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The kings and filter-tips 
are rampaging over the 
cigarette market, and cus
tomers a r e swi tch ing 
brands as never before. 
Business is fine now—but 
what if the commotion 
is due to public suspicion 
of the product ? 

The spread of cigarette sale3 over more brands and sizes is the reason for 
this new Rowe vending machine, which offers eleren different items at two 
prices. But an eleven-column machine today covers a smaller share of the 
cigarette market than the standard eight-column machine did five years ago. 

The Uproar in Cigarettes 
-Si' Sh 

The cigarette industry today finds itself in greater turmoil 
than it has experienced for a generation. Even the swift 
rise of the "economy" brands in the 1930's (they were as 
swiftly done to death by rising income levels and raw-
material costs) was but a flurry compared to the changes of 
the past few years. These changes, centering around the 
growth of the king-size and the filter-tip cigarette, indicate 
the sharpest drop in brand loyalty in the history of the 
modern cigarette industry. And there is no sign of halt in 
the trend. In the words of R. J. Reynolds' President Edward 
A. Darr—a man not noted for expressing his opinion on 
industry matters—any hope for an early return to peace and 
quiet "is wishful thinking of the first order." Here are a 
few measures of the extent of the change: 

Item: The five largest-selling brands of regular-size ciga
rettes—Camel, -Lucky Strike, Chesterfield, Philip Morris, 
and Old Gold—have barely two-thirds of the cigarette mar
ket today, compared with seven-eighths at their postwar 
peak in 1948; and most of the shrinkage has occurred within 
the last two years. Among the three largest regular-size 
brands, only Camel has shown any volume gain at all since 
1950, a period during which the industry's total sales ex-
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panded by some 12 per cent to about 435 billion this year.? 
Item: King-size cigarettes have quintupled their market, 

share in the last six years—from 5.5 per cent in 1948 to an 
estimated 27 or 28 per cent this year—and their climb has 
become steeper as their total volume has mounted. Pall Mall, 
which ousted Old Gold from fifth place in 1950 and Philip 
Morris from fourth place in 1952, has a good chance- of 
passing regular-size Chesterfield this year. Four of the ten 
largest-selling cigarettes are now king-size. . •&• 

Item: This year the filter-tips, insignificant only three-
years ago, should show output of 11 to 12 billion cigarettes^ 
predominantly Viceroy, Kent, and Parliament. Though still 
under 3 per cent of the industry, filter-tips are growing at-a-
faster rate than the king-size. To get a running start in the 
field, last month Philip Morris in effect paid ?22 million 
for Benson & Hedges, producer of Parliament. =*-

Item: Not for decades has the industry seen 30 many" 
major product changes, all dealing with the last half-inch of 
a cigarette. Last year P. Lorillard introduced filter-tip Kent-

"Cigarette manufacturers rarely disclose their brand sales. The brand 
laUs data in this article is based on the -work of independent con*M&-
axt Harry M. Woottnt, modified by -material from, other sources. 
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iand the first major brand (Chesterfield) appeared in a 
king-size version. This year brought the introduction of a 
.king-size Philip Morris; the change of filter-tip Viceroy from 
regular to king-size; the replacing of standard Raleigh by 
king-size: the introduction of a king-size Old Gold: and the 
launching of Liggett & Myers' filter-tip L & M. King-size 
Kools and Parliaments are being tested in a few markets. 

The shape of 1955 
Where is this turmoil taking the $4-billion cigarette indus

try? Two years hence, for example, what might king-size 
and filter-tip sales be, if total industry sales are unchanged ? 
[f the kings increase by the same average amount as in the 
last two years, total king-size production would be some 180 
billion by 1955, or about 40 per cent of the industry. If king-
jize output continues to increase at the ncte of the last two 
pears, then 1955 output would be close to 250 billion, or some 
50 per cent of the industry. Under similar assumptions the 
ilter-tip market might be 20 billion (5 per cent) or 40 billion 
(10 per cent). Theoretically, then, total king-size plus filter-
ap production could be predicted at between 45 and 70 per 
«nt of the industry total by the end of 1955. 

These projections can be supported by cogent reasoning. 
Since both kings and regular sizes are manufactured on es-
lentially the same machinery, any company can increase its£. 
iutput of one size at the expense of the other—given the de- \ 
[iand. Further, the trend has strong self-generating aspects. 
*. J. Reynolds and American Tobacco have refrained from 
ntroducing king-size versions of their top brands (Camel 
ind Lucky Strike), Reynolds because of its phenomenal feat 
if holding Camel volume steady in the face of the kings, 
ind American Tobacco because its Pall Mall and Herbert 
Fareyton brands are already riding the crest of the king-size 
oarket. But further growth of king-and-filter sales would 
trobably cost both Camel and Lucky Strike so heavily as to 
orce their introduction in king-size versions—and the new 
trillions of king-size smokers created by such an event would 
guarantee the market dominance of the king-size cigarette. 

Output of filter-tip cigarettes, on the other hand, is now 
harply limited by lack of machinery. But the major ciga-
ette companies are known to have installed or on order 
jhough filter-tip equipment to make nearly 60 billion such 
ligarettes a year, or nearly 15 per cent of present industry 
iutput—and all of it is scheduled for installation no later 
han the first half of 1955. Liggett & Myers' L i M brand 
rill support the trend, as it achieves national distribution in 
he near future; and the only two large companies still 
rithout filter-tip brands (now that Philip Morris has Par-
iament) will be powerfully impelled to enter the field, both 
o protect their market position and because of the wide 
irofit margin the filter-tip currently yields. Finally, the 
ilter-tip field has the same self-generating factors as king-
toe. As Liggett & Myers* President Benjamin Few said of 
s new filter-tip entry, "We bronght out L & M, and started 
in New York, only to protect Chesterfield. If Chesterfield 
usumption is to be drained off by king-size and filter-tip 
igarettes, let it be by our own brands." 

heasy prosper i ty 
>- Changes of such magnitude are not uncommon in an in
dustry that is in the doldrums, but the cigarette industry 

ce the end of World War II has been enjoying good busi
ness even beyond its traditional prosperity. Total output 
jose from about 350 billion in 1946 to some 435 billion esti-
Jiated for 1953, with half the increase occurring since the 
*nd of 1950. Unit output for 1953 will show little if any gain 

over 1952. but because of the growth of the king-size ciga
rette the consumption of cigarette tobacco should be higher 
by some 3 or 4 per cent. 

In only one respect has the industry been seriously lag
gard. As OPS pointedly remarked during- price hearings 
in 1952. the industry failed during the first five postwar 
years to increase its own prices nearly so much as its costs 
increased. The after-tax profit on sales of the largest com
pany (American) slid from about 10 per cent in 1940 to 3 
per cent in 1952. And the increase in volume was insufficient 
to prevent some decline in dollar earnings. 

This lack was largely made up last February, when com
pany margins were fattened by a 5 per cent increase in net 
wholesale prices (38 to 43 cents per thousand on the most 
popular regular and king-size brands, or about a penny per 
pack). Since then, average operating net has jumped to 
about 10 per cent, and 1953 earnings before taxes estimated 
at over $300 million (the highest in the industry's history) 
will push most of the larger companies into fairly high 
E.P.T. brackets.. R. J. Reynolds, for example, will pay its 
corporate tax at a combined normal-plus-E.P.T. rate of 65 
per cent or better,* while American's rate should reach 60 
per cent. With E.P.T. scheduled to end this month, the 

*Re}f7U>ld3' high EJ*.T. rate is behind the promotional offering of 100 
king-size Cavaliers for 50 to 55 cents retail (plus state and local 
taxes). The company can absorb the iO-eent federal excite tax at a 
net'cost of 7 or 8 cents. The offer will die before the end of 195S. 

Cigarette Sales: Kings Up, Filters Coming 
M0 

Total «*let 

Through 1952 the five leading regular-size brands managed to 
maintain their total volume fairly well by accepting a smaller 
percentage of a steadily growing industry output. This year, 
however, their volume will take a precipitous tumble caused by 
toe sharp growth of the king-size and the filter-tip cigarettes. 
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industry's 1954 net after taxes'should be exceedingly lush. 
This much-improved profit picture is reflected in the indus

try's attitude toward its financing:. Because of the necessity 
for aging cigarette tobacco an average of two to two and a 
half years, a dollar of annual sales requires at least haif 
a dollar of inventory. (The 8-cent-per-pack federal excise 
tax need not be paid until the tobacco is made into cigarettes, 
or the inventory burden would be higher.) Financing this in
ventory, usually by a combination of bank loans and deben
tures, is a vital operation for any cigarette company. But 
profit prospects have convinced company treasurers that 
they will be able to get their financing at rock-bottom levels. 

Thus despite the rush of changes in the product itself, and 
the increasing fickleness of the consumer, cigarette execu
tives should be in their happiest frame of mind. However, 
a brief account of how the changes occurred, and particu
larly an analysis of the reasons behind them, will suggest 
that the industry may be in for some worrying in the future. 

The American king's 
The first of the modern king-size* cigarettes was Regent, 

introduced in 1938 by Riggio Tobacco Co. One of the inter
ested observers was the greatest cigarette innovator and 
promoter of all, the late George Washington Hill of Ameri
can Tobacco. Regent was well enough received to encourage 
Hill to bring out king-size Pall Mall in 1939 and Herbert 
Tareyton in 1940. Pall Mall was placed under the manage
ment of Paul Hahn, who' rode the brand right into the presi
dency of American. 

The king-size cigarette could never have been considered 
but for an accidental gap in the tax laws. The federal excise 
tax is levied on cigarettes that do not weigh more than three 
pounds per thousand; the 70-mm. cigarette, on which the 

*The term king-eixe dates at least as far back as t91S, when, it de
scribed a long version of the old luxury Pall Mall. 

t 

industry had standardized, weighed about two and a half, 
pounds per thousand. Thus the reguiar-length cigarette^ 
could be increased by 21.4 per cent to a length of 85 mm." 
without additional tax. provided its diameter was reduced 
so that it contained only IT per cent more tobacco. 5: 

The most baling aspect of the king-size cigarette is ho* ' 
long the other major companies left the market to American.5-
The only explanation, other than complete blindness, lies in 
the wartime and postwar strategies of the various compa
nies. Neither Pall Mail nor Herbert Tareyton seemed real/ 
threats at the time the U.S. entered World War.II. (Tarey4 
ton output was in fact suspended for several months.) The* 
civilian cigarette shortage, due mainly to heavy military!! 
requisitions, led the other big companies to concentrate! 
available output in their strongest and most profitable-
brands; and the smaller companies did likewise, scenting the", 
chance that their own best brands might make some perma-^ 
nent inroads during the shortage period. After the war,^ 
both the larger and the smaller companies were intent on' 
playing out their respective strategies—the big ones driving"' 
to regain their former civilian position, the smaller attempt-, 
ing to hold some of their gains. -g 

As for individual companies, Reynolds was engaged after; 
the war in a bitter struggle to replace Lucky Strike with^ 
Camel as the top selling brand (finally successful in 1949)s 
Philip Morris' regular-size cigarette was still making the_-
impressive gains it had made prewar. And all the sizable-" 
companies hesitated to give the king-size trend a further^-, 
boost by bringing out king-size brands of their own. ' ^ 

One of the strong consumer appeals of Pall Mall andif 
Tareyton also discouraged emulation. While their greatest^; 
selling point was their greater length and resultant filtering^ 
effect, a second was more smoke for the same money. Since^, 
a king-size cigarette demands roughly one-fifth more m a ^ 
terial and manufacturing time, to retail it at the regular-size^ 

•& 

In HlteT-tips the smaller companies started the commotion He led with a king^ , 

LorUlartfs Hotter/ and Kent 

"We didn't bringontOld Golds un
til 1926, and the other companies 
had a long lead on us. That*s why 
we have pushed Kents so hard . . . 
In a conple of years filter-tips 
might add np to 10 per cent at the 
industry, as people get more 
health-conscious every day. And 
I'm sure the other companies: will 
get their feet wet, too." 

Benson & Hedge? Cv&man Biwrn & W&iavtson's Hartnett American Tobacco's Hahn 

"Why the deal with Philip 
Morris? If you have ever played 
stad poker you'll know what I 
mean: with Parliament we had 
an ace in the hole and no chips to 
play with. This way Parliament 
will have a greater future—better 
distribntion, a bigger sale3 force, 
more machines. But the product 
will s tay ju3t the way it is." 

"We got into the filter-tip busi
ness [Viceroy] in 1936 because 
we realized that to compete we'd 
hare to find something (liferent. 
The filter-tip might eventually 
amount to 15 or 20 per cent of the 
business—and it could go higher. 
We welcome any change like that, 
since i t gives us a chance •» in
crease our share of the industry." 

"Pall Mall and Tareyton tow-
grown so fa3t that advertising;-
COSTS have lagged behind sales* A t 
the present time we have no in ten
tion of bringing oat a kij3g-s» ie" 
Lucky . . . If we can find a good1 

alter—a really good one, t h a t 
doesn't take all the taste and-
Savor out of a cigarette—well-
have a serious look at it." 

warn 
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-price requires one or more of the following economies: (1) 
lower material costs; (2) lower advertising and promotion 
costs; or (3) lower margins for the manufacturer, distribu
tor, and dealer. (American got by on much smaller adver
tising and promotion costs, trimmed its own margin and, 
slightly, that of the retailer as welL) Thus the introduction 
of competing king-size brands by other companies would 
dave required them to exchange here-and-now profit for 
problematical future market position. 

All these factors conspired to leave American free of 
effective king-size competition as late as 1950. Liggett & 
Myers, whose President Few is forthright about his dis
like for the king-size cigarette' (see below), halfheartedly 
jwitched its old Fatima brand to king-size in 1947, but with-
jut real sales steam. The same applies to Lorillard's Em
bassy, out the next year. B. J. Reynolds' President Darr, 
hough recalling with pride a prediction he made in 1939 
hat "the long cigarette is here to stay," also admits that his 
»mpany brought out Cavalier with, reluctance, in 1949— 
ind within a year was forced to change the blend. Philip 
SJorris' Dunhill did not appear in king-size until 1951, while 
Srown & Williamson (Raleigh, Kool, and Viceroy) had no 
iing-size brand besides its economy Wings until 1952. Thus 
n 1950, when Pall Mall's output was 25 billion and Herbert 
Pareyton's seven billion, their most serious competition was... 
irom Fatima (less than two billion) and Cavalier (less than ^ 
me). And 1953, with Chesterfield, Philip Morris, Old Gold, * 
rod Raleigh all available in king-size, will be the first year 
En which Pall Mall and Tareyton will get less than three-
guarters of the king-size business. 

e cl imbers 

If the king-size cigarette to date has been the story of one 
wig company getting the jump on the rest of the industry, 
are filter-tip is an example of the smaller companies doing 

the same to the three largest. The U.S. cigarette industry 
divides naturally by size into three groups: (1) a Big Three 
consisting of Americar. Tobacco, R. J. Reynolds, and Liggett 
& Myers, with annual volume (including federal excise 
taxes) ranging from S600 million to over $1 billion; a 
Middle Three, consisting of P. LorillarcL Philip Morris (in
cluding newly acquired Benson & Hedges), and Brown & 
Williamson, with 5200 million to $400 million volume; and 
an under-$50-million group of specialty and economy-brand 
manufacturers, chiefly Larus & Brother, Stephano Brothers,, 
and Riggio Tobacco. Practically all the filter-tip business to 
date has been done by Viceroy (Brown & Williamson), Kent 
(LoriUard), and Parliament (now Philip Morris). 

The first of today's crop of filter-tips was Parliament, 
introduced on a tiny scale by Benson & Hedges as far back as 
1931, and Brown & Williamson's Viceroy, which first ap
peared in 1936. (Bu Maurier also appeared in 1936, but it ' 
was discontinued during the war and has never regained 
status as -a leading filter brand.) Parliament fitted neatly 
with Benson & Hedges' character as a carriage-trade spe
cialty manufacturer. Brown & Williamson, though many 
times larger, was also a specialty manufacturer in one im
portant respect—it could not afford a slogging match with 
the Big Three. Therefore it has always sought some special 
product appeal, such as Raleigh's redeemable coupons or 
Kool's menthol, to strengthen its competitive hand. 

While Viceroy has done more than half the U.S. filter-tip 
business since its appearance, Parliament set the tone for 
the filter-tip market in two important respects. First, Ben
son & Hedges' canny old President Joseph Cullman Jr . was 
an eminently sound salesman when he marketed Parliament 
at a price well above that of the standard product. (A post
war British boom in filter-tips quickly petered out because 
they were designed primarily to use less tobacco and there
fore to sell cheaper.) Second, a happy result of this price 

continued page 161 

Two are hesitant one bought in. 

The king-size cigarette is the worst thing 
at has happened to the industry. We cant 

Chesterfield kings for enough to make as 
uch money as on regulars. That isnt good 

•or the business . . . Chemists say filter-tip 
^ garettes can't be made with less irritating 
f e t o r s than Chesterfield. But if the public 
j*ants it, so long as it isn't harmful, we'll 
;glve the public what it wants." (His company 
£«ts just introduced the filter-tip L &. M.) 

R. J. Reynolds' Darr and Whitaker 

"There's less brand loyalty today than ever 
before, bat not because the consumer is more 
receptive. There are more brands, more ap
peals from different angles, and that's why 
people switch Curiosity accounts for many 
initial purchases, but king-size cigarettes are 
past the curiosity stage. We brought out 
our king-size Cavalier reluctantly—with 
Camel we had all our eggs in one basket, and 
it was a pretty good basket," 

Philip Morris' JfcCtnnas and Lyon 

"It's wise to wait a while and see how a trend 
develops. As for the lengs, when they reached 
a stage that was beyond a fad, we decided to 
jet into them . . . Ve bought Benson & Hedges 
because that's the fasiest way to get'into the 
zJter-tip business. Tee • other way yon can 
spend $5 million or JlO million on a brand and 
nil! have it flop. The pioneer doesn't always 
Stx. the best of everT^ing—often the fellow 
tfter him does becer.'* 
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Cigarette Uproar 
continued from page J S3 

policy,' followed by later entries, 
lias been to give the filter-tip an un-
isually good profit margin. 
;* In 1952 Benson & Hedges, whose 
)rofit was derived almost entirely 
irom Parliament, made an estimat-
sd Si .40 (before, taxes) per thou-
jand cigarettes, while the five larg-
ist publicly owned companies aver
t e d a little over 50 cents. Lorillard, 
Sroducer of the filter-tip Kent, 
5 understood to have the highest 
advertising costs per thousand cig-

ttes among the five top compa
res; yet as a result of Kent's rapid 

wth, Lorillard's net per sales 
ollar is increasing much faster 

n that of its competitors. 
[Yet profit margins plus growth 
trospeets could not have made the 
Iter-tip cigarette a volume product 
ut for a major advance in manu-
icturing technique. The slowest 
aethod of making a filter-tip ciga-
Btte (used on Parliament, and pre-
imablj- to be continued) is to form 
le paper tube and then insert 
Iter and tobacco into opposite 
ids; the somewhat faster but still 
roensive "assembly" method, used 
>r vears bv Brown &. Williamson 

on Viceroy, is to make the cigarette 
and filter separately and then join 
the two by means of a special cork 
or paper tipping material. But the 
Molins Machine Co., Ltd.. of Lon
don, one of the largest builders of 
cigarette machinery, developed a 
new process by which its standard 
machine with a special attachment 
could make the cigarette complete 
with filter in a single operation. And 
in the early part of 1951 Molins, 
after finding little interest among 
other U.S. manufacturers, entered 
into negotiations with Lorillard and 
with Brown & Williamson, the lat
ter through B. <fc W.'s parent com
pany, British-American Tobacco. 

The Kent push 
Brown & Williamson's interest 

in the new Molins machine sprang 
from the desire to cut the cost and 
increase the output of Viceroys, 
already a fairly substantial brandy 
Lorillard's interest was more s p e 
cial. Lorillard had its hands on an 
interesting new filter, tradenamed 
Micronite, which was so effective 
that in its original form it let no 
visible smoke particles through. 
Lorillard planned to introduce a 
new cigarette utilizing a modified 
version of the new filter. But while 
the brand could be (and was) 

made for a time by the '"'assembly1' 
method, the newest Molins ma
chinery was needed for the kind of 
production that Lorillard sought. 

A second reason for Lorillard's 
headlong plunge into the filter-tip 
field was the company's unfortunate 
history of being late. Lorillard did 
not bring out Old Gold until 1926, 
so long after Camel, Lucky Strike, 
and Chesterfield were solidly es
tablished that i t never became real 
competition. The company's king-
size Embassy, introduced in 1948 
with very slight promotional push, 
never got off the ground. Therefore 
Lorillard's management pushed its 
filter-tip entry all the harder, de
termined not to be late again. 

The push paid off when Loril
lard's new fiJter-tip Kent, named 
for the compan3''s chief executive 
officer, hit the market near the end 
oi March, 1952. For the next year 
Lorillard's chief problem with Kent 
was production enough to meet 
demand: the half billion Kents 
turned out during nine months of 
1952 became well over a billion in 
the first six months of 1953, and 
production should be running a t an 
annual rate of well over four billion 
by the end of this )'ear. The results 
of this rise are already happily ap
parent in Lorillard's volume (up 15 

per cent) ami y-rofir before taxe; 
(up 63 pei- cen: :;r the first half o: 
1953—far better iban the industry 
average, despite one of the" heaviest 
introductory advertising campaigns 
in the industry"* history. Kent'? 
premium price !'S12 per thousand 
from the wholesaler, versus S9 fo: 
the top three regular-size brands^ 
made it a highjy profitable iterr 
almost from its inception. 

Another result i= to be found or 
Molins' order books, which are re
ported to contain orders for 400 u 
500 filter-tip michines. (To hurr-
the introduction of its new L & X 
brand, Liggett & Myers had its firs 
twentj--six sets c: fiter-tip attach 
ments flown over from England; 
Molins' order r:c;ure was helpe 
by the versati::r.- of the nev: mi 
chine, which is ;-u* a modem ve: 
si on. with filter-:: r- attachments, c 
the standard M-:-i:ns machine use 
in producing perhaps half of a. 
L\3. cigarettes. "A lot of our oi 
machines," exp"_^rd Liggett &. M; 
ers President Tr~. "have nothit 
wrong with :he:n but lack < 
speed. We'd like :o replace the: 
anyway, so if K ; ion' t use the ne 
Molins equiprirr.: for making filte 
tips we could u~ them to repia 
our other machines." 

fcnlinued page 1 • 

Because it has so many different kinds of accounts, 

Fuller & Smith & Ross Inc. has organized its staff to serve 

all three fields of selling . . . REFLEX, CONSIDERED, 

and SPECIFIED buying. Our clients are listed below. 

>teel Company 
5ted Gas Equipment. Inc. 

luction Company. Inc. 
Iteamship Co., Inc. 

Sjmra Company oi America 
Sjundnum Cooking Utensil Co., Inc. 
tanim Waxes Association 

Brakeblok Division 
can Brake Shoe Co. 

Brakeblok Division 
ion Brake Shoe Company, Ltd. 

Brake Shoe Co. 
Brake Shoe Export Division 
Forge Division 

ican Brake Shoe Co. 
Greetings Corporation 
Lumber & Treating Co. 
Manganese Steel Division 

can Brake Shoe Co. 
Society for Metals 

Jnderson Oil Company, Inc. 
SJJsHn Company 
^Jleter Ccmpcny 
Biker & Bro. 

er and Lake Erie Railroad Company 
idge Glass Corp. 

*Jar Hill Stone Co. 
& Co.. Inc. 

The Bryant Electric Company 
Bryant Heater Division 

Affiliated Gas Equipment, Inc. 
Caribbean Tourist Association 
Central National Bank of Cleveland 
Chicago & Eastern Illinois Railroad 
Cincinnati Lathe £ Tool Co.. 
The Cleveland Press u' 
Commercial Investment Trust, Inc. 
Commercial Solvents Corporation 
Designers for Industry, Inc. 
Detroit Steel Products Company 
Diamond Alkali Company 
A. B. Dick Company . 
Domestic Sewing Machine Co., Inc. 
B. F. Drakenfeld & Co., Inc. 
Dresser Manufacturing Division 

Dresser Industries, Inc. 
Electro-Alloys Division 

American Brake Shoe Co. 
Evans Products Company 
Harry Ferguson, Inc. 
Ferro Corporation 
Fostoria Glass Company 
Georgia-Pacific Plywood Company 
Gray Iron Founders' Society, Inc. 
Grumman Aircraft Engineering Corp. 
The Handy Sales Mlg. Co.. Inc. 

Harris-Seyhold Company 
Hercules Powder Company 
Hewitt-Robins Incorporated and Divisic^s 
Ingersoll Products Division 

Borg-Warner Corporation 
Interchemical Corporation 
Jack & Heintz, Inc. 
A & M Karagheusian, Inc. 
The Kawneer Company 
Kellogg Division 

American Brake Shoe Co. 
Kellogg Division 

Dominion Brake Shoe Company, Ltd. 
Keystone Steel & Wire Company 
The Otto Konigslow Mfg. Co. 
Libbey- Owens -Ford Glass Co. 
Licensed Beverage Industries, Inc. 
The Linen Thread Co.. Inc. 
Lukens Steel Co. and Divisions 
Manning. Maxwell & Moore, Inc. 
Mellon National Bank and Trust Co. 
National Bearing Division 

American Brake Shoe Co. 
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National Machine Tool Builders Assn. 
National Oak Flooring Mcnuiacturers" ^.ssn. 
The National Screw & Mfg. Co. 
Nickel Plate Road 
Ohio Edison Company 
The Ohio Electric Utility Institute 
The Ohio Injector Co. 
The Ohio Piston Company 
Olney & Carpenter, Inc. 
Owens-Corning Fibeiclas Corporation 
The Parker Appliance Company 
The Penmoil Company 
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When a new class of products 
has just been introduced, the pro
motion of any one tends to benefit 
the class as a whole; and filter-tip 
cigarettes are no exception. Sharp 
gains by Parliament have accom
panied the enormous Kent cam
paign, but it was Viceroy that 
really cashed in. Just before (and 
perhaps in anticipation of) the 
appearance of Kent, Brown & 
Williamson was cautiously testing 
a new cellulose-acetate filter for 
Viceroy, worked out jointly with 
Tennessee Eastman; and the change 
was made official shortly after the 
Kent debut. Then, in February, 
1953, Viceroy became the first 
king-size filter-tip cigarette. The 
resulting "double protection" pro
motion plus a much lower retail 
price—3 to 5 cents a pack under 
Kent, and more than a nickel below 
Parliament—has Brown & William
son snowed under with orders. 
Despite a sharp cut in advertising 
and promotion, and two fifty-eight-
hour shifts per week on its filter-tip 
equipment, Brown & Williamson 
is still allocating Viceroy, whose 
current production rate of over 
seven billion a year makes it the 
undisputed leader among the filters. 

Whether i t will remain so de
pends in part on the potential new 
entries in the filter-tip race. Each 
of the major filter-tip brands now 
on the market employs a different 
filter: Parliament, a plug of treated 
cotton; Kent, treated asbestos on 
crepe paper; Viceroy, pure cellu
lose acetate; and L & M, cellulose 
acetate with the addition, of some 
modified alpha-cellulose powder. 
Eachr company entering the field 
will want a filter that is obviously 
different, or can be promoted as 
being different, from those now in 
use. Since all the present filters arc 
physical rather than chemical in 
their action, there is reason to cre
dit industry hints that new ones 
will aim at chemical filtration. 

Market motion 
Any new cigarette brands, filter-

tip or not, will get groans from to
bacco wholesalers and retailers. 
According to Joseph Kolodny, 
founder and patriarch of the Na
tional Association of Tobacco Dis
tributors, the 2,800 TJ.S. whole
salers who specialize in tobacco 
products find that today's average 
cigarette order is for fifteen to 
twenty-five different brands and 
sizes compared with only eight a 
few years ago, which results in 
higher operating, inventor}', and 
capital costs. 

spread of sales over more brands 
has cut cigarette turnover in super
market—which base their cigarette 
busine.^ on a few brands, low carton 
prices, and heavy volume from" 
small floor space. Vending-machine 
operators will probably get less of 
the total business than their present 
16 per cent; for their six and ei^ht-
column machines cover less of the 
total consumer demand, and it wflj 
take years to acquire very many of 
the eleven-column jobs shown on 
page 130. The greatest benefit front 
the increasing brand spread of the 
industry will probably go the small 
tobacco-stationery-candy store, of 
which there are over a million. % 

T h e flighty consumer • J ? 

The notable growth in "switch 
smokers," who leap from brand" to 
brand, is attributed by one industry-
executive entirely to the war! '• 
"When World War II came along ' 
the Big.Three brands disappeared ! 
to the armed forces, and the other 
brands had an opportunity to beV 
come known to the public. Tfi&~ 
was Pall Mall's greatest o p p o ? 
tunity and the beginning of the 
period of diversification. By the.' 
time the Big Three came back from: 
war, so to speak, Philip Morris: 
had become a good-sized brandy 
Old Gold had picked up, »nH_ 
Pall Mall's cheap price plus manff'"' 
people's notion that it was snootjf . 
to smoke something different-
made the king-size c igare t te ."^ : 

The cardinal flaw in this theory?-
is the fact that the present m a r k e t 
turmoil reached impressive proporf 
tions only after the Big Three ba<£ . 
come home from the war, and h a £ 
established (in 1948) one of the1, j 
highest market percentages thaf j 
they have ever enjoyed. -"^Ht ' 

Another commonly profferedL j 
theory is that the proliferation of \ 
brands has itself created the grow-; i 
ing army of switch-happy consum- t 
ers. This, too, seems inconsistent j 
with the unsuccessful and all. but j 
forgotten efforts to establish new? 1 

brands a few years back. F o r ex
ample, the attempt to launch: its1 j 
80-mm. Life brand in 1948 c o s ^ \ 
Brown £ Williamson more thai* ; 
half a million dollars in New Yorfcr j 
City alone, before the company^. * 
gave up and switched its promo^ -j 
tional efforts to Raleigh. N e * l 

brands like L & M do not appear fit ; 

the hope of moving customers so-
much as in the belief that customeis-
are already on the move. 

Could die industry's advertising 
be responsible? The sated consum
er may feel that there is too much 

continued page 16\ 
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OUR C H U R C H -
ana its funa-raisin^ potential 

Church fund-raising—whether for building or budget—presents 
many seemingly insurmountable problems. Yet experience indicates— 
and the record of Wells Organizations bears it out—that your 
own church's fund-raising potential may be as much as three times 
what you think it is. 

Simply by contacting the nearest Wells office, you can receive 
confidential advice on your church's financial problems, and competent 
counsel on its fund-raising potent ia l . . . without cost or obligation. 

With the world's most extensive experience in church financial 
counselling, Wells offers your church sound, dignified, professional 
assistance with its fund-raising program. 

So, before your church takes any action on a fund-raising 
program, phone or write your nearest Wells office. And send today for 
your interesting free copy of "The Churches Answer Your Questions" 
—written by leaders of churches which have recently conducted -
successful fund-raising programs the Wells Way. 
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Cigarette Uproar com. 

of it, but it lia.̂  been voluminous 
for three decades. And nothing that 
has happened elsewhere in the econ
omic world seems to threaten the 
axiom th;it advertising is an indis
pensable business tool. Serious ques
tions are being raised in the in
dustry, however., about the nature 
of cigarette advertising. 

Prom the consumer's viewpoint 
—and omitting the advertising that 
depends soleiy on the incessant ap
peal "Buy Blotto"—the cigarette 
campaigns have become increas
ingly riddled with warnings and 
appeals to fear. In the last few 
years various cigarettes have been 
heavily promoted on the grounds 
that they contain less nicotine, or 
travel the smoke further and thus 
protect your throat, or have no un
pleasant aftertaste, or remove harm
ful tars and irritants, or are less 
irritating, or do not endanger the 
nose, throat, and sinuses. The impli
cation is that these dangers are in
herent in cigarettes in general. 

The temptation of this negative 
approach for the cigarette industry 
lies in its effectiveness. There is a 
strong current of opinion in Amer
ican popular psychology that cigar
ettes are expensive, perhaps danger
ous, and possibly even wicked. The 
carnival side shows that portrayed 
Hapless Harry the Cigarette Fiend, 
and the casual popular description 
of cigarettes as "coffin nails," are 
still within the memory of most of 
today's smokers; and the attitudes 
these represent have undoubted
ly been passed on to later genera
tions. The industry's "medical" or 

"health" advertising derives it-
strength from these haH-conscious 
popular beliefs. _ 

There is wide conviction within 
the industry that the baiin apoeal 
of the king-size cigarette—in addi
tion to its economy for the smoker ~-
which most manufacturers shrink ' 
from mentioning—lies in the much---
promoted claim that theexiru length' 
acts as a filter and thus lessens 
throat irritation. As for the filter-
tips, one observer familiar with all 
the cigarette companies remarked 
that ''with all the postwar, health 
advertising and the talk about lung 
cancer, it seems as though the man
ufacturers have jammed the filter-
tip cigarette down the public's 
throat." In this sense, the present 
cigarette turmoil could be consid
ered an inside job. 

B a c k to pu r i ty? : ' 

For all its bubbling prosperity 
the cigarette industry may be pro
moting itself toward a dead end. 
The long cigarette that protects the 
throat is well on the way ro indus
try dominance; the filter-rip cigar
ette that protects the throat 3till 
better is racking up the biggest per
centage gains. The logical :iext step 
—protecting the throat best by not 
smoking at all—just might become 
popular. That this could happen to 
any substantial fraction of Ameri
can smokers is difficult to imaguie£-l 
for Nicotiana tabacum is among the iff 
hardiest plants that man ever dis
covered. But the possibility of even 
a moderate long-term decline would 
be disconcerting to an industry that 
has known nothing but growth for 
the last forty years. END 

The First Modern Filter 
Though handmade filter-tip ciga
rettes were common in Europe by 
1900, the machine-made product 
is credited to two Englishmen, 
Abraham and Michael Wis, and 
an emigre Russian named Aivaz. 

In the early Twenties the Wis 
brothers were scouring the Conti
nent for some specialty cigarette 
that would ensure the position of 
their small family company. In 
Budapest in 1924 they met Aivaz, 
whose newly invented machine 
made a filter consisting of two 
layers of pure cellulose interleaved 
between three layers of crepe pa
per. At the time, Aivaz and one 
helper were turning out filter-
equipped cigarette tabes, into 
which the smoker inserted his own 
tobacco. The Wixes, surmising 
that filter-tips "might change the 
smoking habits of the world/' 
made a deal with Aivaz to patent 
his device in various countries. 

The first cigarette with the Ai

vaz filter was put out by the Wixes. -i 
in 1926, but later withdrawn aa~~[ 
til the brothers could improve ~ 
the manufacturing and assembly-
process. They finally devejopeda^ 
remarkable device that pinched • 
some tobacco from a completed t 
cigarette and then inserted the-/, 
filter. Du Maurier, their first pop- ':.•' 
ular-priced filter-tip was intro—"£• 
duced by the Wixes in 1930, trad-'v 
ing under the name of Peter Jackr< 
son (Tobacco Manufacturer) Ltdv^. 

The Wixes have since relia-rj? 
quished their machinery lead to*-* 
Molina, which beat them on perr5| 
fecting an assembly-type machine*? 
(see page 161). They also sold du*; 
Maimer's British rights TO Galla—£ 
hers, a large British tobacco house-'i-
But as Peter Jackson (Overseas);^, 
Ltd., they still make du Maurier*.-
for sale over the rest of the worht-;. 
And the idea picked up in Buda—• 
pest in 1924 has made the WiX"-' 
family a fortune. 
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