21 31 1$ 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 -v Mat&~i~~,ple .

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



Table 7
Main Benefit Among All Smokers After Re-Exgosure To Ad

True Test Ads Competitive Ads
So Right . . .

Long If You

Cartoon
Copy/
Man

Better
Yet

Carlton/
Now

Can't
Taste CarLt4n N4M

Merit
MIA

Base : Total Respondents (202)
X

(202)
X

_
(206)
X

~
(200)
X

(212)
X

(149)
X

(150)
X

(299)
X

Gave A Main Benefit 9-4 1Q 4.$ 4$ ~ $3 9.$ ~
Product Characteristics (Net) H §Z 42 $4 S~

Low Tar/Nicotine (Subnet) 51 51 5~ 34 51
Low tar/nicotine 39 30 31 34 37 24 17 11
Ultra low tar/nicotine 11 8 1 1 9 NA NA NA
Lowest in tar/nicotine - 8 - - 1 3 39 1
5 Mg . of tar - " 23 1 3 NA ' NA NA

Taste/Flavor (Subnet) ~ ~ 14 2Z 22
Good/better taste/flavor 3 10 11 11 16 - - 4
The taste/flavor " 2 2 7 11 - - 3

Ad Presentation (Net) 21 Z2 1~ 34 24 34 ~ 3A
Conv (Subnet) ]2 Z2 ll 31 21 zz -A 1Q

True is pure pleasure 10 - NA NA NA
Has real taste/good taste even

though it is low/ultra low in
tar 3 21 4 12 4 NA NA NA

Better taste than Carlton/Now/
instead of sucking air you
get taste/Carlton/Now are
like sucking air - - 3 A A A

If you smoke, please try
Carlton NA NA NA NA NA 15 NA NA

Ultra flavor/ultra fresh/
ultra smooth NA NA NA NA NA NA NA 8

All product superiority mentions 4 11 3 15 1 7 65 3
All imagery mentions - 1 3 1 2 20

Nothing/don't know/no ancwer -6 -Z .3 -1 ]z -Z -4
I

Q .7a : Now that you've had another chance to look at this ad, we'd like to learn your opinions about it .
Mide from wanting you to buy them, what is the main benefit of (BRAND) that the manufacturer is trying to get

S'EONS68 across to you in the ad? (00 NOT PROBE)
NA - Not Available_
* Less than 0 .5X

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



Table 8

Total Communication Among Noters

True Test Ads /"
So Right,~_

Long If You
Copy/ Better Carlton~ Can't
-Man Yet N4w.,-~ . Iaste

Base: Noted Ad (94) (80) (93) (82) (78)
x\ x x ~" x x

Ad Presentation (Net) $¢
Package (Subnet) Z_4

A pack/a pack of cigarettes 70
Copy (Subnet) U

The True - the whole true -
and nothing but the True 11

Has real taste/good taste/
even though it is low/ultra
low 5

If you can't taste it, why
light it/why bother smoking
if you can't taste i t ~C

Better taste than Carlton/Now/ /
instead of sucking air you
get taste/Carlton/Now are
like sucking air ~

Ad Situation (Subnet) / ~.
Two men - the other trying/a

True cigarette
Man/guy getting a haircllt -

Characters In Ad (Subnet~- _
All recognition of man

(face/cute/nice looking, etc .) -
Man smoking a cigarette -

Commtitive Ads

Meri t
C~ar1#on Now !!Lt_ca
(96) (63) (143)
x x x

DO 85
§4 49 25 52 4.1_
58 42 38 46 21 38 36

24 1@ 51_ 14 1
i

/

NA NA NA

~ 15 2 NA NA NA

10 12 NA NA NA

9EDEgS6e

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



Table 8

Total Communication Among Noters

(Continued)

\ True Test Ads
So. Right . . .

Long \ If You
Copy/ Better Carlton/ Can't

Cartoon Man Now Taste
Base : Noted Ad (80) 93)

X

Product Characteristics (Net) 5Z 51 51
Low Tar/Nicotine (Subnet) 44 31 : 5$

Low tar/nicotine 39 20' 41
Lowest in tar/nicotine ;'1 1

Taste/Flavor (Subnet) -2
Good/better taste/flavor 3 10 5

All filter mentions 7 4 4
Didn't read it/just looked at the

picture/didn't pay attention ~i 14 10
All product superiority mentions / 4

/

Q . 4d :

(82) (78)x x

Competitive Ads

Merit
CaC1t4n Now _ U] tLa
(96) (63) (143)
x x x

44 ~$ 4_4
34 35 29
5 18 1
~ ~ 1$
- - 5
NA NA NA

NA NA NA
10 37 8

you to buy them, what is the main benefit of (BRAND) that the malWfacturer is trying to get
across to you irythe ad? (DO NOT PROBE)

/the (BRAND) ad say? (PROBE) What else did it say?

What did the (BRAND) ad show? (PROBE) What else did it show?

4E0ESS6B
NA - Not available .

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



Table 9

New Information Imnarted Based On Ad

Base : Total Respondents

True Test Ads
So Right . . .

Long If You
Copy/ Better Carlton/ Can't

Cartoon MaD_ Ye#Now - Taste
(202) (202) (206) (200) (212)
x x x x x

Competitive Ads

Meri t
Carl ton Now !lL7n
(149) (150) (299)
x x x

Learned Something New 1.5 a 22 21 a ~ 41 1A

Product Characteristics (Net) ~ 35 -2
Low Tar/Nicotine (Subnet) 1.z 11 2.1 11 8 34 -1

Low tar/nicotine 8 12 6 10 1
5 mg . of tar " 14 2 3 NA NA NA

All taste/flavor mentions . 9 2 10 7 - - 4

Did Not Learn Something New U 25 71 ZQ a 91

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

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

SCoEesse
NA - Not available .

knQa before?

* Less than 0 .5x

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



Table 10

Wavs Di fferent From Other ULT Brands

Base : Total Respondents

True Test Ads
So Right . . .

Long If You
Copy/ Better Carlton/ Can't

Cartoon Man _ Yet - Now - Taste
(202) (202) (206) (200) (212)
x x x x x

Competitive Ads

Merit
Carl toIl Now Ultu
(149) (150) (299)
x x x

Feel Something Is Different 51 U 51 fil ZQ 34 fi5
Product Characteristics (Net) _46 §Q 42 53 U

Taste/Flavor (Subnet) 1$ 42 1_Q 34 41
Good/better taste/flavor 8 12 8 11 18 1 1 5
All strength of taste mentions 4 9 5 18 8 NA NA NA
The taste/it has taste 1 16 2 8 15 - 1 3

Low Tar/Nicotine (Subnet) u zz 1.4 12 24 ~4 42 12
Lower in tar/nicotine 15 21 9 17 16 9 25 5

All filter mentions 14 10 15 5 6 NA NA NA
All ad presentation mentions 6 5 3 10 13 NA NA NA

Nothing/Don't Know/No Answer 43 3-1 43 31 20 5fi 15 5$

0.10 : 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 .
6EOEBS6e

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



Table 11

One Thing Like Most About Ad

True Test Ads Competitive Ads

Long
So Right . . .

If You

Cartoon
Copy/
_l!6!L_

Better
Yet _

Carlton/
-N9 +L_

Can't
Taste Sarl tQn A4VL

Merit
Utr_a

Base : Total Respondents (202) (202) (206) (200) (212) (149) (150) (299)
x x x x x x x x

Liked Somethina Z]. $1 U zfi ?s U z4 2Q
Ad Presentation (Net) 52 fL7

N

44 5Z U 54 U U
It's simple/direct/short and to
the point 22 9 3 3 3 17 5 '

Color (Subnet) 12 1$ Zz 21 25 1 -6 -3
Bright/eye-catching 1 6 15 11 19 NA NA NA

All package mentions 12 8 4 4 7 - 17 1
Characters In Ad (Subnet) = 1$ ]a 1$ 12 NA NA NA

All recognition of man (face,
cute, nice, etc .) - 12 6 7 5 NA NA NA

Ad Situation (Subnet) 24 14 -2 1 14 Zz
Like the picture - - 29
Boat/sailboat - - 30

Nothing/Don't Know/No Answer 2.Q 12 1 24 21 ~Z ~4 1

Q .11 : What is the gm thing you like most about the (BRAND) ad?

NA 9 t 5qEaevailebl e .

(DO NOT PROBE)

" Less than 0 .5x

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



Table 12

One Thing Annoving/Bothersome About Ad

True Test Ads
So Right . . .

Long If You
Copy/ Better Carlton/ Can't

Cartoon Man _ Yei~ Now --- Iast!`
Base : Total Respondents (202) (202) (206) (200) (212)x x x x x

Competitive Ads

Merit
Carlton _ d9Y_ Ut.Ll
(149) (150) (299)
x x x

Found Something Annoying/Bothersome ~ .U 31 41 4_~ 54 3A U

Ad Presentation (Net) ~Q 21_ 22 21 21_ 12

Looks dull/plain/boring 14 3 3 2 5 17 3 -

A11 characters in ad mentions 1 13 8 7 9 NA NA NA

Nothing/Don't Know/No Answer U U i?Z 4fi fifi 51

TVOCgS6e
Q .12 : Nhat is the M thing that annoys or bothers you about the (BRAND) ad?

NA - Not available .

(DO NOT PROBE)

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



Table 13

Agreement That Specific Statements Describe Ad

True 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)x x x x x

x Agree . . .

The ad is clear 90 95BC 98ABC

The ad is believable 72BC 78C 82AC

The ad is informative 62B 86AC 80AC

92C 91

69B 74C

80AC 76BC

Comoetitive Ads

Meri t
rCa 1 ton. Now L Ultra
(149) (150) (299)
x x x

91 89 86

69 81 61

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 .
zVoESSSe

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



bble14

R.atina Of True's Taste Versus Comp ition

- On A 1-9 Point Rating Scale -@

_ True 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)

x x x x x
True Vs . Merit Ultra

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 41
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 little 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 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?
EtIOE8S6B

@ 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



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



Phase II

True Test Ads :

Finding A Good ULT - Blue

Finding A Good ULT - Red

Long Copy/Woman

True's Got It/Barber

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



Finding A Good
UlT/B1 ue

"Finding
a good ultra low tar

is tough:'

SURGEON GENERAL'SWARNING: Quitting Smoking
Now Greatly Reduces Serious Risks to Your Health . . tar.Only 5mw.

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



finding A Good
ULT/Red

"Finding
a good ultra low tar

is tougH .'

is*

TRUE
Ataste worth switchingto. ~

,, ~
odoo o Only 5mg. tar.

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



Long Copy/Woman

Isthereanysuch
thing as agoodtasting,

low tar cigarette?
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 ery

saw .Yes, there is a~ tasting low tar cigarette . It'sTrue.~~

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



True's Got It/Barber

~`True's got it.
Taste? '

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

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

0

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



Table 15a

Noting Among All Smokers

Finding A True's
Good ULT Long Copyl Got It/

Uyg Red Woman Barber
Base : Total Respondents (211) (205) (212) (205)

x x x x

Total Noted Ad 45 47 40 41

Unaided noting only 37 41 33 36

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

Q .3d : For what brands do you remember seeing ads? (PROBE) What other s?

Q.3e : Do you remember ads for any other brands of cigarettes?
OD

Q .3f : For what brands were they? (PROBE) What others? ~
~
Gbw

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



Table 15b

Total Noti ng_ Among_ A1 l Smokers

Finding A
Good ULT Long Copy/

True's
Got It/~

EVg W Woman Barber
Ba e : Res ts e) X X X x

Total (208) 45 47 N gl

six

Male (105) 39 48 32 49

Female (103) 51 47 47 33

A9.g

18-34 (70) 48 50 43 33

35-49 (71) 39 47 35 45

50-64 (67) 49 45 41 46

Type Smoked

Lo-fi (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) What other brands? What 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) What others?

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



Table 16

Interest In Buying Among All Smokers

Base : Total Respondents

Positive (Net)

Finding A True's
Good ULT Long Copy/ Got It/
l~g Red Woman Barber

(211) (205) (212) (205)
x x x x

.U
Extremely/Very Interested 7

Extremely interested

Very interested

Somewhat interested

3

4

24

1

4

21

1

1

26

3

4

19

Negative (Net) b5 ZQ 5z R
Somewhat disinterested 23 23 26 23

Viry/Extremely Disinterested R 47 Al 44
Very disinterested 19 22 17 20

Extremely disinterested 23 25 24 24

,~ G. 1 ~ 6 .f 7Y

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

your interest in buying the

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



7able 17

Interest In Buying Among Subgrouns - All Smokers

Total Positive@
Finding A
Good ULT Long Copy/

True's
Got It/

Blue RO Woman Barber
Base : Total Respondents (Average) X X Z X

19111 (208) 31 Zft 22 a

Sf_X

Male (105) 29 25 20 30

Female (103) 33 28 38 23

An

18-34 (70) 30 19 25 16

35-49 (71) 29 30 21 28

50-64 (67) 34 31 42 36

Type Smoked

Lo-fi (90) 26 20 18 17

Low tar (76) 26 26 37 37

Menthol (53) 30 23 31 17

Non-menthol (155) 32 28 29 29

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

(b
@ Total positive is the top 3 boxes on a 6-point scale. ~

OD
W
O
C11
rA

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



Table 18

Interest In Buying Among Noters

Base : Noted Ad

Positive (Net)

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

Rig QgQ Woman Barber
(95) (97) (84) (84)
x x x x

Extremel /y Very Interested

Extremely interested 3 2 2 6

Very interested 5 6 3 6

Somewhat interested 18 24 24 23

Negative (Net) 74 f~ 7 71 M

Somewhat disinterested 28 24 33 29

Very/Extremely Disinterested 45 43 31 M
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?

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



Table 19

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

Finding A
Good ULT Long Copy/

True's
Got It/

1~g ROA Woman Barber
Base : Had Tota~ Positive Buying

Interest
(66)
X

(54)
X

(62)
X

(54)
X

Yes . More Interested 41 M 14 41

A lot more 15 15 18 17

A little more 26 33 26 32

Not More Interested 52 52 51 52

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?
. GID

@- Total positive is the top 3 boxes on a 6-point scale. ~
aDw0
CA
M

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



Table 20

Main Benefit Among Noters

Base : Noted Ad

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

$lug _Rgd Woman Barber
(95) (97) (84) (84)
x x x x

Gave A Main Benefit M ?D Z4 zz

Product Characteristics (Net) 51 U L4 51

Low Tar/Nicotine (Subnet) Ak L4 M 41

Low tar/nicotine cigarette 37 41 46 33

Taste/Flavor (Subnet) -1 -2 Z4 11
Good/better taste/flavor 5 5 17 7

All ad presentation mentions 8 7 2 10

Nothing/Don't Know/No Answer -Z4 2z 26 21

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)

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



Tabl e 21

Main Benefit Amona All Smokers After Re-Exposure To Ad

Finding A True's
Good ULT Long Copy/ Got It/
1~g Rgd Woman Barber

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

Gave A Main Benefit

x

~

x

M-

x

NQ

x

sa
Product Characteristics (Net) $~ 05 $2 2$

Low Tar/Nicotine (Subnet) ~ $z Zfi 52

Low tar/nicotine cigarette 53 55 68 34

5 mg . of tar 10 11 17

Ultra low tar/nicotine 10 12 5 1

Less/lower in tar/nicotine 2 4 2 10

Taste/Flavor (Subnet) 11 13 H 31

Good/better taste/flavor 8 10 30 18

Ad Presentation (Net) N 1_i ? Z4

All copy mentions 9 12 6 18

Nothing/Don't Know/No Answer -Z -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)

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



Table 22

Totlal Communication Among Noters

Base : Noted Ad

Ad Presentation (Net)
Package .(Subnet)
A pack of cigarettes
Two packs of cigarettes/True

cigarettes
Ad Situation (Subnet)
Women enjoying
Man/guy getting a haircut

Copy (Subnet)
Brand worth switching to

Characters In Ad (Subnet)
All recognition of women

Product Characteristics (Net)
Taste/Flavor (Subnet)
Good/better taste/flavor

Low Tar/Nicotine (Subnet)
Low tar/nicotine cigarette %

All competitive superiority mentions

Finding A True's
Good ULT Long Copy/ Got It/
1Q H $g~ Woman Barber
(95) (97) (84) (84)
x x x x

34
21

i2
6

15
10
22
-11

6
51
44
10

10 `. -
24 14
16 13

Q.4a : Aside from wanting yq'u to buy them, what isithe main benefit of True
that the manufacturet is trying to get aSr`oss to you in the ad? (DO
NOT PROBE) j ~

Q.4c : What else did the T4e ad say? (PROBE) What else did it say?

Q.4d : What did the True ad s w? ROBE) What else did it show?

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



Table 23

New Information Imparted Based On Ad

Base : Total Respondents

Finding A True's
Good ULT Long Copy/ Got It/
E .g _Rgd Woman Barber
(211) (205) (212) (205)
x x x x

Learned Something New ZE Z2 25 22
Product Characteristics (Net) 25 ?1 zz N
Low Tar/Nicotine (Subnet) 24 zz l$ iz

5 mg . of tar 11 12 - 6

Low tar/nicotine 11 12 15 8

Did Not Learn Something New 74 7-1 25 21

Q .9a : Does the ad tell you anything about True that you didn't know before?

Q .9b : What is that? (PROBE) What else?
Oo
cDLn
aD
W
O
~
O

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



Table 24

Ways Different From Other ULT Brands

Base : Total Respondents

Finding A True's
Good ULT Long Copy/ Got It/
lg Rgd Woman Barber

(211) (205) (212) (205)
x x x x

Feel Something Is Different 54 57 57 U

Positive (Net) ~ 54 U 50

Product Characteristics (Net) ~q 44 Q5 !U

Taste/Flavor (Subnet) 1iz 24 N 2.2.

Good/better taste/flavor 9 12 16 9

Low Tar/Nicotine (Subnet) 15 7-1 11 14
Lower in tar/nicotine 7 10 6 6

All filter mentions 9 9 8 10

Nothing/Don't Know/No Answer 46 !U 43 4Z

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?

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



Table 25

One Thing Like Most About Ad

Base : Total Respondents

Finding A True's
Good ULT Long Copy/ Got It/
Eg W Woman Barber
(211) (205) (212) (205)
x x x x

Liked Something $z 25 71 ZZ

Ad Presentation (Net) 77 611 57 fL7

Color (Subnet) 34 25 6 I4-

Bright/eye-catching colors 19 18 2 17

Blue/blue and gray 11 - - 10

Characters In Ad (Subnet) 1_$ 17 12 -5

All recognition of women 14 14 19 2

All ad situation mentions 9 7 3 12

All package mentions 6 5 11 3

Product Characteristics (Net) -5 u 11 7

All low tar/nicotine mentions 4 11 10 6

Nothing/Don't Know/No Answer ]$ 25 Z4 71

Q.11 : What is the gm thing you like most about the True ad? (00 NOT PROBE)

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



4b Table 26

One Thing Annoying/Bothersome About Ad

Base : Total Respondents

Found Something Annoying/Bothersome

Ad Presentation (Net)

Ad Situation (Subnet)

Man/balding man getting a haircut

Looks dull/plain/boring

Nothing/Don't Know/No Answer

Finding A
Good ULT

(Z11~ (205 )
x x

True's
Long Copy/ Got It/
Woman Barber
(212) (205)
x x

34_ _a~ !U

. ~423 32 U

4 1 ~

1 1 -

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

A

17

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



Tab1e-2_7_

Agreement That Specific Statements Describe Ad

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

Blue Rgd Woman Barber
Base: Total Respondents (211) (205) (212) (205)

X X X X

X Agree . . .

The ad is clear 92 91 95 88

The ad is informative 82 82 75 73

The ad is believable 74 80 72 62

0 .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) .

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



Table 28

Rating Of True's Taste Versus Competition

- On A 1-9 Point Rating Scale -@

Base : Total Respondents

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

K g ggQ Woman Barber
(211) (205) (212) (205)
x x x x

True Vs . Merit Ultra
True milder 34 34 31
True the same 50 50 51
True stronger 17 17 18

True Vs . Carlton
True milder 30 35 34
True the same 44 40 39
True stronger 26 25 27

True Vs . Now
True milder 27 25 23
True the same 40 42 47
True stronger 33 33 31

25
56
19

27
48
25

24
48
27

Q .14 : Now I would like you to do something a little 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 .

0 .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?

@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
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Phase III

True Test Ads :

Big True - Blue

Big True - Red

If You Can't Taste - Diner

True's Got It/Sharing

0

07

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



0

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

0
4;J-

i
0
i^

-

MW

Only5mg.taranda
taste worth switching tc

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



Big True/Red

a taste
worth switching to .

0

El

P
0

N

"True's got it.Good taste'.
SURGEON GENERAL'S WARNING : Quitting Smoking,
Now Greatly Reduces Serious Risks to Your Health .

0

®

~
Only 5mg,, tar.

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



If You Can't,Yaste

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

l

6i
1 l

®

0

A taste
worth switching to.

Only 5mge tar.

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

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



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

True's Got It/
Sharing

got"True's it.Taste'.'
0

©

0

'.-Alb ._

®

0

0

©

le 0
/
I

m 0

N

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

TRUE

.~i

0

0

Source: https://www.industrydocuments.ucsf.edu/docs/kpdv0113
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Table 29a

Noting Among All Smokers

True's
Big True If You Got It/

Olu 3ed Can't Taste Sharing
Base: Total Respondents (204) (207) (207) (202)

x x x x

Total Noted Ad 44 _42 U 32

Unaided noting only 38 43 48 33

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) What others?

Q .3e : Do you remember ads for any other brands of cigarettes?

Q.3f : For what brands were they? (PROBE) What others?

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



Table 29b

Total Noting Among All Smokers

Big True If You
True's
Got It/

~ Can't Taste Sharina
Base : To espo e) ~ x „ ~

4•2

w'`

a"

Male (102) 46 46 50 38

Female (103) 43 52 62 39

Ag.g

18-34 (70) 42 51 51 36

35-49 (69) 45 47 59 38

50=64 (66) 46 49 58 42

TvRe Smoked

Lo-fi (86) 47 53 53 38

Low tar (81) 45 46 58 39

Menthol /(61) ~ Z0 v 48 48 60 31

Non-menthol \(145)/ 43 49 55 42

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) What others? C~D
N

Q .3e : 'Do you remember ads for any other brands of cigarettes?
aD

O
Q .3f : For what brands were they? (PROBE) What others? a

lA

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



Table 30

Interest In Buying Among All Smokers

Base : Total Respondents

Positive (Net)

Big True
aLH R
(204) (207)
x x

True's
If You Got It/

Can't Taste Sharing
(207) Pvr--' (202)
x x

Extremely/Very Interested ~ -Z

Extremely interested 1 3 2 2

Very interested 1 4 3 3

Somewhat interested 20 21 17 18

Neaative (Net) 7-fi U Z5 Zfi
Somewhat disinterested 25 30 24 24

Very/Extremely Disinterested U 4-Q 52 U

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 pictured in the ad?

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



Table 31

Interest In Buying Among SubgrouRs - All Smokers

Total Positive8

Big True If You
True's
Got It/

jhg $~ Can't Taste Sharina
Base : To ;76:n7e~nats (Average) X X X X

Total (205) 21 z$ 21 21

ia

Male (102) 16 28 23 23

Female (103) 27 28 23 23

9gI

18-34 (70) 15 28 24 13

35-49 (69) 22 23 29 20

50-64 (66) 27 33 15 36

Tvue Smoked

Lo-fi (86) 24 26 15 16

Low tar (81) 18 26 27 30

Menthol (61) 30 31 26 25

Non-menthol (145) 18 27 22 22

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

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

W
O
~
O~

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



Table 32

Interest In Buying Among Noters

Base : Noted Ad

True's
Big True If You Got It/
l~g Rgd Can't Taste Sharing
(90) (101) (116) (78)
x x x x

Positive (Net) ]1 34 21 39

Extremely/Very Interested - _11 -2 -fi
Extremely interested - 5 2 3

Very interested - 6 2 4

Somewhat interested 17 23 17 23

Negative (Net) 12 65 Zfl Zl

Somewhat disinterested 27 29 23 24

Very/Extremely Disinterested H U 55 4k

Very disinterested 19 11 28 22

Extremely disinterested 37 26 27 24

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

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



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/
l~g Re ,d Can't Taste Sharlna

Base : Had Tota~ Positive Buying (43)+ (58) (47)+ (46)+
Interest X 7L X X

Yes . More Interested 40 5Q 1 31

A lot more 9 19 16 17

A little more 31 31 31 20

Not More Interested SzQ 54 51 0

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

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



Table 34

Main Benefit Among Noters

Base : Noted Ad

True's
Big True If You Got It/

Blue Re& Can't Taste Sharina
(90) (101) (116) (78)
x x x x

Gave A Main Benefit n 71 Z$ Z4
Product Characteristics (Net) 42 57 5~ U

Low Tar/Nicotine (Subnet) 22 Al 1 41
Low tar/nicotine cigarette 20 26 29 30

Less/lower in tar/nicotine 4 9 9 12

All taste/flavor mentions 9 12 11 5

All ad presentation mentions 10 9 6 10

Nothing/Don't Know/No Answer 24 Z2 zz 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)

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



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



Table 35

Main Benefit Among All Smokers After Re-ExRosure To Ad

Base : Total Respondents

True's
Big True If You Got It/

Blu ggd Can't Taste Sharina
(204) (207) (207) (202)
x x x x

Gave A Main Benefit im 1Q4 4~ 2$
Product Characteristics (Net) 91 $Q ~ $4

Low Tar/Nicotine (Subnet) 5$ U 54 fiz
Low tar/nicotine cigarette 37 30 25 38

5 mg . of tar 15 20 18 17

Taste/Flavor (Subnet) 4$ U IQ Zfi

Good/better taste/flavor 42 27 16 16

The taste/flavor 3 4 11 5

Ad Presentation (Net) 7 12 il J-Z

Copy (Subnet) -fi 1_fi 17 14

They are worth switching brands 4 15 6 5

If you can't taste it , why
light it? 11

All competitive superiority mentions 17 7 8

Nothing/Don't Know/No Answer

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? (D0 NOT PROBE)

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



Table 36

Total Communication Among Noters

Base : Noted Ad

Ad Presentation (Net)
Package (Subnet)
A pack of cigarettes

Characters In Ad (Subnet)
All recognition of man
A11 recognition of woman

Ad Situation (Subnet)
Man offering a true cigarette

to a Marlboro smoker
Women smoking/enjoying a

cigarette while drinking'coffee
Cony (Subnet)

They are worth switching brands
If you can't taste it, why

light it?
All color mentions

Product Characteristics (Net)
Taste/Flavor (Subnet)
Good/better taste/flavor

Low Tar/Nicotine (Subnet)
Low tar/nicotine cigarette
Less/lower in tar/nicotine

All competitive superiority mentions

True's
Big True If You Got It/

Biyg Qgd Can't Taste Sharina
(90) (101) (116) (78)
x x x x

71 $$
4 la
36 40

4

5-1
12
13
.U
26

7

12

-
24

Z.$ $1
41 1
38 36
14 42
- 39
9

~

5

28 -
ifi iz
3 9

12
9 9

7-Q U
i~ 15
12 10
~ ~

` 10 14
~~ 8 10

Q.4a : Aside f om wanting you to buy them, what is the main benefit of True
that t e manufacturer is trying to get across to you in the ad? (DO
NOT PR BE)

Q .4c : What els~did the True ad say? (PROBE) What else did it say? ~

GDQ .4d : 'What did the True ad show? (PROBE) What else did it show? W
O
CD
iV

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



Table 37

New Information Imoarted Based On Ad

Base : Total Respondents

Learned Something_New

Product Characteristics (Net)

Low Tar/Nicotine (Subnet)

Low tar/nicotine

Did Not Learn Something New

True's
Big True If You Got It/

Blg g,gd Can't Taste Sharing
(204) (207) (207) (202)
x x x x

~ a ~ 31

~ zz ~ 15

a ia ?.4 z2
9 7 11 6

Z5 74 S22 U

Q.9a : Does the ad tell you anything about True that you didn't know before?

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

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



Table 38

Ways Different From Other ULT Brands

Big True If You
True's
Got It/

DJIg ggd Can't Taste Sharina
Base : Total Respondents (204) (207) (207) (202)

Feel Something Is Different

x

U

x

¢z

x

f&

x

54

Positive (Grand Net) 57_ 0 41 51

Product Characteristics (Net) 51 5$ a 46

Taste/Flavor (Subnet) a 22 22 24

Good/better taste/flavor 16 16 10 10

The taste/it has taste 3 7 12 9

Low Tar/Nicotine (Subnet) 24_ Zk 2a lfl

Low tar/nicotine 10 9 11 8

All filter mentions 12 12 7 11

Nothing/Don't Know/No Answer

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?

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



Table 39

One Thing Like Most About Ad

Base : Total Respondents

True's
Big True If You Got It/
l~g ggd Can't Taste Sharing

(204) (207) (207) (202)
x x x x

Liked Something U

Ad Presentation (Net) ZS~ 5~ 5~ 5S~

Color (Subnet) 34

Bright/eye-catching colors 21 11 11 16

Blue/blue and gray 12 1 18 1

Bright red 1 10 1 9

Characters In Ad (Subnet) iz R _14 16
All recognition of men 10 10 - 14

All recognition of women 9

All ad situation mentions 9 18 4 11

All product characteristics
mentions 10 10 8 6

Nothing/Don't Know/No Answer 12 M Z.4 Z4

Q .11 : What is the Q~n thing you like most about the True ad?

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



T 1 4

One Thing Annoying/Bothersome About Ad

Base : Total Respondents

True's
Big True If You Got It/
l~g Ri.d Can't Taste Sharing

(204) (207) (207) (202)
x x x x

Found Something Annoying/Bothersome za U 37 M

Ad Presentation (Net) ik 21 2Q 2z1

All characters in ad mentions 5 6 9 10

All smoking/health controversy
mentions 8 4 11 7

Nothing/Don't Know/No Answer zz 4$ U S~4

Q .12 : What is the g~n thing that annoys or bothers you about the True ad?
(DO NOT PROBE)

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



T 1 41

Agreement That Specific Statements Describe Ad

True's
Big True If You Got It/

~.1!!g W Can't Taste Sharing
Base: Total Respondents (204) (207) (207) (202)

x x x x

x Agree . . .

The ad is clear 98 93 96 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) .

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



Table 42

Ra ing Of True's Taste Versus Competition

- On A 1-9 Point Rating Scale -@

Base : Total Respondents

True Vs . Merit Ultra

True's
Big True If You Got It/
l~g Rga Can't Taste Sharina

(204) (207) (207) (202)
x x x x

True milder 26 25 30
True the same 58 55 52
True stronger 16 20 18

True Vs . Carlton
True milder 27 29 30
True the same 42 47 49
True stronger 30 24 20

True Vs . Now
True milder 26 25 30
True the same 40 45 38
True stronger 34 30 31

27
50
23

29
43
28

21
45
34

Q.14 : Now I would like you to do something a little 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? (Z
GD

@Rating of 1-3 - True is "milder." ~
Rating of 4-6 - True is "the same." W
Rating of 7-9 - True is "stronger." p

Gb
OD

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


