1982
First-Half Review

Denver and Milwaukee
tobe Spoiled with SATIN"!

We'll remember June 1982 as the month that smokers
in Milwaukee and Denver had their first opportunity to
“spoil themselves with SATIN" SATIN is a new brand with
a unique satin filter tip designed for women of the
1980's—young and old, working and non-working.

During the 1970's women were emerging, struggling
at the threshold to gain independence and understand
new freedoms. But today's woman has crossed this thresh-
old and entered the era of the 1980's. She's chasing her
dreams and realizing her goals. She's more confident,
more relaxed and comfortable with who she is; she's
returning to femininity and elegance. Most of alll, she's
busy and has very little time for herself. Whether she's
managing o home, pursuing a career or both, she has o
hectic and demanding life.

SATIN is positioned for her. It combines a unique
product benetit, a satin filter tip, with a strong consumer
benefit: an affordable way for women to spoil themselves
and escape from life’s stresses and problems for o
moment. The product is smooth as satin and the image is
pure luxury,” says SATIN Brand Manager Mary Anne
Kayiatos.

The advertising, developed by MCA Advertising,
shows women indulging in some time for themselves; read-
ing a magazine, enjoying o bubble bath or combing
their hair ot a vanity while they enjoy a SATIN cigarette.

The copy says it's "ok” to take time for yourself: "Spoil
yourself with SATIN. Go ahead. You deserve this Satin
Moment. So enjoy the smooth, silky taste of new SATIN
with the luxurious satin tip.” The beautiful packaging,
designed by Lorillard’s Bob DeBlasio, is as elegant and
luxurious as the product.

At 10 mg. tar and 0.9 mg. nicotine for both the
regular and menthol 100's, SATIN is ideally positioned for
growth in the increasing 100's category: low-tar 100's
grew + 11% in 1981 and 61% of all 100s smokers are
women!

Warning; The Surgeon General Hes Determined
Thar Cigareue Smoking Is Dangerous to Your Health
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Specially tailored promotions combined with heavy
magazine, newspaper and billboard advertising will invite
women to try SATIN. ... And once they ve tried it, we're
sure they Il want to adopt it as their regular brand and
“keep spoiling themselves with SATIN.
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Thirty-second TV commercials are part of a new
campaign to introduce DURANGO chewing tobacco into
test markets this month in Mississippi and Missouri.

DURANGO loose leaf tobacco is positioned as,
“Sweeter and less tobacco tasting than any other product
currently on the market,” according to our new Brand
Manager for chewing fobaccos Cliff Ray.

Advertising for DURANGO was created by DArcy
MacManus Masius and includes a full range of promo-
tional activities. Television commercials will begin in
test market areas in August with the theme, "Go to
DURANGO. It's different.”
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REBEL Expands Test

Test marketing for REBEL is being expanded to
include two additional markets—Nashville, Tenn. and
Buffalo, N.Y.

Mini-market probes for REBEL King Size and 100s
began in October 1981 in Erie, Pa. and Roanoke, Va.
Recent anlaysis of sales substantiated the decision for test
market expansion.

REBEL is targeted at young adults—specifically
males. Lo-fi/low-tar cigarettes are smoked by 80 percent
of all young adult smokers. All aspects of the brand—
the name, taste, package design and advertising—have
all been working to deliver a powerful image that appeals
to this market segment. The rugged-looking male model
in the advertising also appears to be contributing fo the
positive statement that young males wish to convey about
themselves (as seen in 1981 Year-End LEAFS).

Extensive product testing is showing that REBEL offers
taste as good as lo-fi cigarettes and better than other
low-tars. Many smokers of both lo-fi brands and lights
extensions are converting to REBEL.

A full range of advertising and special promotions
will accompany the infroduction of REBEL into the two new
market areas.

ﬁEWPORTf's Soccer
Promotion

The 1982 NEWPORT Soccer Promotion (now com-
pleted) included special events and activities at home
games of several popular indoor soccer teams.

As the popularity of the sport continues to grow, an
increasing number of people are attending soccer games,
providing an excellent opportunity to stimulate trial and
conversion to NEWPORT.

Arrangements were made with several professional
indoor soccer teams of the Major Indoor Soccer League to
conduct special promotional efforts ot selected home
games over a four-month period. The teams included the
New York Arrows, Philadelphia Fever, Buffalo Stallions,
Cleveland Force and New Jersey Rockets.

Special activities included:

® T-shirt Night—the first 3,000 adults to arrive
received a free NEWPORT T-shirt.,

® Referee Poster Night—posters displaying referee
signals used in indoor soccer were distributed to 10,000
adult fans.

® Autograph Poster Night—posters with the team
photograph and space for autographs by players were
distributed to 10,000 adult fans.

® Buy-One-Ticket-Get-One-Free—with two
NEWPORT pack bottoms, interested soccer fans could
take advantage of this unique offer.

® Free-Kick Half Time Contest—selected participants
were invited to kick a soccer ball through a NEWPORT
banner to win a pair of season tickets.

Fun and games in the sun, with a full schedule of events,
was the goal of the 1982 Newport Daytona Beach pro-
motion. Brand manager Roland Hammer reports that the
spring break weekend attracted some 350,000 tourists

to the Florida community. Frisbee, wet T-shirt and dance
confests, swimming races and the like were all on the busy
schedule for the five days of Newport excitement.
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