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Campalgn Golleges  Male s Nemsle Interviews Total Interviews
147 ¥hite Colleges 17,288 6,983 24,211
3¥ Negro Colleges 2,202 i.401 3,693
—— ——
Total 164 Colleges 19,810 8, 3% 27,904

Nen-Camprign Golleges
77 Collegos $, 306 2,868 6,171

AR IS AT T

Total burvey

261 Colleges 24,806 13,299 3,015

NOTh: There are 278 individeal colleges in the Survey, since 16 individual White
Colleges have boen grouped futo 8 White Campaige Colleges and § ladi-
vidual Rogre Colleges have been grouped inte 3 Negro Campaligs Colleges.
In all, 28 jndividus] colleges bave been grouped lote 11 Gumpalign Colleges -
1alsing the total Colloges in the Survey from 261 to 273,
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GENERAL SURVEY ANALYGIS

LUCKY STKIKE fs the leadiag brand in the total campaign colleges and
PALL MALL is secound,

LUGKY STEIKE and PALL MALL are alzso first and second yospectively
in non-campaign colleges, but with o emaller share of market than at the
campalgn colleget,

Deuplte the DECREASE in the Rogular Elze Market, LUCKY STRIKE ebare
of thls mevkel INCREARSED 6, 4%. .

The King Sire Market DECREASED , 7%, PALL MALL, however INGREASED
itc thrre of thie market by &, 1%. Of particular significance is the fact that
in the Negio market, PALL MALL is uow the most populay cigaretic with
24.1% of the total cigarette market, 1.0% higher than Jte neaseunt competlior,
Philip Morris, King and Regular combined.

There 1s & tremendour Increase do the pmoking of Filter Tip brande. Filtere
have increaced from B, $% of the total market from the survey of lael yoar
to 21, 6% this year. FILTER TI® TAREYTORN has },0% of the total market
end 4.4% of the Filter Tip Market. Viceroy is again the dominsnt brand.

This {ncreree in the Filter Tip Mavrket has come malnly from the Regular
&i7e brand market which had 8 decrease of 13.1%.
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LUCKY STRIKE

LUCKY STRIKE is again the choice of Regular Size brands by students at campaign

colleges with 48,1% of the Regular Size market, This brand is slso firet with total

male smokers of Regular Size brands {48, 7%)and total female Regular Size smoker s
with 43, 7% of Regular Sire brande, See Table and Graph ~ pages 7 and 8,

Male and female preferences of LUCKIES is even split at White colleges, At Negro
colleges, LUCKIES are preferred by 11.5% more male than female Regular size
smokers,

PAY.L MALL

PALL MALL ir again the choice of King Size brands by students at campaign colleges
with 65, 1% of the King Sive market, Thie brand is also first with male and female
student smokere of thie pizve with 63, 0% and 68,5% respectively. This ratio is
approximately the same in both White and Negro colleges. BSee Table and Graph ~
pages 7 and 8, '

FILTEK TIP TAREYTON

FILTER TIP TAREYTON is the fifth most popular Fllter Tip brangd nationally with
4.4% of the total Filter Tip market, See Table and Graph - pages 7 and &,

Particularly significant is that in both White and Negro colleges, Viceroy, the most
popular Filter Tip brand with 43, 1% of the Filtex Tip market is preferred by more
female Filter Tip smokers (53,2%) than male smokers {31.8%), while Winston, the
second most popular Filter Tip brand with 26,2% of the Filter Tip market, is pre-
ferred by more male Filter Tip smokers {31,5%) than female smokers {21, 5%),
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INDIVIDUAL BRAND STANDINGS BY SIZE AND TYPE MARKET

Brend A
Bread D
Erend G
PBrend D

Bravnd A
Drand I
Brand €
Brend D

Brand A
DBrsnd I}
Brand C
Brend D
Brend 15

Brand

LUCKY BTRIKE
Chesterfield
Camel

Fhilip Morris

PALL MALL
Chesterfield
Philip Morris

Herbert Tareyton

REGULAR BIZE BRANDS

% of Total
Regular Sise
Market

46.1%

21,9

15.7
5.7

KING BIZLE BRANDS

% of Total
King $irc
Market

65.1%
1. 8%
6.0
3.1

FILTER TIP BRANRDS

% of Total
Fliter Tip
Market

Viceroy 45.1%
Winaton 26,2
L&M Ying 12.6
L&M Regular 6.3
FILTER TI® TYTAREYTON 4.4

% of Total
Male Regulax
Bive Emokers

48, 7%

21,0

16.5
9'2

% of Total
Male King
Bire Emokers

63.0%

2z2.2
7.1
2.9

% of Total
Male Filtex
Tip Smokers

3).8%

31.5

13.9
8.9
4.4

ihese figurer pye presented in graph form on the following pages.

Ta

% of Total
¥Fomale Regulay
Sire Smokers

48, 9%
27.7
10,0
1.2

% of Total
¥Female King
Size BEmokerw

68, 5%
19.8
4.2
8,6

% of Total
Female Filter
Tip braokers

53,2%

2).5

1.4
4.0
4.4




Student Marketing Instituto 19541955 Survey Results
ZXota) Markot
Sxoup Roguler Bing Eilter
1A« Whilte Gampalign 44,1 30,0 20,7
18- Negro Campalga 33.5 36,0 27.6
Total 1A & 1B 42,7 {55.8)* 30,7 (31.4) 21,6 (8.5)
2  Non-Compaign 43,1 29,2 23,8
Bamulax Maxke
JA.‘;E}LMMW
Rogulaxr Mk,
Iluchy Strik(' 25. wps
Chestorfiold 10.4 23.6
Cao) 10 3)° 16,1
Phitip Morris 5.4
AB - Nogro Canpaien Groups
Fhilip Morris 15,6 (31,9 46,7
Tucky Strike 0.0 (13,6 29.9
Cawnold 3.9 ( 6.7 11,8
Chostorfiold 2.3 ( 3.4 6.8
Yotal 1A gnd 1B
Lucky Strike 200 5 23|8 4801 (10207)
G!lﬁBtO"ﬁOld 903 12.2 2119
Camal 6.7 { 9.8 157
¥Idisp Horris 42 9.7
2. Non-Campaimn
Tueky Strike 19.1 Lok
Clestorfiold 11.0 25.%
Camcl 7.7 17.9
Philip Morrde 2.8 6.4

«% Figures in {) indicate 1953-195
Survey Results
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Va1l Mall
Chopterfield
hilip Morris
Horbert Texeyton

AB- Nacve Cumpoden Gronpg
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Pailiyp Morris
Choplorfiold
Horbort Toraylon

2olnl A and LB

Fall Mall
Choslorfiold
lierbort Tarsylon
ilip Morris

2= hon-Lamvalen

Fell Mall
Chortexrfield
Herbert Taroyton
Philip Moxrls

A
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1AM Rogs

lierbert Toreyion
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Vi coxoy
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lerboart Targyton
15 Kiug

151 Re{{.

Tota) JA aud A

Viceray

Winston

71 King

1X5H1 Rege

lierbord Yarsyton

19.4
7.3
1.0

o

241
7e5
1.8
1,3

20,0
6.5
1.0
2.8

18,2
7ok
1.1

9

8.0
546
3.0
1.5

o9

174
5.6
1.4
1,1

o6

942
5.6
247
Lok
1,0

19,3)
6.8)
( X7
9.7

1.7
1.3)

15.05

18,8)
6.1
1,6

( 543)

( 6,0)

( 50’#)

33'

64,7
243
3.3
3.0

66,9
20,9
4e%
3.5

65.1 (60,0)
21,3

6.0

624
2544

3.2

390
274
2
7.1
4e3

63.0
20,4
449
3.9
2,2

43.1
26,2
12,6
6.3
bob
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Hpand Total Mkt, Filtor Mit,
Viceroy 0.6 Lok
Vinnton LA 22.6
1524 King 3o Xy o
1I7M Kep, .5 6.4
Horlioyt Tareyton 1,0 48

Toted Maxket Standinee = A1l Brands

Kegro & White ¥hite Nopgro

$ellaros Combinod Gollegpe

INCKY STRIKL 20,58 INCKY BTRIKE 22,2¢ PALL MALL 24,15

PALI, MALL 20,0  PALL MALYL 19.4 Philip Morris R. 15.6 23,1

Chertorilel)d Reg, 9.3 15.8  Chesterfield Reg.)0.4 17.7 Philip Morris K. 7.5

Chostorfield King 6.5 Chesterfield King 7.3 Vioeroy 174

Viacroy 92  Vioeroy 8,0 INCKY STRIKE 10,0
[ B2 ] 09 aeas

HERBELT TAREYTON 1,0  HERBERT TAREYTON «9  HERBERT TAREYTON 1,3

FI15EK TIF TAREYTON 1,0  FILTER TIP TAREYTON «9 FILTER TIP TAREY?ON 1.4

LUCKY SYHIKE and PALL MALL aye still first and mooond nstSonally ae they woro lapt yeer.
Bot for rcasons explained on the provious pape each sipe and typs olgarette should be
conpared vith 3ts owm dndividual market,

o7
)
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Snzlyets of Qucestion £5

YV hat activities - {f any - have you noticed by cigaretie brands on your campus
during the current year {(since September 1954);

Y'his qucstion fe » check of the various activitles conducted by American Jobacco
Comprny and compotitive brande cigarettes, from September 195€ through Lprll
1958,

The y¢: wlie prove that The American Tobacco Company Campus Campaign made
raor¢ of ercimpression on students &1 campalgn colleges than did the campaigns
cenducied by other brands,

2 rnoeralyeis of activities followes:

#dvertising in Campuc Publications

£ totel of &1, 1% of the student respondents remembered secing cigarette advertising
of vome rort Jo thelr college publications, In individuel brands, LUCKY ETRIKE
rented fh et with 56,2% of the students yremembering and epecifying LUCKY BTRIKE
fcen ot the brand advertised, Chesterficld wae eecond with 35, 6%. ° Phillp Morris
war thivd with 28, 1%, Gamel fourth with 21. 7%, Winston fifth with 15, 5%, PALL

& MALL slvth with 11,6%, Viceroy reventh with 7.0%, FILTEK TIP TAREYTON
cighth with 6, 0% and Old Gold and Cavaller with 8, 5% each.

/.t White carnpaign colleges, B4, 3% of the respondente roetaembered ceeing clyarette
adverticing, Of this group, 59.0% of the siudents remembered and speclfied

1 UCKItS a6 the brand seon advertired. Chesterfield was cecond with 36. 8%,
1'hildp Moeris thivd with 29,1%, Camel fourth with 21,5%, PALL MALL was sixth
with 9,9% and FILTER TIP TAREYTON tenth with 4. 6%.

At Negro campaign colleges, 60,2% of the students recognired and remembered some
cort of kdvertising, since there 1s less advertising in Negzo publications. A total of
38, 3% remmembered and specifled LUCKIES, ' Chesterflold was second with 27. 3%.
Crrael and PALL MALL werc tied for third with 23.0%. FILTER TIP TAREYTON
wars einth with 4. 6%.

Flie analyris showe that in atl groups, steudeats responding to the adverticing sectlon
of this guestion indicated that they remember LUCKY STRIKE udvertising over all
other brands advertised in college publications aod that FALL MALL and FILTER TIP
TARLEYTON were aleo well remembered.

» HPLL BALL whe nol bdverileed fa college publications. However, all brands wee
fnchuded do the eurvey quertionnaire. The interviewer bu recording the studente
1esponcen, could only record what the stadent thought be 3 crmermdered seelng.
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Lumnpes lindly

Tkt rection of Guestion §5 has been broxen down dnto thrao groups. The flvat
goup, 8l Inclacive, consisie of 65 ¢ colleger whevre LUCKY ETRIKE pald
advertidng purchased through kanstere States Radic Corpsration and the vy
Nolwos: be heard over Campus cadio statione eud all Lampuses where SMI Hop-
1epentatives have tled in with cainpue etations, The second groug conslets of
T+ collegie where American Tebacce Company peld advertising s broadcast
bat at which thore pre no SME tic-dn programs., The third group coneiete of 27
tolleges wiere thare s both paid advertising and EMI te -ins,

OF the Fia et growp, 26,6% of the students indicated that they had hesrd LUCKY
SAEEGL pdvetising over thelr campus statlon. Of the eviond group, 26.0% of
the yespondente board LUCKY GTRIKE sdvortioing. Of the thicd group, where
both pald sdvertising and M tie~Jns®® were broadcast, 3.4 of the respondeme
hepid 1 ULEY ATRICE sdvertining.

‘thie daty polute up that ot campalgn colleges where 5MI Kepreovntativee have

becei 0 propram {lecing ot atallons broadcasting pald adverticlag for The American
Tubacco Company, the percontage of students who Indicated that thoy bad hosrd
LUCKRY &TRIKE advertizing dncreneed by b.4% over those colleges where only paid
sdvertlelng wee broadcast,

beampling

2 tatal of 66, 8% of the student reepondents remembered recetving cigazetie samples
ol rowe brand daviog the year, Agele, LUCKRY ETRISE was first, whih 41, 5% of the
vespandents, Wineton wes fn second position with 41.4%. Chesterficld combined
war dn Lhird potliton with 35, 3%, PALL MALL war in fourth posttbion with 24, 5%.
Catnzd wav fifth whih 18.0%, thes Cavaller with 16.4%, Old Gold with 12, 6%, "Al)ip
Fiovehs with 31,.5% and FILTER TP YARKYYON with 7,08, Viceroy was last with
¢ bk,

U ki correlater clorely with campalign dastructions which dliected Beprosentatives

i> wavople compelitive emokers by size and type, The Kegular sise ninrket §2 63,74,
bAug ebre mibriet 30, 7% nnd the Filter Tip merket 21, 6%, howevor Compus iLepre-
sordatives hed o Hnlted pumber of VILTER TIP TAKEYTON cansples and only for
the lesl iwe months of the campaige.

At Vohite Camapalgn Colleger, B4, 35 of the total respondente remembiired recelving
vigaretic ratples of eome brand during the year, Wineton wae Liret with 3§, 6%,
JUCRY STHINE was eecond with 39, 3%, Chesterfield comblined was (hird with 3%, 2%,
UALL BRALL fourth with 25, 5% and FILTER TIP TAREYTON war romembercd by 5. 6%

8 Luenians were not 1ecelved from two additionsl schools at whick Amerdcan
Tobsrco Conipany brosdcants paid adverticing.

*t  Jhy tie<tas wore additional radis thine secored by the Cumpus Kepzerentatives
Foo & fow carisee of LYCKY STRIKE 20,




