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ACTION PLAMi 

1990 - 1991 

Incraasa parcant of promotad volume on Virginia Slima 
from a historical laval of 2-3 parcant to 6-10 parcant of 
voluna (1990-1991). 

Conduct 3 to 4 innovative aedia dalivarad incantiva 
offars with coupons to hold currant saoksrs and ganarata 
voluaa. Targat oldar prica sensitive Virginia Slims 
smokers (1990-1991). 

Support Superslims with continuous advertising, ragular 
product promotions and image-enhancing incentive 
promotions, diract mail and grassroots saapling events 
(1990-1991). 

Expand braadth of promotional placement beyond current 
"promoted stores" through distributors via MASTERS to 
build volume in stores not usually reached (1990-1991). 

Comtemporise packaging for the Virginia Silas family 
(1990) and launch with aggressive promotion and 
advertising program (1991). 

Explore other Virginia Slias event proaotlons relevant to 
target audience and offer volume generating retail 
promotions. Test new innovative event promotion 
(1990-1991). 

Expand Slims Club direct sail (1990-1991). 

Develop and implement target marketing programs to build 
business in key regional opportunity areas (1990-1991). 

Impleaent Virginia Slims advertising in Hispanic markets 
(1990). 
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1992-1994 

Assmsa result of increased laval of proaoted volume for 
Virginia Slias and increase if proven successful. 

Consider increasing number of publications in which 
innovative media delivered incentive continuity offers 
are featured (1992-1994). 

Expand Virginia Slims event promotion if successful 
(1992-1994). 

© 

o 

OB 
••J 
U 
-4 

Source: https://www.industrydocuments.ucsf.edu/docs/fmlk0045



MARKETING 
FULL MARGIN - VIRGINIA SLIMS 

•STATED STRATEGY 

. No change 

STATED ACTION PLAN 

Increase percent of 
pronoted volume to 8' 
in 1990. 

Develop and target 
marketing programs 
to build business 
in key regional 
opportunity areas. 

STATUS 

Heavy promotional 
activity on national 
level: 

INDICATED CHANGE 

. No change. 

Retail: 3 pack promotions 
1 carton promotion 

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

Direct Mail: Superslims 
trial programs and Virginia 
Si itas Slimsclub program, CIP 
program: on-going. 

Couponing: Superslims retail 
coupons Jan.-Feb. 

Regional/targeted promotions 

-Misty defensive efforts Jan-
April at retail in California, 
Atlanta, Augusta and Shreve-
port. ROP advertising W/BIGIF 
coupon in development for 
tentative April insertion. 

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

-April T-shirt carton promotion 
in 31 key markets. 
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MARKETING 
FULL MARCIN - VIRGINIA SLIMS 

STATED STRATEGY STATED ACTION PLAN STATUS INDICATED CHANGE 

. No change . Conduct 3-4 media- . T-shirt offer w/coupons . No change 
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). 

CD 
Book of Days otter with o 
coupons will be fielded § 
in Novenber. § 
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MARKETING 
FULL MARGIN - VIRGINIA SLIMS 

STATED STRATEGY 
. No change 

STATED ACTION PLAN 
Support Superslims 
with increased 
advertising and 
continuous couponing, 
free product and 
incentive promotions 
(1990-1991). 

STATUS 
Mew ad campaign final­
ized fur May 1990 
launch. Media funds 
sufficient to advertise 
brand separately thru 
Sept. 1990 only. 

Introductory retail 
couponing continued thru 
Feb. 1990. 

INDICATED CHANGE 
Support Superslinis with 
continuous advertising, 
regular product 
promotions and image-
enhancing incentive 
promotions, direct mail, 
and grassroots sampling 
events. 

Two Superslims-specific 
product promotions 
scheduled: Jan. 1990 
B1G1F; June 1990 B2G1F. 
In 1991, SS will have one 
pack and one carton 
promotion. 

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

1989 Direct Mail program 
expanded significantly due 
to over-response. New 1990 
program in development for 
June 1990 launch. 
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Grassroots sampling/event 
promotion (bar nights) in 
development for the 4th Qtr. 
1990. 

Superslims to be supported 
within VS family promotions 
during 1990 and 1991 as well 
(2 pack, 2 carton per year). 
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MARKETING 
HILL MARGIN - VIRGINIA SLIMS 

STATU!) STRATEGY 

. No c h a n g e 

STATED ACTION PLAN 

Expand S l i m s c l u b 
d i r e c t n a i l . 

STATUS 

1990 program currently 
in production. Offer 
to be nailed 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. 

INDICATED CHANGE 

. No change 

m S Z E O M : 
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MARKETING 
FULL MARGIN - VIRGINIA SLIMS 

STATED STRATEGY STATED ACTION PLAN STATUS INDICATED CHANGE 

. No change . Implement Virginia . Magazine, outdoor and . No change 
Slins advertising in POS advertising 
Hispanic markets. approved and in 

production. 

Outdoor - May start 
Print - June start 
POS - July/August 
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PRIMARY FORMAT Marketing 
(FUNCTION) 

Other Full Margin (Parliament) 
(CONCENTRATION) 

STATED 
STRATEGY 

o Focus Parliament's 
strategic execution 
on the 22- to 
3i>-year-old smoker 
segment in Region 1 and 
the expansion markets. 

parliament Menthol 

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

STATED 
ACTION PLAN 

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

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

STATUS 

o Share amongst 22- to 
35-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. Pariiament 
will spend $6.7 MM 
in advertising to 
establish the campaign. 

INDICATED CHANGE* 

o Launch Parliament menthol o Advertising and produc-
in early third quarter 
1990 throughout Region 1. 
Introduce with a kings and 
a 100s packing. 

tion are set and awaiting 
final packaging prior to 
development 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. 
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GAP IN BATES NUMBERS HERE 
ACCORDING TO BOX INDEX 

Merrill Coproration • St. Paul, Minnesota 
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PRIMARY FORMAT Marketing 
(FUNCTION) 

New Products 
(CONCENTRATION) 

STATED 
STRATEGY 

o Develop and success­
fully introduce techno­
logically advanced 
products which improve 
the social accept­
ability of smoking 
without compromosing 
taste and smoking 
satisfaction. 

STATED 
ACTION PLAN 

o Next/De Nic packaging 
modification. 

o Next/De Nic blend 
modification. 

o Next/De Nic adver­
tising review. 

STATDS 

o New packaging has 
been approved by man­
agement and will be 
used in Tampa test 
market. National roll­
out QIV 1990. 

o Tar and nicotine mod­
ifications have been 
made for use in upcoming 
Tampa test market. 

o New advertising has 
been approved by man­
agement and will begin 
with upcoming Tampa 
test market. 

INDICATED CHANGE* 
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* 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. 
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PRIMARY FORMAT Market ing 
(FUNCTION) 

£riTl8fi~Hev Products 
.(CONCENTRATION) 

STATED 
ACTION PLAN 

o Develop and test 
Ultima ultra low tar 
cigarette. 

/ 

STATUS 

o Packaging and ad­
vertising is under*' 
development. Product 
under development 
with R & D. Test 
market anticipated 
for QI 1991. — ? 

o see Ultima 
development. 

INDICATED CHANGE* 

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

o Develop and test o Creative concepts 
Ambrosia concept. currently in consumer 

research. Campaign to 
be selected in QII 1990. 
Packaging finalized 
subject to management 
approval QII 1990. 
Product under development 
with P&D. Test market 
planned Cor 2nd half 1900. 

* Indicate chanqes in the stated action plans, as--vell as the addition of new action plans 
thiit were not origina)ly included in your plan draft-. 
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PRIMARY FORMAT Marketing 
(FUNCTION) 

New Products 
(CONCENTRATION) 

STATED 
STRATEGY 

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 
smoke odor. 

o Development of Sigma, 
a technological break­
through cigarette. 

o Develop and test low 
burn propensity cigarette, 

o Develop and test no 
ashtray odor cigarette. 

STATUS 

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 
i9y;>/93 testing. 

INDICATED CHANGE* 

* indicate changes in the stated action plans, as well as the addition of new action plans 
that were not originally included in your- p-lan .draft.. 
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FORMAT FOR CHANGED 
STRATEGY MARKETING 

(FUNCTION) 

CARTIER 
(CONCENTRATION) 

CURRENT STRATEGY 

o Launch C a r t i e r in 
LA appeal ing t o l a r g e l y 
female, u p s c a l e , h i g h l y 
image-conscious consumers, 

CHANGED SITUATION 

o Introduction of 
the first premium 
priced cigarette focus 
in LA showed the need 
to stay in LA for a 
longer introductory 
period. 

REVISED STRATEGY 

o In order to boost 
volume, expand Cartier to 
SF/Oakland and Hawaii by 
Aug. 1990, drawing from LA 
experience. 

o Introduce to the 
balance of US on 
Jan 1, 1991 since a 
national launch is 
appropriate in view of 
the fact that the 
premium category is 
viable, albeit small. 

sSiCazeotos 

Noiivoun ooovaoi VIOSBNNIW nviiNaauNOO 

Source: https://www.industrydocuments.ucsf.edu/docs/fmlk0045



t 

RETAIL 
MERCHANDISING 
PROMOTION 

t̂-

2040328753 

\ ( ( 

Source: https://www.industrydocuments.ucsf.edu/docs/fmlk0045



FUMCTION: MARKETING 

CONCEHTRATION: RETAIL MERCHANDISING AND PROMOTION 

ISSUE: MARKET-SPECIFIC/LOCAL MARKETING 

STATED 
SXBAXEGJC 

Provide the F ie ld Sales 
organizat ion with a 
var ie ty of mater ia ls Co 
drew upon as needed. Sot 
• • I d a budget do l l a rs and 
Sale* Force claw to be 
employed on a local basis. 
Perfect a meLhod to 
evaluate and approve local 
requests In' a timely 
•tanner. 

STATED 
ACTIO* pLftJt 

Produce • number of 
different material* 
(displays, Incentives, 
coupons. fOS) which can be 
drawn upon aa needed during, 
1990. Expand the magnitude 
and variety of these 
materials In subsequent 
years. 

STATUS 
Consumer Promotions la 
preparing a aenu of 
promotional Ideas for 
brand approval. Once 
approvals obtained, 
development of mater ia ls 
w i l l proceed. 

1dene I fy lng items 
current ly In KOC which 
can be used. 

Purchasing is researching 
I teas which can be p la ted 
In inventory. 

$2.00 coupons for MM. 
H e r l t . V S . and 
Parliament produced and 
placed In Inventory. 

INDICATED 
CJIftN&E. 

In addi t ion to a v a r i e t y 
of on-hand Iteeut, 

ind providing e menu 
of promotions f r o * which 
appropriate ones can be 
selected end sold In as 
mul t i -s tep programs for 
speci f ic accounts/markers. 
Envision Marketing, F i e l d 
Sales and National 
Accounts Ident i fy ing 
volume-generating 
opportunit ies to put 
•ga inst th is menu. 

Henu would take the form 
of a notebook/manual 
h igh l ight ing each o f f e r , 
cost and development 
leadtimes needed for f i e l d 
de l ivery . 

frSmEOfrOS 
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FUNCTION: MARKETING 

CONCENTRATION: RETAIL MERCHANDISING AND PROMOTION 

I S S U E : MARKET-SPECIFIC/LOCAL MARKETING 

STATED 
STRATEGY 

(Sea Pag* One) 

STATED 
ACTUM f UM 

Develop «nd provide s a l e s 
•act ion* with promotional 
veh ic le s (mobile kleeke, 
booth*, tenta , s tore 
opening k i t s ) Co enhance 
del ivery of local 
promotion* to adult 
smokers. 

Beginning in 1990 end 
expending each year, set 
aside a portion of each 
brand's budget to fund 
local I n i t i a t i v e s . Work 
with Sales in 1990 to 
determine bow th le budget 
w i l l be administer** end 
control led . 

Develop permanent POS 
Materials and displays 
which can be customized in 
the f i e l d based on 
Individual store needs. 

SXAXUS 
Development of these 
lteais Is in progress. 

INDICATED 
£J|AN£E. 

Budget recomaendatloa to 
be prepared for Second 
Revised and 1991 0 6 

Current customization 
e f f o r t s being coordinated 
with Sales . New t e s t s 
Include awnings, store 
fronts and Illuminated 
s igns . 

Planning to conduct focus 
groups with H e l d Sales 
(o identify incremental 
POS opporLutii l i e s end 
evaluate cuir.-ttl lteais. 

Recoeawnd separate budget 
for t h i s a c t i v i t y Instead 
• f having the funds 
contained In each brand's 
budget. 

CD 
CD 
CD 
CD 
CD 
CD 

CD 

r̂ o 
Cn 
-f^ 
x 
O-J 
O-J 
CD 
CD 
x 
r-o 

Developing "PH Look" for 
a l l PM-USA merchandising 
veh ic le s {displays , 
permanent POS, f i x t u r e s ) . 
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FUNCTION: MARKETING 

CONCENTRATION: RETAIL MERCHANDISING AND PROMOTION 

ISSUE: MARKKT-SPBCiriC/UOCAL MARKETING 

STATED 
SXBAtECJt 

(See Page OIIC) 

STATED 
ACTIO* PLAN 

I d e n t i f y and cont inual ly 
evaluate t h i r d party 
organizat ions who can 
Implement local Marketing 
progtans (bar nighta, acora 
t a l e * ) without d i rec t aalee 
force Involvement. 

Work with Sales Co 
determine die f e a s i b i l i t y 
of creat ing Sales Section 
teams who would be charged 
wi th b l i t z i n g aarkets wi th 
FOS as appropriate. I f 
proven co be b e n e f i c i a l , 
test In one section and 
r o l l out na t iona l ly . 

STATUS 
Third parties have been 
used successfully on 
Harlbero gar Nights. 
SupcrS11ms Sampling end 
Cartter Sampling. 
Continuing to Investigate 
additional groups. 

"Check Out" coupons are 
being tested to target 
competitive smokers. 

While creation of special 
"teams" is still being 
considered, blitz efforts 
have occurred on behalf 
of Harlboro in Phoenix 
and additional blitzes 
afe ptMimed (or the 
second and third quarter. 

INDICATED 
CHAMGp 

Third party afforta need 
Sales Force coordination 
to be successful. 
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^MARKET] FUNCTION :^NARKETI NG 

CONCENTRATION: R E T A I L MERCHANDISING AMO PROMOTION 

ISSUE: MARKET-SPECIFIC/lJDCAL M A R K E T I N G 

STATED 
SZBAissx 

(See Page One) 

STATED 
ACTUM FLAM 

On an ongoing baala, review 
the Brand and Sale* 
organization to •neuie that 
the proper atructura aitlate 
to aaxlalze loca l 
opportunit ies . 

STATUS 
Hew group created (Recall 
Merchandising Program) 
to develop aercliandlalng 
-look- r w 
planning/tracking and 
local promotions. 

New group es tabl i shed in 
Events Tor the saae 
purpose. 

Harlboro Brand Croup has 
bean restructured and now 
Includes a Brand Nanagar 
who i t responsible (or 
regional / local Marketing. 

INDICATED 
£HftH£E 
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FUNCTION: MARKETING 

C O N C E N T R A T I O N : RETAIL MERCHANDISING AND PROMOTION 

ISSUE: MARKETING/SALES COORDINATION 

STATED 
STRATECy 

Provide opportunit ies for 
Interaction between 
Marketing end Ss lee while 
encouraging contacts In N< 
York and In the Field 
whenever business needs 
d l c t e t e . Work to Improve 
coassuntcatlon veh ic le s 
( f f f . eleneivts M M S ) 
while searching for new 
ways oC cowsunlcatlng 
object ives and 
•Mpectatlons In a c l e a r , 
concise Hnner . 

STATED 
ACTION PIAH 

Increase exposure to Sales 
Force naeda by requiring 
periodic field vlelte tor 
all brand personnel and 
unbare of Marketing 
Services. 

Bring Field personnel to 
New York to participate in 
promotional development, 
coapet Itlve response 
decisions end strategy 
sessions. 

STATUS 
Visits occurring as 
appropriate by Brand and 
Marketing Services. 
Several visits have been 
conducted In conjunction 
with test market 
activities. HiIstol 
launch and competitive 
Initiatives (Houston. 
Phoenix, etc). 

Visits by Section 
Directors to work with 
Brand are Increasing. 
Through physical stee tings 
and phone contacts 
Section Directors are 
being Incorporated into 
planning sessions for 
specific initiatives and 
consulted on the 
valld|ty/approprlateness 
of possible fM USA 
actions. 

INDICATED 

gUAJKB 
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FUNCTION: MARKETING 

CONCENTRATION: RETAIL HERCHANDISING AND PROMOTION 

ISSUE: HARXETIHG/SALES COORDINATION 

STATED 
SXBAXEOt 

<See fags One) 

STATED 
ACTIftH H A M 

Require M r testing trainees 
Co spend at Least O M Month 
In the field. Expand this 
requirement to ftrend 
Assistant* In 1991. 

Increase the number of Job 
transfers between Marketing 
and Sales. 

Establish quarterly 
•eetings between Region 
Directors and Croup Brand 
Directors to coordinate 
upcoming activities. 

Us ets in the process of 
recruiting Marketing 
trainees. This set ion 
plan will be laptenanted 
when they have been 
hired. 

This Is an ongoing 
activity *s opportunities 
arise. Several Sales 
candidates have been 
Interviewed for openings 
in Brand and Marketing 
Services. Recently a 
brand Manager and two 
brand assistants have 
cose directly from the 
Sales organization. A 
candidate fro* Sales Is 
also being considered for 
the Custom Merchandising 
area. 

To be incorporated Into 
the scheduled Region 
Directors Meetings held 
In Hew York as 
approprlate. 

INDICATED 

CteUSCC 
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FUNCTION: MARKETING 

CONCEHTItATIOM: RETAIL MERCHANDISING AND PROMOTION 

ISSUE: MARKETING/SALES COORDINATION 

STATED 

STRATES* 
<$•• Page One) 

STATED 

ACHPH FUH 
Continue t o ref ine 
Marketing's PPP arocase to 
bet ter natch actual f i e l d 
a c t i v i t y and taka Into 
account loca l e f f o r t s . 

Expand coasHinlcarlon to the 
f i e l d through v ideos , 
v isual aids and Improved 
elements a s m s . 

STATUS 
Project underway to both 
broaden the scope of the 
PPP to Include a l l 
Instore v i s i b i l i t y and 
display opportunities 
(pack and ca.tt.qn out l e t s ) 
and to geographically 
rank I'M-USA's brands so 
that Multiple PPP** can 
be created which Increase 
brand presence In key 
atarkets. 

Use of PPP videos for 
s p e c i f i c promotion 
cooMunlcatlon has been 
tested and Is currently 
being evaluated. 

New forawts for 
proposals, eleetents nenoa 
and f i e l d conaunlcatlon 
of promotions are neartrig 
conplet ion. 

INDICATED 
CLAUSE 

Expanded tracking effort 
la being tnpleaented to 
aat and hold Co strict 
developmental due dates 
for promotions, track the 
flow of all materiel* and 
ensure on-tie* delivery to 
the Field Weekly 
Meetings are being 
conducted with key 
Marketing Services and 
Sales personnel to better 
coordinate Materials Clow 
and resolve prograna which 
are behind schedule. 
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FUMCTIOK: MARKETING 

COHCENTRATION: RETAIL HERCHAHDISIHG AMD PROMOTION 

ISSUE: MABKETIMG/SALES COORDINATION 

(S« 

STATED 
STUATEGY 

Page One) 

STATED 
ACTTQH PUU1 

Participate co ch« fullest 
extent possible In Salea 
Planning avanta. 

Increase Sales Force 
knowledge of upcoming 
Marketing activities. 
Including chose which will 
not require direct Sales 
Force Involvement. 

STATUS 
Croup Directors and key 
Marketing Services 
personnel participated In 
Flret Halt 1990 planning, 
seasIon In Dallas (Dec.) 

Selected Brand and 
Merchandising personnel 
participated In recent 
CPP Meeting In Dallas 
(Feb.) 

working with Headquarter 
Sales to communicate kay 
promotion Inforetation 
(fact sheets) 3-6 months 
In advance of field date. 

Field co—uiijcatIon memo 
for promotions will also 
Include Information 
regarding elements of a 
promotion which will not 
bo executed by the Sales 
Force (advert IsIng. 
FSI'a. etc). 

INDICATED 
CHANGE 

Develop a 
tracking/scheduling ayat< 
which w i l l ba able to 
I d e n t i f y a,U a c t i v i t i e s 
scheduled In a Sales 
Section/market - e i the r 
Marketing or Sales 
I n i t i a t e d . 
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FUNCTION: HARKETIMG 

CONCENTRATION: RETAIL KERCHANDISIMG AMD PROMOTION 

ISSUE: MARKETING/SALES COORDINATION 

STATED 

SXBAXfiSX 
(See Page One) 

STATED 

ACTION PUW 
Provide Sale* with long 
rang* (6-12 months 
promotional plan so thac 
recal l space can be 
reserved. 

STATUS 

Work haa begun on the 
1991 rrr three aonche 
earlier than In peat 
years. Promotion 
allocation* to be given 
Co brand w/o 4/2 with a 
preliminary Promotion 
H a n to be Issued w/o 
S/2t end modified as 
necessary once 
budgets/brand plans are 
approved In October. 

Promotion schedule will 
be leeued to New York 
Sales end disseminated to 
Che Field when 
appropriate. 

INDICATED 

CUftHfiE 

Recommend e quarterly 
Field notification for 
promotions to be fielded 
6-9 months leter. 
Example: In July notify 
Field of First Quarter 
1991 promotions. 
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GAP IN BATES NUMBERS HERE 
ACCORDING TO BOX INDEX 

Merrill Coproration • St. Paul, Minnesota 

Source: https://www.industrydocuments.ucsf.edu/docs/fmlk0045
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PnTUP H3RRI3_g.a,A. u r m - o m ^ ^n^p^rcntCT 
120 PARX AVZH01, NZV YOPJC, K.Y. 10017 

TO: Oavid Dangaor DATS: Hatch i«, 1990 

nt«: RicK Stirlan 

SOBJ1CT: Plva-Ysar Plan 

Attachad is a status report on progress toward Piva Year Plan madia 
goals, for all of our action plana, we are on or ahead of schedule. o 

O 
Please note, tha budget figurea referenced in tha opening paragraph Z 
should be raviaad to reflect final 1999 total* off $297.1MH and 3 
currant 1990 lat revised which will ba available shortly. O 
Please lat aa know if you naed any additional information nforaatdt 

ft 
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> 
r-

RLS/acf: 
Attachaent 

Z 
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ce: Diana Kraft O 
Ellen Mario H 
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UfA 

M«dfa 

Ov«r m« pa« fw« ^Mrs, Pn<H) Morns U.S. A. nas f pant aeprox'maiarv S300MM o r y«ar in ^and advwt«ng 
suoo<yrS<ne»i9W.iMna»ft«urt*d.rffl^m<*oromnam 
wiii total 9399MM and 'or 'MO e m * asrapftsAad attflds ara budgstad at * * * % mort man 3260MM 
Thasa lavait at advanxtng tuaoon w*u maintain not enty ovaraii PM-uSA prom<nanea. but prowda a >aaoar-
snto pou>on *> ban magazmas and out-o>-noma a* PM-USA contiruaa to outtpand ma compattion 4 >» 
prtsumad ttat tn« ovaiaii advafwitg suoeon stratagy wfi ramain >n ptacp dunng ira plan par >od- anhougn 
•ncraasad ampnasis on local promotional activity may an* aouart from magasnaan out-of-nomc POP and 
supplements, TMS in<ft *tf also be wiueneed py fla madia itratagiaa employed by our competitors. 

luiwt 

PROVIDE MAXIMUM IMPACT AND BPPlCieNCV IN ALL Mf DU PROGRAMS CONSISTENT WITH 
AN INOUSTRY LEADSRSWP POSITION. 

Strataffyi 

Develop pnnt and out-of-hpme evaluation systems to mswmne erteeove and affioant oJeKvary of defined 
targa*aw*ene»ecoflMeni wtfn brand creativity. 1 * ^ 
a duantUfrva (efficiency) and qualitative (impact) bus. In addition, fray wtf 'actor ** norwneOa o*n opoor* 
tu nitaa to HXiudtfconjumar promotions, cusfomer/opinion load* enttrtawmeni and aywgaoc opportwv 
twa w*h other Operaong.Companies. Pnafty, may w» dentfy an eooropftttp-npermeett opportunities. 

Adfon Plana 

tt9»t9t1 

Oavtlop and impiamani print rvatuatron syf-
tarn*. (1990) 

Cia/rfy PM-USA strategy regarding print and 
out-of-noma mum-year discount commtunents 
to balance ine daac* for flewbiWy aganat * • 

• reality of * discounts. OWO 

Oafina «lr«nawork for mavmipng aft r«» 
affoanoaa through Opwa&ng Companiee 
madt* cciMfwrnents. (1991) 

Define, evafuat* and catalog med-a mar che/v 
»$tftO/pronwbonat eppoftunit>#s tor a> verv 
cat. implarram a* appropriate. 0990*1991) 

Conduct ravaw of the currant out-of-noma 
avahiaiton systems and devs»op specrfe rac-
ommandaDonalor tmprcvamarv. 0991) 

IHO-tft l 

Maximge effectiveness of tha Madia Planning 
Group mougn fufl «nptemertaibpn of cemput-
mxed scheduling system. 0990) 

19tM9t4 

fully implement ffi«out-o(-r*ama, evaluation 
system and integrate into tna print system. 
(19931 

institute spaofc program* win Operating 
Companies to ma»r*i» an media rata iffoarv 
Cia«.(l992-t9S4) 

Fully ub!t» all media n>trcnano>ting/promo> 
(>onar opportgninet on a PM-USA and PM 
Companies bans (1992-1994) 
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ptntttv FORMAT 
HARICETING-P.H. USA 

tnrcniMi— 
HCOIA 

PAGE 1 

HOT 

STATED 
STtATECT 

1990-1991 
STATED 

ACTUM FLAM 
STATUS 

OCVCLOP PRINT/OOH 
EVALUATION SYSTEM 
TO MAXIMIZE EFFEC­
TIVE AND EFFICIENT 
AUDIENCE DELIVERY, 
THE SYSTEM SHOULD 
ALSO FACTOR-IN 
PROMOTIONAL AND 
MERCHANDISING 
CONSIDERATIONS, 
NEW MEDIA OPPORTU­
NITIES AND COMPANIES' 
SYNERGISTIC OPPORTU­
NITIES. 

DEVELOP/IMPLE­
MENT PRINT 
EVALUATION 
SYSTEM (1990). 

CLARIFY PRINT/ 
OOH MULTI-YEAR 
DISCOUNT COMMIT­
MENT STRATEGY 
(1990). 

EVALUATION DATA RASE 
IN PLACE - MEDIA/RRAND 
PRINT REVIEU MEETINGS 
UNDERWAY - NEW PRINT 
MEDIA REVIEW PROCEDURES 
BEING FORMALIZED - OH 
SCHEDULE FOR 1991 PLANNING 
CYCLE IMPLEMENTATION. 

ARC CURRENTLY NEGOTIATING ALL PRINT 
DISCOUNT COHMITNENTS ON A SINGLE 
YEAR OASIS UITNOUT RETROACTIVE 
SNORT-RATES WHERE POSSIDLE. THIS MILL 
ALLOW P.M. MAXIMUM DISCOUNTS PLUS YEARLY 
PLANNING FLEXIBILITY. 

GUIDELINES FOR OOH MULTI-YEAR COMMITMENTS 
CONSISTENT WITH STADIUM PROCEDURES IN-PLACE. 
STILL NEEO TO CLARIFY OESIRABILITV AND REMEFITS 
OF MULTI-YEAR COMMITMENTS, ESPECIALLY FOR 
CORPORATE OOH INVENTORY. RECOMMENDATION OUE 
AS PART OF 1991 PLANNING PROCESS. 

• INDICATED CHANGES IN THE STATED ACTION PLANS, AS WELL AS THE ADDITION OF NEW ACTION FLANS 
TNAT WERE NOT ORIGINALLY INCLUDED IN YOUR PLAN DRAFT. 
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PwIHANY FOBMAT 
MANKETING-P.M. USA 

<FDwrnnn— 
MEDIA 

PACE 2 

STATED 
STOATEfiY 

Set PAGE 1 

1990-1991 
STATED 

ACniUFtAlf SShB& 
DEFINE FRANEUOMC -
TO MAXIMIZE ALL 
•ATE EFFICIENCIES 
TMMMJfiH OPERATING 
COMPANIES COMMIT­
MENTS ( 1 9 9 1 ) . 

- DEFINE, EVALUATE -
AND CATALOC MEDIA 
MERCHANDISING/ 
PROMOTIONAL 
OPPORTUNITIES 
(1990-1991). 

UNDER CURRENT SYSTEM MAXIMIZE 
FAINT EFFICIENCY THROUGH P.M. USA 
NEGOTIATION ANO COMMITMENT EXECUTION -
FSI'S THROUGH KGF - 00H NOT A FACTOR AT THIS 
POINT. DURING 1990 WILL EXPLORE OESINABILITY/ 
B E N E F I T S / F E A S I O X L I T V OF COMPANIES VERSUS 
INDIVIDUAL OPERATING COMPANY COMMITMENTS. 

BASIC CATALOG FORMAT OEVELOPEO - DATA BASE 
UNDER DEVELOPMENT. DISCUSSIONS UNDERWAY 
BETWEEN PH AND AGENCY MEDIA AND ACCOUNT GROUPS 
TO FORMULATE EVALUATION PROCEDURES AND INCLUDE 
MEOIA PROMOTIONAL OPPORTUNITIES AS PART OF THE 1991 
MEDIA PLANNING PROCESS. 
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• INDICATED CHANGES IN THE STATED ACTION FLANS, AS WELL AS THE AOOITION OF NEW ACTION PLANS 
THAT MERE NOT ORIGINALLY INCLUDED IN YOUR PLAN DRAFT. 
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namx rami 
MARJCCTING-P.M. USA 

tnwcnwv— 
MEDIA 

PAGE 3 

STATED 
STttATECV 

SEE PAGE 1 

1990-1991 
STATED 

AcnoMmm 
- REVIEW AND 

IMPROVE OOH 
EVALUATION 
SYSTEM (1991) 

MAXIMIZE GROUP 
EFFECTIVENESS 
THROUGH FULL 
IMPLEMENTATION 
OF COMPUTERIZED 

STATUS 

- REVISED EVALUATION FRAMEWORK UNDER 
DEVELOPMENT - FIELD WORK ANO TABULATION 
FOR NEW SYSTEM PILOT COMPLETE AND READY 
FOR PRESENTATION TO BRAND. NEW POSITION 
TO BE ADDEO AT BURNETT TO EVALUATE/DEVELOP 
NEW INNOVATIVE OOH OPPORTUNITIES. PRELIMINARY 
SYSTEM WILL RE IN PLACE FOR 1991 PLANNING PROCESS. 

- PRINT SCHEDULING 
SYSTEM FOLLY 
OPERATIONAL - OOH 
ANO ROP TO COME ON­
LINE BY MIO-VEAR. 

SCHEDULING SYSTEM. 
U990) 

- HAVE BEGUN OISCUSSIONS 
WXTN MSA TO DEVELOP/ 
IMPLEMENT MEDIA 
ANALYSIS SOFTWARE 
TO IMPROVE P.M. 
MEDIA CONTROL OVER 
ANO CONTRIBUTION TO 
TNE PLANNING PROCESS. 
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* INDICATED CHANGES IN THE STATED ACTION PLANS, AS WELL AS THE ADDITION OF NEW ACTION PLANS 
THAT WERE NOT ORIGINALLY INCLUDED IN VOHN PLAN DRAFT. 
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IHlHIWr FOWWT 
HARJCETING-P .N . USA 

PAGE 4 

MEDIA 

STATED 
STMTECT 

SEC PACE 1 

1992-1994 
STATED 

ACTMM WAN STATUS 

- FULL IMPLE­
MENTATION OF 
OOH EVALUATION 
SYSTEM (1992), 

- SPECIFIC PROGRAMS 
TO MAXIMIZE OPERATING 
COMPANIES RATE 
EFFICIENCIES (1992-1994). 

FULLY UTILIZE ALL MEDIA 
MERNANDISING/PRONOTIOMAL 
OPPORTUNITIES, 

amCATEP CHAMtf* 
- ALL THREE OF THESE 
CLEMENTS ARC CXTCNTIONS 
OF 1990-1991 ACTION 
PLANS ANO SHOULD 
RE COMPLETED OH 
OR BEFORE SCHEDULE. 

* INDICATED CHANGES IN THE STATED ACTION PLANS, AS HELL AS THE ADDITION OF NO* ACTION PLANS 
THAT WERE NOT ORIGINALLY INCLUDED IN YOUR PLAN ONAFT. 
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