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ACTION PLAN:
1990 ~ 1991

Increase percant c¢f promotad volume on Virginia Slims
from a historical level of i-3 psrcent to 6-10 percent of
volume [1990-1961).

Conduct 3 to 4 innovative media delivered incentive
offers with coupons to hold current snmokers and generate
volune. Target oldar prica sensitive Virginia Slims
smokears (19%0-1991).,

Support Superslinms with continuous advertising, requlasr
product promotions and image-enhancing incentive
promotions, direct pail and grassroots sampling events
(1990-1991) .

Expand breadth of promotional placement Peycnd currsnt
ropromctad storss® through distributors via MASTERS to
build volume in stores not usually reached (1990-1991).

Comtenporize packaging for the Virginia Slims tanmily
(1990} and launch with aggressive promotion and
advertising program (1991).

Explore other Virginia Slims event promotions relevant to
targst audience and offer voluams genaratiny retail
promotions. Test hew innovative event promotion
{1990~-1991).

Expand Slims Club direct mall (1990-1991),

Develop and i{mplement target marketing programs te build
business in key ragional opportunity aresas (1990-1991}).

Implenent Virginia slims advertising in Hispanic markets
{1990).

1992-1994

Azgess result of increased leval of proaotad voluams for
Virginia Slims and increasa if proven succassful.

Consider increasing number of publications in which
innovative media delivered incentive continuity otfers

are featured (1992-1594).

Expand Virginia slims avent promotion if successful
(19%2-1994).

LELBZEQNOT

2 VAT
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ING
FULL MARGIN ~ VIRGINIA SLIMS

STANIED STRATEGY STATED ACTION PLAN STATUS INDICATED CHANGE
. No chanye . Increase percent of . Heavy promotional - No change.
promcted volume to 8% activity on national
in 1990, level:

Retail: 3 pack promotions
1 carton promotion

Media: 3 media liquidators
w/coupons scheduled
(May, July, Nov.)

Direct Mail: Superslims

) trial programs and Virginia
Slims Slimsclub program, CIP
program: on-going.

Couponing: Superslims retail
coupons Jan.-Feb.

. Develop and target . Regional/targeted promotions
marketing programs
ta build business -Misty defensive efforts Jan-
in key regional April at retajl in California,
opportunity areas. Atlanta, Augusta and Shreve-

port. ROP advertising w/BlG1lF
coupon in development for
tentative April insertion.

-March ActNow Superslims in-store
couponing program in 39 key
Capri/Virginia Slims markets.

-April T-shirt carton promotion
in 31 key markets.

BEL8ZE0p07

NOILVOLLIT 0J30VE0.L VLOSINNIW - TVILNIAIINGD
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STATED STRATEGY

. No change

LELBZECIDE

MARKETING
FULL MARCIN - VIRGINIA SLEMS

STATED ACTION PLAN S us

Conduct 3-4 media- . T=shirt offer w/coupons
delivered incentive scheduled for May
offers with coupons, magazines (30mm circ.).

. Superslims Slimsphone
offer in development, to
be fielded in July
magazines (40mm circ.;

2 coupons).

. Book of Days offer with

coupons will be fielded
in November.

NOILLYDLLI 003VE01 VLOSINNIW TYILNIAIINOD

INDICATED CHANGE

. No change

(41 ZX00SSX¥44SZ) £0000000



HA]

ING

FUOLL MARGIN -~ VIRGINIA SLIMS

STATED STRATEGY STATED ACTTON PLAN
No change . Support Superslims

with increased
advertising and
continuous coupoening,
free product and
incentive promotions
(1990-1991).

0v282E0402

STATUS INDICATED_ CHANGE
New ad campaign final- . Support Superslims with

ized for May 1990
launch. Media funds
sufficient to advertise
brand separately thru
Sept. 1990 only.

continuous advertising,
regular product
promotions and image-
enhancing incentive
promotions, direct mail,
. and grassroots sampling
Introductory retaijl events.

couponing continued thru

Feb. 1990.

Two Superslims-specific
product promotions
scheduled: Jan. 1990
B1iG1F; June 1990 B2G1F.
In 1991, SS will have one
pack and one carton
promotion.

Media liquidator with
Slimsphone offer scheduled
for June; includes two
coupons (40mm circ.).

1989 Divect Mail pregram
expanded significantly due
to over-response. New 1990
program in development for
June 1990 launch.

Grassroots sampling/event
promotion (bar nights) in
development for the 4th Qtr.
1950.

Superslims to be supported

within vs family promotions
during 1990 and 1991 as well
(2 pack, 2 carton per year).

NOLLYOLLIT 030VvEO.1 VLOSIANNIW TVILNIAIINOD i
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STATED STRATEGY

. No change

1929750902 .

STATED ACTION PLAN STATUS
. Expand Slimsclub . 1990 program currently

direct mail.

NOLLVOILIT 030VE0.1 VLOSINNIN TVILNIGIINOD

MARKETTNG
FULI, MARGIN —~ VIRGINIA SLIMS

in production.

to be mailed to 500,000
female smokers in April.
Expect 200,000 new
members in 1990 (99,000
existing Slimsclub

members) .

. Entire program enhanced
in 1990, including creative,
incentive, offers and

coupon values.

No change

INDICATED CHANGE

(11 ZX00CEXPPSZ) G0000000



MARKETTING
FULL, MARGIN - VIRGINIA SLEIMS

STATEDR STRATEGY STATED ACTION_ PLAN STATUS
. No change . Implement Virginia . Magazine, outdoor and
Slims advertising in PO5 advertising
Hispanic markets. approved and in
production.
Outdoor - May start
Print - June start
POS - July/Auqgust

Z¥L8ZE040Z

NOLLYOLLIM 039VE0L VLOSINNIW TVLLNIQIINOD

INDICATED CUANGE

. No change

(11 ZX00SSXP¥5T) 90000000



PRTIMARY FORMAT

STATED
STRATEGY

o Focus Parliament’s
strategic execution

on the 22- to
i4-year-old smoker
segment in Region 1 and
the expansion markets.

Parliament Menthol

o Increase volume in
Region 1 through line
extension, minimizing
cannibalization.

Marketi

( FUNCTION)

Other Full Margin {Parliament)

(CONCENTRATION)
STATED
ACTION PLAN STATUS INDICATED CHANGE#*

0 Use Parliament Kings
box to gain share among
young adult males and
Asian smokers.

o Expand Parliament beyond
Region 1 to west coast and
selaected midwest markets,
establishing equity in the
Perfect Recess campaign.

o Launch Parliament menthol
in early third quarter

1990 throughout Region 1.
Introduce with a kings and
a 100s packing.

o Share amongst 22- to
15-year-old smokers

in Region 1 has been
increasing, gaining
.75 share points in
the past year to 5.0%

o In 1990 the brand
expanded to LA, SF &
Chicago. Parliament
will spend $6.7 MM

in advertising to
establish the campaign.

(1 ZX00EEXHSZ) £0000000

o Advertising and produc-
tion are set and awaiting
final packaging prior to
developwent of a marketing
plan.

* indicate changes in the stated action plans, as well as the addition of new action plans
that were not originally included in your plan draft.

EVARTEOPOT
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PRIMARY FO vy . Marketing
({FONCTION)

New Products

(CONCENTRATION)
STATED STATED

STRATEGY ACTION PIAN STATUS INDICATED CHANGE*
o Develop and success- o Next/De Nic packaging o New packaging has o
fully introduce techno- modification. been approved by man- =
logically advanced agement and will be =3
products which improve used in Tampa test =
the social accept- market. National reoll- <
ability of smoking out QIV 1990. ~
without compromosing &
taste and smoking =
satisfaction. T
&
© Mext/De Nic blend o Tar and nicotine mod- =
modification. ifications have been M2
made for use in upcoming =

Tampa test market.

o Next/De Nic adver- o New advertising has

tising review. been approved by man-
agement and will begin
with upcoming Tampa
test market.

* Indicate changes in the stated action plans, as well as the addition of new action plans
that were pot originally included in your plan draft.

6YL8TEOLOT .

NOLLYOLLIT 03J0VE0L VIOSINNIW TVILNIQIINOD i



S'!.')a;l{n
STRATEGY

Marketing

{FUNCTION)

CTEYNew products

~__(CONCENTRATION)
- ) “\‘
STATED
ACTION PIAN STATUS INDICATED CIHANGE*

o Develop and test
Ultima ultra low tar
cigarette.

o Develop and test
Superlights as a
possible line extension
for Merit, to be at
ready stage.

o Develop and test
Ambrosia concept.

o Packaging and ad-
vertising is under ”
developuent. Product
under development
with R & D. Test
market anticipated
for 0T 1991. -

o see Ultima
development.

o Creative concepts
currently in consumer
research. Campaign to

be selected in QII 1990.
Packaging finalized
subject to management
approval QII 1990.
Product under develaopment
with R&D. Test market
planned for 2nd half 1990.

* Indicate changes in the stated action plans, ds-well as the addition of nev action plans
Lthat were not oriqinally included in your plan drafbo—0 .

0SLSZEOVOT

NOLLVOLLIT 022VvE0L VYLOSINNIW 1 TVILNIOIINOD
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PRIMARY FORMAT

ETATED
STRATEGY

* Indicate changes in the stated éction_plans, as well as the addition of new action plans

Marketing

{FUNCTION)

__New Products

(CONCENTRATION)

STATED
ACTION PLAN

o Develop and test

low smoke and aroma
plus line extensions
for Virginia (VA) Slims.

o Develop and test
cigarette offering lower
swmaoke odor.

o Development of Sigma,
a technological break-
through cigarette.

o Develop and test low
burn propensity cigarette.

0 Develop and test no
ashtray odor cigarette.

STATUS INDICATED CHANGE*

o See VA Slims
strategic review
submission.

o Project in develop-
ment, slated for 1992
testing. Pending RD
results project can

be moved up for testing
in 1991.

o Project under develop-
slated for testing as
soon as R&D is ready
with final product.

o Project under develop-
ment at R&D. Slated for
testing, pending R&D
results.

o Project under develop-
ment at R&D. Slated for
1992/93 testing.

that were not originally included in your-plan.draft.

1C48IE0V0Z

NOILVOILIT 0J0VE0L VLOSINNIN TVILNIAIINOD
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FORMAT FOR CHANGED

S'TRATEGY — MARKETING
: { FUNCTION)
. CARLIER
{CONCENTRATION)
CURRENT STRATEGY CHANGED STITUATION REVISED STRATEGY
o Launch Cartier in o Introduction of o In order to boost
LA appealing to largely the first premium valume, expand Cartier to
female, upscale, highly priced cigarette facus SF/0akland and Hawali by =
image-conscious Consumers. in LA showed the need Aug. 1990, drawing from LA S
' to stay in LA for a experience. 2
longer introductory =
period. il
)
o Introduce to the &Q
balance of US on £
Jan 1, 1991 since a !
national launch is =
- + [
appraopriate in view of =,
the fact that the —
premium category is =
viable, albeit small. -
L}
Z5/82ZE0¥ 0z
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RETAI},
MERCHANDISING &
PROMOTION




FUNCTION: MARKETING

CONCENTRATION: RETAIL MERCHANDISING AND PROMOTION

STATED

Provide the Fleld Sales
organization with a
varisty of materials to
drev upon as needed, Set
asids budget dellars and
Sales Force time to be
employed on a local basts.
Perfect & mechod to
evaluate and spprove local
requests In a Cimely
manner .

¥SLBZEOVOT -

ISSUE: MARKET-SPECIFIC/LOCAL MARKETING

STATED

Produce a nusber of
different maverials
(displays, incentives,
coupons, POS) which can be
dreawmn upon as fesded during
1990. Expand the magnltude
and variety of these
marerlals in subsequent
yEars.

2TATUS
Consumer Promotlons is
preparing & memnu of
promotional idean for
brand approval. Once
approvals obtained,
developmeant of materials
will proceed.

{dentifying items
currently in KDC whilch
can bs used.

Purchesing is vesearchling
items vhich can be placed
in iAventory.

$2.00 coupons for B&N,
Heric, V.5. and
Parllisment produced and
placed in fnventory.

NOILVOILIT 029VEO0L VLOSINNIW TVILNIAIINOD

IRDICATED

In addition to a varifacy
of on-hand ireas,
recommend providing s menu
of promotiens [rom which
sppropriate ones cam be
selected and sold in as
aulcl-scep programs for
specific accounts/markers.
Envislon Harkecting, Field
Sales and National
Accounts identifying
volume-generacing
opportunicies to put
agsinat this menu.

Henu would take the form
of a notebook/manusl
highlighting each offer,
cosc and development
leadCimes needed for fleld
delivery.

(1 ZX0085*p¥GZ) 61000000
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FUNCTION: MARKETING

CONCENTRATION: RETAIL MERCHANDISING AND PROMOTION

STATED

(S5ee¢ tage Ome)

ISSUE: MARKET-SPECIFIC/LOCAL MARKETING

STATED

ACTION PLAN
Develop and provide sales
sactions with promsecional
vehicles {(mebile kissks,
bootha, tenta, atore
opening kits) to enhance
delivery of local
prowmotions to adult
smokers.

Beginning in 1990 and
expanding esach year, set
aside a portion of each
btrand's budget to [und
local indtiatives. Work
with Sales in 1990 to
deternine how this budget
will be sdministered and
controlled.

Develop parmanent FOS
materials and displays
uliich can be customized in
the field based on
individual store needs.

2TATUS
Davelopment of these
ftems L in progress.

Budget recommendatlion to
be prepared for Second
Revised and 1991 0.8

Current customlization
efforts being coordinated
with Sales., New cests
include awnings, store
fronts and i}lluwminaced
signs.

Planulng to comduca focus
groups with ¥Fleld Sales
to jdentify incremental
POS opportunities and
evaluate curvvnt ltems.

65.8ZE0V0T ¢

NOLLYOLLIT 022v401 VLOSINNIW TVLLNIAIINGD

INDICATED
CHANGE

Recommend separate budget
for this activicy inscead
of having the funds
contalned in cach brand's
budget.

Developlng “FPM Look™ for
all PH-USA merchendlsing
vehicles (displays,

pexmanent POS, fixcures).

(41 ZX0055*4¥SZ) 91000000



STATED

(See Page Oune)

ISLBZEOHOT |

FUNCTION:

CONCENTRATION: RETAIL MERCHANDISING AND PROMOTION

MARKETING

ISSUE: - MARKEYT-SPECIFIC/LOCAL MARKETING

STATED

ACTION PLAN
Idantify and continuslly
evaluate thirvd party
organizations vho can
implemant local mackecing
programs (bar nights, store
sales) uithout direct sales
force involvement.

Work with Sales to
determine che feasibilicy
of creating Sales Sectlon
teams who would be charged
with blitzing asrkets with
$0S as appropriste. 1f
proven to be beneflcial,
test In one section and
roll ouc nacfonally.

STATUS
Third parties have been
used successfully on
Harlbaro Bar Nighes,
SuperSlims Sampling and
Cavtier Sampling.
Continulng o lovestigate
addicional groups.

"Check Out® coupons are
belng tested to target
competitive swokers.

While creation of special
“teams” Is scill being
considered, blitz efforcs
have occurred on behalt
of Haclboro in Phoenlx
and additional blitzes
are planned for the
second and third quarter.

NOLLYOILIT 032V80.1 V10SINNIN TVILNITIINOD

INDICATED

Thicd party eofforts need
Sales Force coordination
co be successful.

(11} ZX006SX*¥¥ST) £1000000



STATED

(See Page One)

{S{BZEOHDT

)
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CONCENTRATION: RETAIL MERCHANDISING AND PROMOTION

ISSUE: MARKET-SPECIFIC/LOCAL MARKETING

STATED

On an ongoing basls, yeview
the Brand and Salas
organizetion to snsurse that
the propar structurs axiste
to maximize local
opportunicles.

Hew group created (Recail
Herchandising Programs}

to develop mexchandising
“lack™ PPFY

pleanning/tracking and
local promotiums,

New grvoup ¢sctablished in
Events for the same
purpose.

Marlbore Brand Group has
besn restructured and now
includes a Brand Manager
who 15 responsible for
regional /local marketing.

NOILYDILIT 020vE0L VI0SINNIW ITVILN3AIINOD

INDICATED
CHANGE

(4} 7X0025x7$GZ) 81000000



FUNCTION: MARKETING

CONCENTRATION: RETAIL MERCHANDISING AND PROMOTION

ISSUE: MARKETING/SALES COORDINATION

STATED

Provide opportunicies for
interaction betweaen
Marketing snd Sales wiile
sacouragling contacts In New
York and in the Fleld
wvhensver business needs
dictete. Work to lmprove
comsunication vehicles
(PPF, elementis memos)
vhile scarchiang for new
vays of communicating
shjectives and
sapectaticos in a clear,
conclse manner.

CLEISOH0T

STATED

ACTION PLAN
Increase exposure to Sales
Force needs by requiring
periodic field visite for
all brand personnel] and
wsnbers of Harketing
Services.

Bring Fleld personnal to
Hew York Yo participate in
prosotional development,
conget ivive response
declsions and strategy
sessions.

INDICATED
CHANGE

Visits occurring ss
sppropriate by Brand and
Marketlug Servicaes.
Several visiis have besn
conducted In conjunction
with test market
actlivities, Buiscol
launch and competitive
Intciaclves (Houstan,
Phoenix, etc).

Vieicts by Section
Directors to work wich
Srand are lincreaslong.
Through physical meetlings
and phone contacts
Section Directors are
being incorporated into
planning sesstons for
specific Iniciatives and
consulted on the
validicy/appropristensss
of posaible M-USA
actions,

NOILYOLLIT 022VE0L VIOSINNIN TVILNZAIENOD
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FUNCTION: MARKETING
CONCENTRATION: RETALIL MERCHANDISING AND PROWMOTION

ISSUE: MARKETING/SALES COORDINATION

STATED STATED

{Ses Fage One) Requlre marketing traingss

to spend st Lesast one month
in tha fleld. Expand thls
requiremenc o Brand
Assistants in 1991,

lncrease the number of job
transfers between Harketing
and Ssles.

Establish quarterly

- meetings between Reglon
Directors and Croup Brand
Directors to coordinate
upcoming activitles.

S5L3TTOVOZ

IMDLCATED
STAIVS CHANGE,
We are in the procass of
recruiting Harketing
tralneen. Thie sction
plan uill be {mplewmantad
when they have been
hiced.

This Is an ongoing
actlvity as opportunislies
arise. Several Sales
candidates have been
interviewed for openings
in Brand and Marketing
Services. Recently a
brand manager and two
brand assistants have
come directly from the
Sales vrganization. A
candidate fxom Sales is
also being considered for
the Custom Merchandising
ares.

To be iacorporsted lnto
the scheduled Region
Divectors Mectings held
in New York as
appropriate.

NOLLYDILIT 000VE0L V1OSINNIW “IVILNIQIINOD
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FUNCTION: HMARKETING

CONCENTRATION: RETAIL MERCHANDISING AND PROMOTION

ISSUE: NARKETING/SALES COORDINATION

STATED STATED
(Sew Poge Ome) Continue to rafine
Marketing’s PPP process to
better match actual fisld
activity and take into
sccount local efforcas.

Expand communicarion to the
fleld through videos,
visual silds and lwproved
elements memos,

. 0FLITEQEOZ -

STATVS
Projecc undervay to both
broaden che scops of the
PPP to include all)
instore visibtlicvy and
dlsplay cppottunities
(pack gnd catiopn cutlets)
and to geographically
rank PH-USA’s brands so
thac aulciple PPE's can
be created which Increase
brand presence in key
markets.

Use of PPP videos for
specific promotion
comsunicaction has been
tested and s curreatly
belng evaluated.

New formats for
proposals, slemencs memos
and field communicatlon
of promations are nearlog
conpletion.

NOLLYDILIN OOOVEOJ. VLOSINNIN - TVILNIQINOD

INDICATED

Expanded tracklng efforc
is being implessated to
sat and hold te stxice
devalopuental due dates
for promotions, track the
flow of sll sacerials and
ensure an-time delivery to
the Field. Weekly
meetings sre belong
conducted with key
Harkering Services and
Sales personnel to belter
coordinate materlals Elow
and resolve programs which
are behind schedule.

(311} ZX00ESXVKSZ) 12000000
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STATED

(See Page Ons)

19L3ZE0% 02

—‘_

FUNCTION: MWARKETING

CONCENTRATION: RETAIL MERCHANDISIMG AND PROMOTION

ISSUE: MARKETING/SALES COORDINATION

STATED

Participate to the fullasc
eutent possible In Sales
Flanning svents.

Incresse Sales Force
knowledge of upcoming
Harketing acrivities,
including those which wlll
not require dirvect Sales
Force involvement.

Group Directors and key
Harkating Sarvices
pavsonnel participated In
FirsL Hall 1990 planning
seasion in Dallas (Dec.)

Selscted Srand and
Herchandising personnel
particlpated in tecent
CPP mvating Lo Dallas
(Feb.)

Horking with Headquarter
Sales to communicate key
promotion information

(Eact sheets) 3-6 months
in advance ot field date.

Field communicaclon memu
for promotiuns will alsa
Include information
regarding elements of a
promotion which wiil snot
be executed by the Sales
Farce {advertising,
FSl's, etc).

NOILVOILIN 029VE0L1 VLOSINNIW “TVILNIGIINOD

INDICATED
CHANGE

Dovelop &
tracking/schedul ing system
wvhich will be able to
fdencify gl] activicles
scheduled (n a Sales
Section/market -- elther
Harkecring or Sales
initiated.

(1) ZX00£SX9¥GZ) 22000000



STATED

{Ses Page One)

Z9482E0402

FUNCTION:

CONCENTRATION:

)

-5—

MARKETING

RETAIL MERCHANDISING AND PROMOTION

ISSUE: MARKETING/SALES COORDINATION

STATED

ACTION PLAN
PFrovide Sales with loog
rangs (6-12 monche
promotionat plan so that
retail space can be
resexved.

Work has begun on the
1991 PP three monchs
sarllar than in past
years. FPromeotion
sllocationa to be glven
€o brand w/o 4/1 with &
preliiminary Promotion
Plan ta be issued w/o
5/28 and modified as
NACEEIATY ance
budgets/brand plans are
approved in October.

Promocion schedule viil
ba issued to Naw York
Sales and disseaminated to
the Fleld when
appropriate.

NOILYDLLIT 020VEOL v10SINNIW “TVLLNSAIINOD

INDICATED
CHANGE

Recommend a quarrerly
Fleld noctificaclion for
promotions to Le flalded
6-9 months later.
Exsmple: In July notify
Fleld of First Quarter
1991 promotions.

(131 7X00CS*4¥GT) £2000000
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PMILIP MORRIS U.S.A. INTER-QFPICE CORRESPONDENCE

120 PARR AVENUE, NEW YORK, N.Y. 10017
TO: David Dangeer DATE: March 16, 1990
FROM Rick Stirlen

SOAJRCT: Pive-Year Plan

Attached is a status report on progress tovard Pive Year Plan nmedia
goals., TFor all of our action plans, we ars on or ahaad of schadula.

Plaase ncts, the budget figqures referenced in the opening paragraph
should be revissd to reflect final 1999 totals of $197.1MM and
current 1590 1lst revised which will be available shortly.

Please let me know if you need any additional infe on.

RLS/mcf:
Attachoent

ce: Diana Kratt
Ellen Marlo

4928ZE0VOZ

TVILN3IQIINOD
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Media

Ovar the past iv@ years. PR Morng U S.A. has 3080 a00raxmatery SIOOMM DOY @i 1 Brand advertiung
SUDOC. Since 1984, 118 NS reSUEd 1 the most Srominent SNar ol v e I M Ndustry, Spenaing for 1989
will [olal $299MM ang tor 1990, Currant #S1a0IsNed Brands Are DudgRed M Shghtly more Men S2E0MM
Thess leves o 2Svanteng KICEOM wil MEALLA (O SNty Ovarall PM-USA DIOMnenca. but orovide a Isacer:
SPD DOSHEN W DOIN MAGAZNES IND out-o-Nome a8 PM-USA contrues 10 SUSDENG e comcathon oy
Pregurned T e overall sCVErEng SUDEON STAECY wil Fem &N n Diate OUNNG 1'8 DISH pentd, MAOUEH
HACTeASEd eMONATE 0N laCH DroMmouondl aStivly May shilt QOUArS from magADAM 10 out-ol-nome. ROP ana
SupRlemenis. Thig St a §/e0 B niuMNCAd Dy Ne macia Sirategies employsd By Our sompetitars.

lasue:

PROVIDE MAXIMUM IMPACT AND EFFICIENCY IN ALL MEDIA PROGRAMS CONSISTENT WITH
AN INDUSTRY LEADERSHIP POSITION.

-

Strategyr

Oeveiop pant 3nd out-o-hoMme evaiuauon Systema 1o maxumnze stectivg and efficiant delivery of dafingd
LAIJI AUCHENCEs CONSIRANT wiil Bvand craatvily. Thase Systems wil evaiuste Cumant Meis vehicles on both
a quanttatve (efficiency) and quaiitapva (IMpact) Bass. in addbon. they will 1a5I0r 1 NON-MEchs Le-r SOOKS-
ALes [0 iNCiude CONSWTEr DrOMOlions. CUSIOMEr/ODINON IS0 SNERRATANE AND SYNershc OPDOTUN.
bes with cther Operaang Companes. Finally. they wil identify all A00r0pnale-niw MEGE OEROUALAE.

Acton Plame
11901991 1990-1901
» Develop and wmpiement print evaluation sys- o Maxmze effactiverass of s Media Plannng
tems. {1990} Grout Thowgn ful mpiementabon of comput-
o Clarty PM-USA siratogy regaraing ont and #1210 SCheduling System. (199Q)
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Mancering-P. M. USA

ERIMARY FORMAT — FORCTION——
Heoza
T (CONCERTRATIONY
1990-1991
STATED STATED
STAIUS INDICAYED CHANGE«

Deveior Paxav/OON - Daveror/iwere- EVALUATION DATA BASE
EVALUATION SYSTEM MENY PRINTY IN PLACE - MEDIA/SRAND
VO MANIMIZE EFFEC- EVALUATION PRINY REVIEW MEETINGS
TIVE AND EFFJCIENT svsten (1990). UNDERWAY - NEW PRINT

AUDIENCE DELIVERY,
TRE SYSTEM SNOULD
ALSO FACTOR-EN
PRONOTIONAL AND
MERCHAMDISING
CONSIDERATIONS,
MEM WEDIA OPPOATY-
WITEES AND COMPANIES’
SYNERGISTIC OPPORTU-
MEIYIES.
-  CouaniFy Prauy/
MULTI-YEAR
DISCOUNT COMMIT-

MEDIA REVIEW PROCEDURES
BEING FORMALIZED - OM
SCHEBULE FOR 139] PLANNING
CYCLE IMPLEMENTATION.

ARE CURRENTLY NEGOTIATING ALL PRINT
DISCOUNT COMMITMENTS ON A SINGLE
YEAR BASIS WITHOUT RETROACTIVE
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(1 ZX00SS*YSE) 22000000

MENT STRATEGY SHORT-RATES WHEBE PossSksLE. TuIS wicL

{1990). ALLOW PN, mAXINUM DISCOUNTS PLUS YEARLY
PLANNING FLEXYBILITY,

GUIDELINES FOR O0H WULTI-YEAR COMMITMENTS
CONSTSTENT WITH STADIUM PROCEDURES IN-PLACE.
STILL NEED TO CLARIFY DESXRABILITY AND BENEFITS
OF MULTI-YEAR COMMITMENTS, ESPECIALLY FOR
conPORATE DOH IwvENTORY. RECOMMENDATION OUE
AS PART OF 1991 PLANMING PROCESS.

o INDICAYED CMANGES IN TME STATED ACVION PLANS, AS WELL AS TNE ADSITION OF NEW ACTION PLANS
THAT WERE NOT ORIGEIMALLY INCLUDED IN YOUR PLAN BRAFT.
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ManceTrng-P.N. USA Pace 2
PRIMARY FORMAY

— (ARCTIONY

Henia
— (UNCHITRATIONY
1990-19491
STATED SYATED
SIRATESY ACTION PLAN STATUS INDICATED CHANGE«
Ste Pace 1 - DEFINE FRANBVOAK - UNOER CURNENT SYSTEM MAXYNIZE
TO MANINXZE ALL PAINY EFFICIENCY TurouGH P.N. USA

RAYE EFFICIENCIES NEGOTIATION AND COMMITMENT EXECUTION -
THOOUGH OPERATING FSI°3 vunouGw KGF - OOH moT A FACTOR AT TWIS
COMPANIES COMMIY- poInT. Duning 1990 wILL EXPLORE DESXRABILITY/
neExys (1991). BENEF1TS/FEASIRILITY OF COMPANIES VERIUS
INDIVIDUAL OPERATING COMPANY COMMITMENTS.

- DEFINE, EVALUATE - BASIC CATALOG FORMAT DEVELOPED -~ DATA BASE
AND CATALOG MEDIA  UMDER DEVELOPMENT. DISCUSSIONS UNDERWAY

MERCHANDISING/ BETWEEN PN AND AGENCY MEDIA AND ACCOUNT GROUPS
PRONOTIONAL TO FORMULATE EVALUATION PROCEDURES AND INCLUDE
OPPORTUNITIES MEDIA PRONOTIONAL OPPORTUNITIES AS PART OF THE 1991
(1990-159%1). MEDIA PLANNING PROCESS.

o INDICATED CMANGES IN THE STATED ACTION PFLANS, AS MELL AS THE ADDITION OF NEM ACTION PLANS
THAT MERE NOY ORIGINALLY INCLUSED IN YOUR PLAN DRAFY. :
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MankETING-P .M, USA ace 3
CRIMARY FORMAT - [
Neoia
T (OACEHITETIONY
1998-1991
STATED STATED
STATUS IMPYCAYED CHANGE«
See Pace 1 - ReviEw AN = REVISED EVALUATION FRAMEWORK UNDER
wrnove OOH BEVELOPHENT ~ FIELD WORK AND TABULATYON
EVALUATION FOR NEW SYSTEM PILOT COMPLETE AND READY
svsten (199)). FOR PRESENTATION TO BRANS. MNEW POSITION
TO 8E ADDED AT BURNETT Y0 EVALUATE/DEVELOP
nEw InnovaTive ODH orromTUNITVIES. PRELININARY
SYSTEM WILL BE IN PLACE FOR 1991 PLANNING PROCESS.
- HAXIMIZE GoouP -~ PAINT SCHMEDULING = HAVE BEGUN DISCUSSIONS
EFFECTIVENESS SYSVEM FULLY ) wiTu MSA vo oeveror/
THROUGH FULL OPERATIONAL - OOH IMPLEMENT MEDIA
INPLENENTATION AND ROP TO COME ON- ANALYSIS SOFTMWARE
OF COMPUTERIZED LINE BY MID-VEAR. 70 ywenove P.M.
SCHEDULING SYSTEM. MEDIA CONTROL OVER
(1950} . AND CONTRIBUTION TO

THE PLANNING PROCESS.

% JUDICATED CMANGES IM TME ITATED ACVION PLANS, AS WELL AS THE ABDITION OF NEW ACTION PLANS
THAT SERE MOT ORIGIMALLY XNCLUDED IN YOUR PLAN DRAFT.
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HanxeTING-P.N. USA Pace 4
TFORCTIONY
Mep1a
T CORCETRATYONY
1992-1994
STATED STATED
SIRAIESY STAIUS JMDICATED CHANGE~
See Pace 1 - FuLl xeeLE- - ALL THREE OF TMESE
MENTAVION OF

00 EvaALUATION
svsyem (1992).

SPECIFIC PROGRAMS

ELEMENTS ARE EXTENTIONS
of 1990-1991 action
PLANS AND SNOULD

BE COMPLETED ONM

OR BEFORE SCHEDULE.

TO MAXIMIZE OPERATING
COMPANIES RATE
EFFIcIEncIes {1992-1994).

FULLY UTILIZE ALL MEDIA
MERMANDI SING/PFROMOTIONAL
OPPORTUMITIES,

o INDICATED CHANGES IN THE STATED ACTION PLANS, AS WELL AS THE ADDITION OF NEW ACTION PLANS
THAT WERE NOT ORIGIMALLY INCLUDED IN YOUR PLAN DRAFY.
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