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Winstons
surge far
up front

In the unflappable cigarette
market, the leader strengthens
its position, despite the hot
proliferation of brands that has
cut into the shares of competi-
tors . The health scare? Forget it .

®
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It is an enigma to many mar-
keters, because it just doesn't
crack up the way a market
should .

It is a source of overwhelming
frustration to anti-smoking forces,
who just can't seem to convince
the non-believers .

It is a matter of bitter conten-
tion within government, with
factions on one side wanting to
police it out of existence and fac-
tions on the other emphasizing
that it is the major crop of some
pivotal states and a big tax item .

It is a mass of nerve ends to
ad media, who fear that an arbi-
trary ban might cut off a big
chunk of their advertising.

It is the cigarette market .
Despite everything, cigarette

sales will increase 2% this year
over sales in 1966, according to
the study annually prepared by
analyst John C. Maxwell Jr. for
Marketing/Communications
(Printers' Ink) . While this is
hardly a robust increase, it is dif-
ficult to imagine another product
attacked so severely showing any-
thing but a loss .

Other anomalies spring from
the Maxwell Report . The •mass
switch to filters continues . Filter

entries will post an 8% increase
this year on top of an 8 .8 % in-
crease in 1966. For the year,
they'll account for 73 % of all
cigarette sales: Plain filters com-
prised 46.3%, up 9.1% ; men-
tholated filters 20%, up 9 .1%,
while charcoal filters were off
0.1%, slipping to 6.4% .

That would seem to indicate
that smokers are looking for
"safer" cigarettes. Yet the best-
selling cigarettes are Winstons,
and they are among the high-
est in tar and nicotine con-
tent, filter or no filters . And those
with low tar and nicotine ratings
(Lark, Carlton, York, Life and
Duke) aren't making headway.

On top of those apparent con-
tradictions is the fact that the
fastest-growing category of ciga-
rettes is the extra-long 100-with
ifs extra tobacco, extra tar and
extra nicotine, as critics of the in-
dustry point out so vehemently .
Winston, which for years ran

a nose and nose race with Pall
Mall for the first position, opened
a wide gap in brand standings. A
key to this sales spurt lies in the
introduction of two 100mm .
offerings ; they were heavily pro-
moted and scaled the charts
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Shares of market
held by the top
ten brands this year

quickly as added volume. Only
a small portion of the growth of
Winston 100's came at the ex-
pense of the parent brand .

Pall Mall, which introduced the
100mm. model in 1964 (no one
promoted them as 100's until
Benson & Hedges in 1966),
gained ground but could not out-
pace Winston. Pall Mall lost
most of its ground in its non-filter
brand as did Lucky . Strike and
Kool. Those two brands, inci-
dentally, reversed positions, with
Kool moving up to seventh .

About 10% of total sales are
100mm. cigarettes . These extra-
longs are currently running at
12% to 15% of sales and are

expected to level off there . Philip
Morris is growing eight times
faster than the market and twice
as fast as any of its competitors.
Its three 100mm. offerings-two
Marlboros and Benson & Hedges
•-turned in impressive gains .

The proliferation of brands
continues with 70 brands covered
in Maxwell's 1967 report, com-
pared with 531ast year . This wave
of new entries encompasses a
greater area than just the long
cigarettes. The tobacco industry,
like the auto industry, has become
a gnarled conglomeration of new
brands and spin-offs of existing
ones .

But aside from sitting around

Started in 1941 by the late Harry M .
Wootten, this continuing series of re-
ports, prepared exclusively for Mar-
keting/Communications, is now under
the direction of John C . Maxwell Jr.,
manager institutional services, Mont-
gomery, Scott & Co., New York.

and thinking up new product
va.riations, the biggest problem
the industry has is fending off the
annoyance of the anti-smoking
voices piping up everywhere . An-
noyance may be a less than ,
powerful word to describe the
many factions attacking the
smoke business, but their collec-
tive effect on sales can be deemed
no more than that. And the fact
that much of the government's
anti-smoking campaign is so
loosely presented, using incon-
clusive evidence and misleading
figures, has had a backlash effect
on its efforts to gain public senti-
ment.

Meanwhile, while their detrac-
tors pummel away at them, the
tobacco companies continue seek-
ing new ways to peddle their
wares to an unwaveringly loyal
public.
Once the 100mm. category is

saturated, the industry will be
hard pressed to come up with an-
other product variation to build
sales. Philip Morris is testing a
cigarette with a licorice flavored
filter. American Tobacco is cur-
rently testing a new concept in
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How the brands ranked in '66 and' 67
(billions of units)

Rank Rank
1966 1967 Brand 1966 1967 1966 1967 Brand 1966 1967

1 1 Winston 74.60 82.25 20 22 Alpine 3.15 2.36
2 2 Pall Mall 73 .70 71 .60 23 23 Spring 1.42 1 .15
3 3 Camel 48.62 44.10 27 24 Carlton .75 1 .00
4 4 Salem 45 .70 43.50 24 25 Tempo 1 .40 .88
5 5 Marlboro 31 .40 34.37 - 26 Bull Durham - .80
6 6 Kent 30.40 30.36 25 26 Montclair 1 .30 .80
8 7 Kool 26.09 29.11 26 28 Half & Half 1.15 .70
7 8 Lucky Strike 29 .90 25.90 28 29 Galaxy .65 .38

10 9 Tareyton 20.55 22.20 31 30 Oasis .28 . .28
11 10 L & M 20.00 20.00 30 31 York .30 .12
9 11 Viceroy 20.59 19.97 32 32 Wings .17 .11
12 12 Raleigh 18 .24 18.13 33 33 Life .13 .09
13 13 Chesterfield 16.10 16.75 35 33 du Maurier .11 .09
22 14 Benson & - 33 Dover Longs - .09

Hedges 2 .20 12.50 34 36 Duke 12 .06
17 15 Belair 8.76 8 .83 36 36 Fatima 10 .06
15 16 Parliament 9.80 8 .72 - 38 Capri .03
16 17 Lark 9 .00 8 .59 29 - Waterford .55
21 18 True 2.54 7.99 37 - Danville .05
18 19 Newport 8 .60 7.86 All others .80 80
14 20 Philip Morris 10.10 7.83
19 21 Old Gold 5 47 5 13 Total 524.79 535 .49. . Copyrisht ©1967-John C. Maxwell Jr., MontOomery, Seott & Co .
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New York called Silva Thins . It
is a 100mm. model that is
slimmer and trimmer than your
everyday 100mm .

American's logic is two-fold .
First, because it contains less
tobacco, it is an answer to the
anti-smoking people who have
criticized the industry forr intro-
ducing the long cigarette . Sec-
ond, the company feels that a
long, narrow smoke may become
fashionable. This fashion concept
is an interesting one, and offers
considerable latitude to an indus-
try that may have used up much
of the possibilities for product
variation. The fact that American
is testing the product in New
York City, which is not indicative
of the national market-but
which is the nation's fashion cen-
ter-is interesting, too .

Packaging has taken on a pro-
nounced fashion approach lately.
Like the liquor business which
has leaned toward decanter-styled
bottles, cigarette companies are
moving toward humidor-styled
packs. Clean, uncluttered pack-
age designs, many using metallic
foil wrappings, are on the in-
crease. P. Lorillard's new Century
Great Lengths features all its
printing on the cellophane wrap-
per. Thus, once the wrapper is
removed, the pack is copyless. Of
course, this also meant that the
"Caution" slogan came off too,
but the company accepted a gov-
ernment invitation to return the
warning to the package proper .

Aside from Great Lengths and
a couple of new filters, the only
other product variation has come
from Liggett & Myers in the form
of Chesterfield 101's which "go
one better" at 101mm . The com-
pany says the product is a "spoof"
of the trend to long cigarettes .

Cigarette advertising hasn't
basically changed in years and
isn't about to . Aside from stulti-
fied creativity, the industry is

Consumer preferences
(billions of units)

Year
1966 - 1967

nits ercent

Percent
of

total
market nits ercent

Percent
of

total
market

Plain filters
Winston 74.60 32.8% 14.2% 69.50 28.1% 13.0%
Marlboro 29.70 13.1 5 .7 31 .00 12.5 5.8
Kent 30.40 13.4 5.8 28.52 11 .5 5.3
Viceroy 20.59 9.1 3.9 19.39 7.8 3.6
L& M 20.00 8.8 3 .8 17.00 6.9 3.2
Raleigh 14.36 6.3 2 .8 14.47 5.8 2.7
Pall Mall 100's 7 .20 3.2 1 .4 . 11 .50 4.7 2.2
Winston 100's - -- - 10.25 4.1 1 .9
Benson & Hedges
100's - - 8.99 3.6 1 .7

Parliament 9.80 4.3 1 .9 8.72 3.5 1 .6
True 2.54 1 .1 0.5 5.33 2.2 1 .0
Old Gold 4.30 1 .9 0.8 4.13 1 .7 0.8
Camel 3.20 1 .4 0.6 3.90 1 .6 0.7
Chesterfield 1 .90 0.8 0.4 2.52 1 .0 0.5
Marlboro 100's - - 2.20 0.9 0.4
Lucky Strike 3 .80 1 .7 0.7 2.10 0.8 0.4
Kent I00's - - 1 .84 0 .8 0.3
All others 4.71 2.1 0.8 6.44 2 .5 1 .2

Total 227 .10 100% 43 .3% 247.80 100% 46.3%

Mentholated filters
Salem 45 .70 46.6% 8.7% 41.00 38.35c 7.7%
Kool 23.41 23.9 4.5 25.81 24.1 4 .8
Belair 8.76 8 .9 1 .7 8.83 8.3 1 .7
Newport 8.60 8.8 1 .6 7.86 7.4 1 .5
Benson & Hedges - - - 3.01 2.8 0.6
True Menthol - - - 2.66 2.5 0.5
Winston Menthol
100's - 2.50 2.3 0.5

Salem I00's - 2.50 2.3 0.5
Alpine 3 .15 2.2 0.6 2.36 2.2 0.4
Pall Mall Menthol 1 .50 1.5 0.3 2.10 2.0 0.4
L & M Menthol
100's -- - - - 2.00 1 .9 0.4

Marlboro Green 1 .70 1 .7 0 .3 1 .17 1 .1 0.2
Spring 100's 1 .42 1 .5 0 .3 1 .15 1 .1 0.2
All others 3.78 3.9 0.7 4.00 3.7 0.6

Total 98.02 100% 18.7% 106.95 100% 20.0%
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by types and brands
(billions of units)

1966 -
Year

1967
Percent

of
total

Percent
of

total
Units Percent market Units Percent market

King
Pall Mall 65.00 77.2% 12.4% 58.00 . 76.8% 10.8%
Chesterfield 9.00 10.7 1 .7 8.48 11 .2 1 .6
Raleigh 3.88 4.6 0.7 3.66 4.9 0.7
Philip Morris 3.30 3 .9 0.6 3 .00 4.0 0 .6
Tareyton 1 .40 1 :7 0 .3 1 .20 1 .6 0.2
Old Gold .72 0.9 0.1 .62 0.8 0 .1
York .30 _ 0.3 0 .1 .12 0.2 -
Wings .17 0.2 - .01 - -
All others .40 0.5 0 .1 .40 0.5 0 .1

Total 84 .1.7 100% 16.0% 75.49 100% 14.1%

Charcoal fdters
Tareyton 19.15 55.3% 3 .7% 18.00 52 .0% 3 .4%
Lark 9.00 26.0 1 .7 8.59 24.8 1 .6
Tareyton 100's - - - 3.00 8 .7 0.5
Philip Morris 3.70 10.7 0.7 2.78 8.0 0.5
Carlton .75 2.2 0 .1 1 .00 2.9 0.2
Tempo 1 .40 4.0 0.3 .88 2.5 0.1
Ga;.xy .65 1 .8 0.1 .38 1 .1 0.1

Total 34.65 100% 6.6% 34.63 100% 6.4%

Regular
Camel 45.42 56.2% 8.7% 40.20 56.9% 7.5%
Lucky Strike 25.40 31.4 4.8 22.00 31.2 4.1
Chesterfield 5.20 6.4 1 .0 4.22 6.0 0 .8
Kool 2.68 3 .3 0 .5 2.46 3 .5 0 .5
Philip Morris 1.60 2.0 0.3 1.30 1.8 0.2
Old Gold .45 0.6 0.1 .38 0.5 0.1
Fatima .10 0.1 - .06 0.1 -

Total 80.85 100% 15.4% 70.62 100% 13.2%

Grand total 524.79 100% 535.49 100%

Copyripht ©1967-John C . MOxWeit Jr. . Montgomery, Scott & Co.

straight-jacketed with voluntary
self regulation and the ever pres-
ent eye of government.
The Federal Trade Commis-

sion's report on cigarette adver-
tising issued last spring contains
some profound examples of that
agency's desire to regulate adver-
tising.

Former New Jersey Governor
Robert Meyner, now administra-
tor of the Cigarette Advertising
Code, criticized the report in a
letter to Congress, stating that
lines of ad copy were quoted out
of context. Similarly, he said, the
report also contains "curious
omissions" and misrepresenta-
tions. For example: " . . . The
report cites an advertising slogan
'Lucky Strike separates the men
from the boys-but not from the
girls,' in a manner to leave the
impression that the slogan is in
current use. Actually it had its
last public exposure in January
1964, nearly a year before the
code became effective and more
than three years before the FTC
report was issued °'

The Meyner letter also con-
tains examples of the FTC's pen-
chant for bypassing facts . For
example, it considers the terms
"exposures" and "viewers" as the
same. "Thus each exposure is
counted by the commission as if
it were a separate person ."
The Federal Communications

Commission has further compli-
cated the issue through its recent
ruling without prior hearings (un-
precedented) in which it chose to
require that television broadcast-
ers give time to opponents of
cigarette smoking. The broadcast-
ers have instituted suit against the
FCC, but in the meantime are
forced to give anti-smoking forces
free time to attack cigarettes.

This, of course, opens the door
to everyone who disagrees with
any product being advertised .
Thus, if the ruling is upheld it
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Ad Man's Inside Track
To Money-A Sequel

Why don't more advertising
men use their marketing insight
and inside information to make
money on Wall Street? That
question was posed in the last
issue of M/C by an ad man
who has done just that .

His point is that ad men
make big salaries at the very
time they are privy to informa-
tion that could help them make
astute investments. Analyst
John C. Maxwell Jr., from his
viewpoint on Wall Street,
shares that opinion . It became
particularly clear to him as he
was developing data for this
year's report on cigarettes .
The health scare may not

have deterred smokers, he says,
but it has made the typical
stockholder a little shy. As a
result, tobacco-company stocks
are unjustifiably depressed .

But the advertising man
should know better than the
typical stockholder, Maxwell
points out . He knows, for ex-
ample, that a ban on cigarettes
is as unlikely as another pro-
hibition on liquor. The most
deleterious action that govern-
ment could take would be to
bar all broadcast ads for
cigarettes. As highly as he
regards his business, the ad
man knows that advertising
does not make or break the
cigarette market. He has seen
cigarette sales increase in both
England and Italy, despite a

lack of television advertising.
The ad man also knows that

cigarette companies are quite
active internationally, and
there is a relationship between
per capita income and, per
capita usage of cigarettes . "In
many countries, people are just
getting some real jingling
money in their pockets, and
cigarettes are one item it is
being spent on," Maxwell ob-
serves .

"Philip Morris has been in
the forefront of the movement
overseas, and last year about
one-third of its total volume
came from abroad . The other
companies are now becoming
aggressive internationally ."
The clincher, according to

Maxwell, lies in the term "con-
glomerate"-the magic word
on Wall Street . The available
cash flow in tobacco companies
gives them ample opportunity
for acquisitions outside the
cigarette field, as recent devel-
opments have shown . "Thus,
even if unit volume of ciga-
rettes were not to grow (which
I. do not anticipate)," says
Maxwell, "the monies gener-
ated from that volume are
already such that growth can
be bought elsewhere . I think
.that in the future these com-
panies will be very interesting
conglomerates ."

Something every . i man-
investor should know.

would not be surprising to see
such groups as the WCTU asking
for time to offset beer, commer-
cials and Mr. Nader 1 rebutting
General Motors' Monza ads .

Various legislators - Bobby
Kennedy, for one - have sug-
gested rewarding those who have
low tar-nicotine contentj cigarettes
through lower taxes and the re-
quirement that such numbers .be
printed on the labels of every
pack and carton. Anyone bold
enough to suggest that smoking is
not, or may not be, a causative
agent in producing cancer, etc .,
is harrassed. For instance, every
person testifying for the cigarette
companies at the recent Senate
Commerce Committee hearings
received a letter and question-
naire imputing that he was "paid
off" to make such testimony .

In fact, there is increasing
evidence to counter anti-cigarette
arguments. For instance, a report
recently published by the World
Health Organization on lung can-
cer in Israel found no statistical
association between lung cancer
and smoking. This again points
up that so far the anti-tobacco
forces have only bent statistics
to their own use and have no
scientific data .

The picture of the cigarette
industry for 1968 is one of con-
tinued growth, highlighted by
continued turbulence. More re-
ports will come out linking smok-
ing and illness, and new legisla-
tion will attempt to curb sales.
(Taxes on cigarettes increased an
average of 10% last year. ) But
as one advertising executive,
peeking out from under a men-
tholated cloud pointed out :
"They'll never take away man's
inalienable right to kill himself if
he so chooses."
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Cigarette volume by company
(billions of units)

1966 1967
Percent

change (a) 1966 1967
Percent

change(a)
R. J. REYNOLDS
Winston 74.60 69.50 - 6.8%

PHILIP MORRIS (cont.)
Benson & Hedges

Winston 100's 10.25 Premium 2.20 .50 -
Winston Menthol 100's - 2.50 - Parliament 9.80 8.72 - 11.0
Salem 45.70 41 .00 - 10.3 Philip Morris 3.70 2.78 - 24.9
Salem 100's - 2.50 - Philip Morris Menthol 1 .50 .75 -
Camel 3.20 3 .90 + 21.9 Alpine 3 .15 2.36 - 25.1
Tempo 1.40 .88 - Galaxy^' .65 .38 -
Total filters 124.90 130.53 + 4.5 Total filters 52.40 61.86 + 18.1
Camel 45.42 40.20 - 1 ]. .5 Philip Morris (king) 3.30 3.00 - 9.1
Total domestic 170 .32 170.73 + 0.2% Philip Morris (regular) 1 .60 1 .30 - 18.8
% filters 73.3% 76.5% Total domestic 57.30 66.16 + 15.5%
% market 32.5% 31.9% % filters 91.4% 93.5%

rket% 10 9% 12 4%
AMERICAN TOBACCO

ma . -

Tareyton 19.15 18.00 - 6.0% P. LORILLARD
Tareyton 100's 3.00 Kent 30.40 28.52 - 6.2%
Pall Mall 7.20 11 .50 + 59.7 Kent 100's 1 .84 -
Pall Mall Menthol 1 .50 2,10 + 40.0 True 2.54 5.33 +109.8
Lucky Strike 3.80 2.10, - 44.7 True Menthol 2.66 -
Lucky Strike 100's 1 .00 Newport 8.60 7.86 - 8.6
Lucky Strike Menthol .70 .80 Old Gold* 4.30 4.13 - 4.0
Carlton .75 1 .00 Spring 100's 1 .42 1 .15 - 19.0
Bull Durham .80 Danville .05
Montclair 1.30 .80 Total filters 47.31 51.49 + 8.8
Half & Half 1.15 .70 Old Gold (king) * .72 .62 -
Waterford .55 Old Gold (regular) .45 .38
Total filters 36.10 41.80 + 15.8 York (king)*+ .30 .12

Pall Mall 65.00 58.00 - 10.8 Total domestic 48.78 52.61 + 7.8%
Lucky Strike 25.40 22.00 - 13.4 % filters 97.0% 97.9%
Tareyton (king) 1.40 1.20 - 14.3 % market 9.3% 9.8%
Total domestic 127 .90 123.00 - 3.8%
% filters 28.2% 34.0% LIGGETT & MYERS
% market 24.4% 23.0% L&M 20.00 17.00 - 15.0%

L&M 100' 1 00
BROWN & WILLIAMSON

s
L & M Menthol 100's

.
2.00

Kool 23.41 25.81 + 10.3% Lark 9.00 8.59 - 4.6
Kool 100's - .84 - Chesterfield 1 .90 2.52 + 32.6
Viceroy 20.59 19.39 - 5.8 Chesterfield Menthol .53 -
Viceroy 100's - .58 - Chesterfield 101's 1 .00
Raleigh* 14.36 14.47 + 0.8 Oasis .28 .28
Belair* 8.76 8.83 + 0.8 Duke .12 .06 -
Wings i - .10 - Total filters 31.30 32.98 + 5.4
Life . .13 .09. Chesterfield (king) 9.00 8.48 - 5.8
Dover Longs - .09 Chesterfield (regular) 5 .20 4.22 - 18 .8
du Maurier .11 .09 Fatima .10 .06 -
Capri - .03 Total domestic 45.60 45.74 + 0.3q'
Total filters 67.36 70.32 + 4.4 % filters 68.6% 72.1%

Raleigh (king)'K 3.88 3.66 - 5.7 % market 8.7% 8.5%
Kool (regular) 2.68 2.46 - 8.2 All others .80 .80 -
Wings t .17 .01 Total 524.79 535.49 + 2.0
Total domestic 74.09 76.45 + 3.2% Change in inventory -2.26 -3.49
% filters 90.9%

k 1 %% 1
92.0 %
14 3 %

Grand total 522.53(b) 532.00(c) + 1.8Sb
mar et 4. . d

un-nds sellind f r btth
PHILIP MORRIS
Marlboro 29.70 31.00 + 4.4%

go racompuange no e(a)-Percentage c
der 1-billion units in 1966 .

(b)-Totals are estimates of U .S.D.A.
(c)-Author's estimate. .GMarlboro 100's - 2.20 - "-Couponed cigarettes. r+

Marlboro Green 1 .70 171 - 31 2 i Wings changed from non-filter to filter in first quarter
Benson & Hedges 100's -

.
8.99

.
1967. y:1-York changed froir noh-filter to filter in second quarter

Benson & Hedges Menthol - 3 .01 1967. .Il
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