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At the outset it should be said that we are presentlysi
constrained from directly promoting cigarettes to the youtH,j‘_J'

those in the approximately twenty-one year old and under grd; éf Statistics show,
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smokers each year, despite bans on promotion of cigarettes vdiiihem. If this b

there is certainly nothing immoral or unethical about our F attempting ¢

attract those smokers to our products.’ We should not in any iﬁ_ Ainfluence non

ATED

smokers to start smoking; rather we should'slmply recognize {1 many or most
the "21 and under™ group will inevitably become smokers, anﬁﬁu_:er them an

opprortunity to use our brands.

@ND COURY ORDEED

Realistically, if our Company is to survive and prosper._ ver the long te

ﬁm

we must get our share of the youth market. In my opinion thi’gwlll require n

brands tailored to the youth market; 1 believe it unrealistic” (b expect that

STIPULA

existing brands identified with an over-thirty ' establishmen:gg;arket can ever

become the "in" products with the youth group. Thus we need qap brands design

v“i.,

to be particularly attractive to the young smoker, while 1609113 at the same t

Bl;i;(.“&‘l‘o

being appealing to all smokers.

Several things will go to make up any such new “youth" byands, the most

important of which may be the image and quality - which are,'\ ;éourse, inter

gnnémcmm::'n'lss

The questions then are: What image? and What quality? ipg. these questio

jﬁpkers to try

mmownmnmﬂmvtmmmnsmovmmhﬁmn
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Table I attempts to define some of the more important effects expected or
derived from cigarette smoking by pre-~smokers, "learning" smokers and confirmed
smokers. 1If this incomplete, subjective, simplistic analysis is even approximately
correct, there are sharp, perhaps exploitable, differences between pre-smokers,
“learners" and confirmed smokers in terms of what they expect or derive from

smoking. Let us examine these differences.

For the pre-smoker and "learner" the physical effects of smoking are larg

unknown, unneeded, or actually quite unpleasant or awkward. The expected or

ER DATED APRIL 23, 1993
AS PROVIDED IN THE

L

derived psychological effects are largely responsible for influencing the pre-

to try smoking, and provide gsufficient motivation during the "learning" period ?% :

keep the "learner™ going, despite the physical unpleasantness and awkwardness & E!t 3

period.

TION AND
D,

In contrast, once the "learning"” period is over, the physical effects bec
of overriding importance and desirability to the confirmed smecker, and the
psychological effects, except the tension-relieving effect, largely wane in

importance or disappear.

The common thread binding the three groups together appears to be the fac

i,
]
"

MENT IS SUBJECT TO

smoking of cigarettes offers and provides a desired mechanism for coping with

stresses of living, which may range from boredom to high tension and from fati

gy

to high arousal and hyperactivity. Once this mechanism has been experienced atd

used, physical and psychological habit patterns are firmly established and become

self-perpetuating.

RIMR27440
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TABLE 1

( EFFECTS EXPECTED OR DERIVED FROM CIGARETTE SMOKING

1. PHYSICAL EFFECTS

Pre-Smoker! Learner!

X | \[001175

Smoker!

A. Nicotine Response 0 -
B. Sensory Effects
l. TIrritancy-Harshness 0 ———
2. Flavor + -
3. Other Mouth Feel - Dryness, Astringency, etc, 0 —
4. Visual - Pack, cigarette and smoke attributes 0 +
C. Manipulative Effects - Handling, lighting, puffing,
holding, ashing, extinguishing - -
Y IT, PSYCHOLOGICAL EFFECTS
A. Group ldentification - Participating, sharing,
conforming, etc. ++ +-
B. Stress and Boredom Relief ~ Buys time, valid + ++
interruption, bridges awkward times and
situations, something to do, etc.
C. Self-lmage Enhancement - Identification with +H +H+
valued persons, daring, sophisticated,
free to choose, adult, etc.
D. Experimentation - Try something new, experiment, etc. ++ -
ly = positive
0 = none
- = pnegative
t
RIMOZ27 441
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If the above inalysis is approximately correct, then the basic theme for
promoting any gigaxbtte to any group should aim, directly or indirectly, at the
desirability of u;ing a given brand as a mechanism for coping with stress. Brands
tailored for the beginning stﬁoker should emphasize the desirable psychological effects of
smeking, also sugg%;ting the desirable physical effects to be expected later. § |

- s

Happily, then, it should be possible to aim a cigdrette promotion at the beginrfin

'smoker, at the same 'vtime making it attractive to the confirmed smoker. The
information and outline in Table I then may be used as a basis for arriving at
some specificat% for new "youth" brands and for determining how they should

be promoted.

I. PHYSICAL E

Having ider fed these as highly desirable to the confirmed smoker but

leasant, awkward and/or undesirable to the pre-smoker or

largely unknow
"learner", the t here should be to affect a compromise to minimize the

wndesirable ef@wbile retaining these which later become desirable.

A, Nicot{;e fects - Nicotine should be delivered at about 1.0-1.3 mg./d

O‘I'QU?’.

" the minioum for confirmed smokers. The rate of absorption of nicltine
shoul& be kept low by holding pH down, probably below 6.

B. Sensory Effects

UMENT IS s&m& TO STIPULATION AND COURT ORDER DATED

Z
1, Irritancz-Harshness - The beginning smoker and inhaler has a low t§l§kn\ce

for smoke irritation, hence the smoke should be as blanﬁa

I9EL B6Z0g

possible. . ' RIMB27442
2. Flavo;.:'- The flavor of tobacco smoke is initially foreign, and not pleasant.
One cultivates a taste for smoke much as one learns to like
olives or dry wines. Perhaps, as in the case of taste of water,

_there is no really '"good" flavor, only degrees of "bad" flavor.

T T -
b2 i &

i
L]

Thus for the beginning smoker the ci{garette smoke should have a
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moderate level of blended tobacco flavor, but should be

as free as possible from strong, unpleasant flavofs.such

as stemmy flavor, etc. A "tar" delivery of 12-14 mg/cigarette
should provide the desired flavor level.

3. Other Mouth Feel - The smoke should be "bland" with respect to

astringency, hotness, drynehs and the like. Again, the" E
theory is that any mouth effect is new and different, h c!

should be as bland and free of obvious negatives as poséi

-<-
4. Visual - The package and cigarette should be pleasing to the eye.: 8

JUSPI

will be discussed further below. The amount and densitﬁios, ‘
@ '
exhaled smoke should be such as to be clearly visible aﬂg‘g.‘

not thin or scanty. A tar level of 10-14 mg/cigarette

meet this requirement.

TON
plst

N R )

C. Manipulative Effects - Carrying, opening and using the package should |

-

convenient. The cigarette should be as long as possible, prob

COURTS ORDER.©

100 mm, to facilitate lighting. The rod should be reasonlbiy f

0
sH

and a moderately soft, round filter tip should be used. The dr

"

_resistance prior to and during smoking should be as low as practhc
and should not exceed VANTAGE specifications. The product shou

require, thus, minimum effort and care to handle and use.

Ahﬂ)SﬂUUUL!“TTIﬂB!F@E&
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11. PSYCHOLOGICAL EFFECTS
These are the expected or derived gratifications whichﬁ;lence a pre-smoker

to try smoking and which sustain the beginning smoker during%& largely physically
awkward and unpleasant "learning to smoke" phase. These ef!ﬁg@s,also largely determine

which brand the pre-smoker will experiment and learn with. ,,

A.__Group Identification - Pre-smokers learn to smoke

participate in shared experiences of a grouii‘ .usociates 1f

 PATER

majority of one’s closest associates smoke cigau:tes, then ther

is strong psychological pressure, particulstly on -the young per

to identify with the group, follow the crowd nndr avoid being o

of phase with the group's value system even though, paradoxiccl,
g
the group value system may esteem individualitz.. This provides

| Tib'zxctrﬁs PrOVEDED IN THE

large incentive to begin smoking. If this be I‘;rue. then the say

YigN Ajp o
DISTRIBU

effect strongly influences the brand chosen, ::g;l:l.kely being th
3"
popular, "in" brand used by ones close assocutu.

$0 sTIrUdAT)
¥BOWN or

Thus a new brand aimed at the young smoket must somehow be
the '"in" brand and its promotion should emphas!te togetherness,

belonging and group acceptance, while at the .gue time emphasiz

individuality and ''doing ones own thing." . *:5-

]

B. Stress and Boredom Relief - The teens and early tweﬁéﬁs are periocds
g

intense psychological stress, restlessness an;'_k_'éredom. Many

Y99L20N0N

socially awkward situations are encountered. The minute or two

. AND sHaLL NoT BE UsED, |

THIS DOCURIENT IS fUBJECT

required to stop and liéht a cigarette, ask for » light, find an

bring periods of

awkwardness or boredom, and afford a little % -m'out period" when

ash tray, and the like provide something I:o—N

€9€L 86705

confronting a stressful situation. Smoking %gives one something

to do with the hands, eyes, etc. and somethi" "talk about in a

situation where otherwise one aight simply h.‘___q .rhi.ng to do or say.

~

N i
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This desirable attribute of smoking should be strongly
emphasized in promoting a new youth brand.

C. Self-lmage Enhancement - The fragile, developing self-image of the young

person needs all of the support and enhancement it can get. quking ;;
may appear to enhance that self-image in a variety of ways. I£V§
one values, for example, an adventurous, sophisticated, adult

image, smoking may enhance ones self-image. If one values cert

characteristics in specific individuals or types and those pers

or types smoke, then if one also smokes he is psychologically a
little more like the valued image. This self-image enhancemant

effect has traditiocnally been a strong promotional theme for ci

OfRT ORDER DASED XrRrIL 23,
vep fccere s rBvioko o

brands and should continue to be emphasized.

~D. _Experimentation - There is a strong drive in most people, particularl

F

young, to try new things and experiences. This drive no doubt

many pre-smokers to experiment with smoking, simply because it

'mﬂiu!ion‘iun

there and they want to know more about it, A new brand offerin
something novel and different is likely to attract experimenter

t

BEWSED, SHOWN OR

"~ young and old, and if it offers an advantage it is likely to re

these users.

718 sulect rd'%

poBumiEN
AND SHALL NOT

There is another psychological factor which did not readil
fall into Table I, but which may be quite important. That cate

might be called "Anti-Establishment Attitudes”. It does not en

.

into the decision to start smoking but may strongly influence etie
brand chosen. Today more than ever, young people tend to reject
vhatever is accepted by the "over-thirty" establishment, which
includes their parents. If "Brand 30*" is the accepted "in" brand

with the establishment, it is likely that many young smokers will

RIMO2744%
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laI-_u: automatically reject that brand and start with something
eﬁn- They will more likely start with "Brand 20%" which is

boq 'the "in" thing with their closest age group and the "out"
ttg-j_!l;iwith the "over-thirty" group. Probably in todays market,

HI!S{ON is the "Brand 30%" and Marlboro is the "Brand 20%".

3, 1993

H;g;iy, the Marlboro will eventuallly age out of its "in" posit{¥n
with youl:h as WINSTON appears to have already done. Now is the
ting- to launch the next brand to become the "in" cigarette with
tt;' t generation as Marlboro ages from "in" to, hopefully "ou
.;ﬁ:h’ty" status, hence becomes something for youth to avoid
}A final psychological factor which also did not fall readil
i-gfable I involves smoking-health attitudes. The smoking-h

raversy does not appear important to the group because,

ologically, at eighteen, one is immortal. Further, if the

e to be daring is part of the motivation to start smoking,

éd risk of smoking may actually make smoking ati:ractive.

_ | ' : a &

_ he 'older'" establishment is preaching against smoking, the
Je_atablishment sentiment discussed above would cause the yo

.

waél_g to be defiant and smoke. Thus, a new brand aimed at the yo
gr;mp should not in any way be promoted as a "health" brand, a
perhaps should carry some implied risk. In this sense the warn

label on the package may be a plus.

RIMQA27 446
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We have looked, at some length, at what qualities and image a new brand aimed

at the youth market should have. At this point, it will be useful to summarize

Vo118t

1. DModerate level of nicotine (1.0-1.3 mg/cigarette) delivered at pH

what has been saild; in admittedly general terms:

Product Quality Factors

(5.8-6.0) to insure slow absorption.
2. Moderate level of blended tobacco flavor ("tar'of 12-14) free o
undesirable (e.g. stemmy) flavors.

3. Bland, soft, moist mauth-feel, with minimal irritancy, harshnc.

ARRIL 23, 195}

astringency, possibly very lightly mentholated.

BATED

4, 1In "standard" range of diameter and firmness, wich resilient fi e

or mouthpiece, probadly 100 mm in length.

ORDER

5. Different package typaz or packaging snaterial, perhnps contaiain;

r

ANP COURT ORD!
' "txc;mq“Agl!ﬂ}VﬂMﬂDﬂﬂI!ﬂE

SHALL NOT BE USED, SHOWN OR DISTRIBUTED

fewaxr cigarettes, therefore less bulky.
6. Some visible novelty or difference in product or package to set

apart from conventional cigarettes, ideally in direction of gr

e

-

-

manipulative convenience for beginning smoker.

Product Image Factors

1. Should emphasize participation, togetherness, and membership in

CT O STIPULAT

_group, one of the group's primary values being individuality.

2. Should be strongly perceived as a mechanism for relieving stress

IS*SUBJE

tension, awkwardness, boredom, and the like.

3. Should be associated with doing one's own thing to be adventuro

DOCEKHUTT

AND

different, adult, or whatever else is individually valued.
4. Should be perceived as some sort of ﬁew experience, something ara.uln;
some curfosity, and some challenge. .
5. Should be different from es;ablished brands used by the over-thirty and

perhaps even over-twenty-five groups. Must become the proprietary "in"

thing of the "young" group.

. " "
6. Should not be perceived fs a "health” brand. RIM@E7447

99¢L e6Z0S
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' the ""good old days', hard work, white hats over black hats, lﬂ‘ the like to t

10

The enumerated Product Quality Factors should be easy to"gehieve, except those

requiring some ill-defined novelty. The Product Image Facto‘ﬁe 'bf course, describe

a promotional approach, and it is most likely that the name eﬁeppearance of the

be the most important factor, determining the appearance o£_ ; ;ckage and

summarizing the image to be promoted.

_lbr:ls . one desir

Qi*youth. A curr

example may be Kool, which reads on “cool" cat in youth jargon

Ideally, the name chosen should have a double meaning;-
connotation in "straight" language and another in the jargon’

nd also liter

orfizr BATED ArrIL 23, 1993

connotes a refreshing physical sensation. Another way of npprﬁ'eching the name

Hw
image would be to choose one which evokes different but desi:eilc responses fr

Exteriias Paoviben 1N THE

D

» chuxy

different age groups. Thus the Marlboro western theme suggeet* independence,

air, open spaces and freedom to the youth group, while at t ﬁ-e time sugges

Skn
'WN OR D

older generation. Imn passing, it is interesting to note tha® lhrlboro is a
Q‘-"\-
distinguished, dignified British name, and there is a certaingonsistency in

equating this image with the West. . 'f"‘,_

e
A careful study of the current youth jargon, together with-a- review of

IS SUBJE c’r'ro STIF

currently used high school American history books and like uutcec for valucdg

might be a good start at finding a good brand name and image m. This is

nocC

a task for marketing people, not research people.
Assuming that at some point marketing people will estabIQa name and :lna

for a new youth brand, and assuming that the thoughts on prodﬁ qu.ality factors
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provide the product needed. Most of the product specificatio fefined are

e

achievable with present technology. Those which require new; - ology would appear

£9EL 96205

Hd

to be: (1) control of irritancy and related mouth-feel facl:f'"; to produce a bland

g RIMO27448 =
e e ———
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smoke, and (2) creation of some useful, demonstrable novelty in filter, mouthpiece,
package or other aspect of the product system.
Our Company needs to take advantage of the opportunity to market new youth

brands of cigarettes. The thoughts expressed here may provide a preliminary

2% 1993

agenda for discussions between Research, TPD, Marketing and Management, aimed
mare precisely defining what we could ultimately make and promote. It is hope'
that such discussions will soon ensue. Meanwhile, it becomes appropriate for
R;search to seek ways to control smoke irritancy and to seek to create novel,

useful cigarette systems. ——

C\b P g T atep——]

Claude E. Tehgue, Jr.
February 2, 1973

:jhb

!

\
THIS DOCUMENT IS SUBIECT TO STIPULATION AND COURT ORDER DATED

RJIMO27 449
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Subject:

To:

s

m Inter-office Memorandum

CIGARETTE CONCEPT TO ASSURE RJR A Date: December 4, 1973
LARGER SEGMENT OF THE YOUTH MARKET

Mr. R. A. Blevins, Jr. From:  Frank G. Colby
Director, Marketing Planning

Summary:

It is suggested to develop a new RJR youth-appeal brand based on the
concept of going back - at least halfway -~ to the technological design of
the WINSTON and other filter cigarettes of the 1950's.

Memorandum:

This will summarize the suggestions that I made to you by telephone
yesterday.

It is apparently established beyond a doubt that Philip Morris'
Marlboro cigarette has a much stronger hold on the up and coming new
generation of smokers than WINSTON or our other brands. It seems to me
that a "me too" brand stands very little chance of changing this situation.
What is needed is a new concept.

Another condition seems to me to be a need to be able to develop such
a cigarette for the immediate future and not many months hence.

My suggestion covers all these conditions. It is basically to go back
as much as possible - probably at least halfway - towards the old filter
cigarettes, i. e., the cigarettes of the 1950's prior to the Surgeon
General's Report. These cigarettes had the following three main character-
istics as distinguished from today's cigarettes:

1. They delivered more flavor (tar).

2. They delivered more "enjoyment” or "kicks" (nicotine).

3. They delivered more puffs - at least 202 more. (A fringe
benefit which may or may not be promotable is that such a.
cigarette would develop a much less percentage of sidestream
smoke cor, ared to today's cigarette, This decrease would
be roughly in proportion to the increased number of puffs.

The reasons for these differences are not so much between the tobacco of
today and that of the 50's, but the paper (much more porous today) and the
filter material (much more absorbent today).

In my judgment, for public relations reasons it would be impossible to
go back all the way to the 1955 type cigarettes. As far as tar and nicotine
in the smoke are concerned, I believe it should be possible to achieve the
desired effect by going to a tar level of today's Pall Mall (non-filter
type) of about 29 mg tar and 1.8 mg nicotine. Still, with an old style
filter, any desired additional nicotine "kick' could be easily obtained
through pH regulation.

RJRI FORM 2422—Rev, 7/70
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Mr. R. A. Blevins, Jr. 2 December &, 1973

To summarize, it should be easy to develop, within a relatively few
weeks, these new youth-appeal cigarettes for market testing for which the
following advertising claimscould be unequivocally proven: They will deliver
more flavor, more enjoyment, and more puffs for the money than any large
selling cigarette on the market, or for that matter, than any other cigarette
now on the market.

It is my understanding that a very limjted number of cigarettes of the
50's are available from a scarce supply for test comparison purposes from
the Tobacco Development Department (Tom Eskew or Del Johnson).

In our conversation yesterday, you mentioned that you were just then
trying to develop a concept for a new brand appealing to the old CAMEL and
other old type cigarette smoker except having a filter. 1 believe that
the concept outlined above can also be used for an old timers' brand
with possibly a somewhat different top dressing formula.
f

’

Frank G. Colby

FGC/pgg

P. S. In the middle 1960's WINSTON had approximately the tar and
nicotine levels suggested. Additional details on this can
be provided.

R o e A T
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fx. C. A. Tucker

Subject: Idea Stirulation Me~ting

.« - —— -

On June the 5th, we had a meeting betwoen people from tha
Research fepartment and creative people from TLX to reviaw
in depth new product ideas which had bsen kicking around
over at Rasearch. Those in attcndance were Jerry 8irn,
Ted Wwilliars, 30b Lassindale, John Donati and Dick Povill
froa TLX; Clauds 7Teague, John Wood, Mary Stowc, Jack White

and Bod L10yd from Research: and myself.n_

el . - . .

Both Researca and TLX found the meeting. both stimalabing
and worthwhile, th groups were so enthusiastic that
additicral sessions under the same format wers regucsted
by both parties. Therefcre, I an in the process of setting
up a subssguent raet-u, for Auzust the 6th to begin at

9 AM, to be h=21d in t“c .’searvh Conference Rooxz, and on
the same baslc forxa uscd on Wednesday. .Sonme
differznces I'x 2 that the compositicn of the
group sh 2ld ba to inclula the saua peoplsa frcnm
TL&X, Rescarch reople reduced to tﬂ-e hree renbars of
Tobacco Tavelopment be added, one arn ting Researcher
{croferably Joa Sherrill) and ujS“LI.» In this mﬂctlng
TLh will present idﬁas. We will react to t\ﬂm. S

Some cf uhe iters wa d'scussnd wer

-7~ 717 A clgarette for the bag*“**“g sroknr - it was felt
that some consuzar research abcut the beginning: )
“sooker and the conditions in which he begias :ﬁnjgﬁ‘ §
| smoxing were desirable, It was felt that rﬂuov1ng D
_the "scratch® fron a cigarette would definitely .
help increase t e apoeal to bOginﬂLng sookers,

W _*.;n( z-<.-, L - v e % - '.4»__;.‘js -‘""L
2. A low-£flavor, hich nicotlne cigarette - this was
© . yviewed as a cleaner smoke and possihly one which

“could be prOﬂoted in the vein of a cleannr 1

- .. 2

SLTY S¥80OS
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June 7, 1374

3. A quallty cicareste, Discussioa cantered around
what was cguality, and how the consumer cozld be
rmado to perceive that gquality,

4. Non-bleaded t‘carc'to - it was decided t5 consider
testing and gatting consumar reactions to an all
burly cf are‘t-, an all Sue-cured c‘gartt‘c, an
all Turxish ci garctte, etc.

. 5. Tha "third" catagory. Consideratioa was given
to dtvelopin, a cocpletely naw category of cicareties
built around swcetness, cola, or wanj other flavor
&I’\.a!!- - o

6. Hou:h ‘eel of the filtar - it was decided to
o loar1 what the optirmunm hardness of a filse
e ould be through coasumar testing. -

7. A lcw-nunber, non-filter cigar
felt that there was a real opz
truly lew-rnumtar, non-filter cif
let that such a rroduct could
t ough use of puffed towaceo. R Py AP

Puff count - it was dec ced tha. soz2 knowledga
' about coasumar perﬂeotio s of puff csount and
'burn-n" ate would be desir able.
T A cigarette whics does not bu;ld up as it
"smoxed ~ Research is working oa a product .
_had nuzbers and smoking characteristics tha sace
" from the first to the last puff. The Agesncy has
"}been worxing on a concept called Balance which
visikly Bhows Al f‘c*ent touacco at each end of
the toaaﬁco rod. 'z .. -

S e R ~n;,a;

10, - ‘A c‘gare_te verj high dn e n*hel but low in tar. f
-Ldrv It was decided that such a prouuc* would be -icnin’
¢, 2 promoted in a ranner other thaa a ?high level

nunthol' cigarttta.;'“

If you have an} queétlons or’ suggestions about the material
covered in the first meeting or that proposed for the Augpst

e ‘meeting, I ‘would appreciate hearing from you.-

R. 1:: Blevins, Jr.
‘Director of Marketing Planni
4 : y

B Whitaker

e
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The CGlient and the Agency met to review a selécted group of techoicel develop-
ments in the cjgarette category. <The purpose of this meeting was to determine
whether any of the technical developments to date could, at this time, be
utilized in the development of new brands for marketlng.

=

A. TYPES OF CIGARETTES
- A A D e
The technical group presented a number of technically feaslble idees which
were screened from theiy existing list of ideas explored and in development.
The types of eigarettes dlSCUSSEd follow - ¢

e . R L o

1 Clgarette Des;gned For Beglnnlng Smokers

Thls cigatette would be low in 1rr1tatlon and p0351b1y cnntaln an added
flavor to make it easier for ‘thase” why have never smokeé before to
decquire the taste for it more qu1ck1y "It would nor necessarily be

low in tat and nicotine centent. The taste would he somewhat bland;
there would be mlnlmal after taste/build-up -- whiéh weuld tend to

cur down on the “motorman's glove" morning- after mouth taste. This
cigarerre could possibly he menthol o

The fdea is based on the fact that smokiﬁg £o the initiate is a
fairly traumatic experience. The brand could not, however, be
positioned against ynnth ) B

CULS SIS (LN ) e o ST T L W eI
M

2. Low Tar/High Nlcntlne Cigarette {Reducilon of Carbon Mon0x1de)

The taste of this C1garette would not be llke any current cigarette an
the market &nd would yleld a different smoklng sensation. Tt was
‘reviewed by the research grdup since medical llterature appears to~
point to carbon moncxide 2s the next "bad guy" as has been the case
with "tar" to date. Ellminatlon or reduction of carbon monoxide
can provide & story which talks to a "cleaner smoke" idea. Until
this develepment, tar and nicotine went eithar up or down in a
] cigarette simultanecusly; the technical development here has enabled

- RIR to desl with these two elements sepazztely and therefore each

can be controlled at v1rtu311y any glven level d351red

L9E9 @1106G
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3. Vinrage Cicarette

The research group suggested that there might be some opportunity
in the "chkoice, tender leaf™ part of the tobzcco targeted apgaipst
a particular segment of the market. That segment would probably
be an up-scale market since the tobacco would be high qualiry,
would yield berter tasting cigarettes, but would be premium priced

#s & result.

e P s Ll I s

4. Non-Blended Cigarette

The research group pointed sut that 211 American cigarettes are
blended, whereas English cigarattes a&re not. A recent brand
launched in the United States, Maryland 100's, was an sttempt to
gimylate the Enpglish blend. The ‘t2ste of & nen-blended cigaretie
is quite different; ifor exemple, an ail-burly cigarette is one that
possibly a smoker could not inhale. The relationship to the
Winchester idea {non-inhaled little cigar vs. non-inhaled cigarette}
was discussed.

It was agreed that the research Zroup would proceeﬂ to preﬁare a
sample batch of pon-blendad cigarettes using a variety of different
tobaccos for each differant barch.

5. Flavored Cigarettes

. The area of Flavored clgarettes was discussed and covered cltrus,
(, E apple, grape,herbs and spices, cola, coffee, chocolate and hickery.
T The Instabllity of certein eifrus flavors, particularly lemen, was

discussed, as was the Slmul&tlun of them ta attempt to overcome the
instability problem.

Cola, coffee and chocolate were the three flavors agreed upon for
further work by the research group, and sample blends vtilizing
these Ingredients woeld be prepared. It is possible, for example,
ro use ome of these flavors to enhance the taste of the cigarette
without promoting the flavor, and in this eonnection, the old
evidence of Marlboro's inclusion of small amcunts of chocolate was
discussed, The relationship of flaver to moistness and menthol for
talking to the smoker in texms of mouth feel, as oppasad to flavor,
was alsc reviewed., It was agreed that the research group would
prepare some samples of such types of cigarettes that targeted
moistness and freshnesg as thelr objectives ucilizing, e.g., Cola.

6. More Puffs Cigarettes‘

A cigarette whigh wuuld deliver 12 puffs per smgke asuééposed to the
. 7-8 puffs per swoke now currentiy delivered wss also discussed.
The implicaticne of tar and nicetine numbers would appeat to be

an impediment to further consideration at this time.

T AT
G
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B. TYPES OF FILTERS

v : ‘ oL :

F e . . 5 t ) . - T
b A series of types of filters were then presented by rhe research group.
b Among them were: foam type; sepatate filters (for 2 modified versiom

of 19+); cyclone separator; electrostatic precipitator; capsule/beads
(micro encapsulation) in the filter to vield various flavorsi flaver
iniectors (so0ld separately, e.g., inm @ pin to buy with cigarettes);
pipe stem type filter with or w1thout a threaded appearance, a teXture
filter; colored filter; colored tipping paper on the filter; half
filter; half cigarette/half filter; filter on either end (cigarette
would bresk in the middle); transparent filter.

TR T

g ST R
4]
*

PUFF TOBACCO

A .review of the latest devéloﬁﬁent in "puff tobacco™ (which yields &
light cigarette with less tar} was an exciting technical development
that generated a great deal of discussion. It not only provides &n
opportunity for developing low number filter cigarettes, but alsc an
opportunity to develop low mumber straights-

- It was agreed that the research group would proceed tﬁ make a sample
batch up to 50% content of puff tobacco.

D. TLK REVIEW

TLE reviewed a number of the cﬁrrgnt cangeptthhég it_was'workihg.dn
with the research group to apprise them of curreat direction. Thuse
discugsed were: Balsnce, Frontier; Worthwind and Choice. C

A discussion followed focusing primarily Northwind, and a cigarette
blend using menthol was providad by the research group for tasting
at this meeting. Tt was agreed that the flavor of the cigarette was
different than that COHCELVEd of for Northwind (51nce the menthol
comes through on the one tasted at the_meéting) but thar the raste
was unique and that TLE would proceed to develop & concept for it.

I

John Donati
JD:z 1k
6/11/74
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