
MARKETING RESEARCH, iSdc.

0929904-014

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134



VECTOR
MARKETING AND SiRATEGY ANALYSTS INC .

IAVI 'ULCUI IVL I1RVE FURI LEE, Nf W -ERSEY UJIPl
III RIIIIJ0101 10 FAX I?0114L1(i!rJl

CIGARETTE PRODUCT

QIIA_LITY ETUDY

Prepared fors

THE AMERICAN TOBACCO COMPANY

June , 1990

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134



OBJECTIVES

The objective of this research was to determine what

product quality deficiencies, if any, are generally

attributed to their own brand of cigarettes by a sample

of the overall smoking population .

Additionally, the research was designed to measure how

these product quality deficiencies rank in importance

with the smoker .
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sTUDY_RE_TNODOLOGY

A total of 200 personal interviews were conducted in high

traffic malls in the following cities :

Atlanta Chicago

Boston Oklahoma City

San Diego

All respondents were screened to ensure they . . .

. . . were at least 21 years of age

. . . smoke at least 10 cigarettes per day .

Additionally, quotas were established to produce a sample

composition of . . .

. . . half inen, half women

50 smokers of R .J . Reynolds cigarette brands

50 smokers of Philip Morris cigarette brands

100 smokers of other cigarette brands

All interviewing was conducted during the week of April

9, 1990 .
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QUESTION___AR_F.AB -

The questionnaire employed in this study covered the following

question ares :

REGUIJfR BRANQ USAU

- Typc of cigarette smoked as regular brand

I'ilter/Non-Filter

Menthol/Non-Menthol

'1'ype of pack purchased

ecofC Pack/Hard Pack

Now usually purchased

By the pack/By the carton

Type of retail outlet where cigarettes are usually
purchased

iLATING OF CURHENT REGULAR BRAND ON VARIOUS ATTRIBUTRS

RATING OF CURRENT REGULAR BRAND ON PACKAGING AND PROD CT
CONSISTENCY

IMPORTANCE OF CIGARETTE PACICAGING CHARsCTERISTICS

RATING OF REGULAR BRAND O iLl:+:[5l" :1F

IMPORTANCE OF CIGARETTE CHARACTERISTICS

RATING OF REGULAR BRAND ON CIGARETTE CHARACTERISTICS

AVAILABILITY OF REGULAR CIGARETTE BRAND

DEMOGRAPHICS
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SUMMARY OF FINDINGa

1 . Smokers rated their regular brand of cigarettes extremely high

on virtually all product attributes . With "5" being a perfect

mean score, the range of mean scores achieved were 4 .62 for

"undamaged cigarettes" to 3 .77 for "attractive packaging" .

2 . The regular brand of cigarette smoked was rated extremely high

on the specific product characteristics of the "condition of

the pack when purchased", "the consistent quality of the

cigarettes", "the condition of the carton when purchased" and

"how well the pack protects the cigarettes" .

3 . The packaging characteristic considered most important was

"there are no cigarettes missing in the pack" . The only

characteristics not considered very important were "there are

no bits of tobacco under the cellophane" and "there are no

bits of tobacco in the pack" .

The smokers included in this study felt that the

characteristic which their regular brand satisfies most often

was also the one considered most important -"there are no

cigarettes missing in the pack" .

4 . All but one cigarette characteristic was considered to be

"extremely important" . The only characteristic considered

unimportant was "tobacco is loosely packed" .
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In terms of satisfaction, although the smoker rated their

regular brand quite high on all characteristics, the levels

of satisfaction fall below the levels of importance by a

considerable margin on several items . This indicates that

these may need watching if not improved to protect smokers-

Ioyalty to their regular brand . The areas of particular

concm'n nre :

Cigarettes are fresh tasting

There are no bent or broken cigarettes in the pack

l'igarette paper is loose

Tobdcco does not fall out at end of cigarette

There are no hard pieces in the tobacco
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FINDZNGB

eamp le gomposition

- The proportion of the filter to non-filter smokers included

in the sample closely matches the total corporate market . (See

Table 1)

Menthol smokers comprised a larger percentage of the

respondents included in this study then actually exists in the

total market . (See Table 2)

Soft pack usage was somewhat lower among the respondent sample

than the national average . (See Table 3)

There appears to be a smaller segment of carton purchasers

and a larger segment of both pack and carton purchasers in the

study sample than in the total market . (See Table 3)

The difference between the study sample and the total market

mentioned above are not influencing factors considering the purpose

of this research i .e ., to determine product quality discrepancies

attributed to a smoker's regular brand of cigarettes .

The types of retail outlets where cigarettes are purchased

most often by the smoker included in this research are

supermarkets (52%), convenience stores (39t) and gas stations

(27$) . (See Table 5)
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Rati99 o_f Regular_Bra_2d on_product Attributes

The respondents were asked to rate their regular brand of

cigarettes on seven product attributes . The scale used for these

ratings consisted of a five-point bi-polar scale with "5"

representing the positive pole and "1" representing the negative

pole .

Using the mean score for analysis, with 5 .00 being a perfect score,

the respondents rated their regular brand very high on virtually

a11 productt attri .butes . On the attribute of undamaged cigarette

(5) vs . damaged cigarettes (1) the mean score achieved was an

overwhelming 4 .62 .

The only attribute rated under 4 .00 was attractive package vs . not

an attractive package which achieved a mean score of 3 .77 .

Attribute Mean Score

Undamaged cigarettes (5) vs . Damaged Cigarette (1) 4 .62

Good quality cigarette (5) vs . poor quality cigarette (1) 4 .50

Good filter (5) vs . defective filter (1) 4 .47

Fresh tobacco (5) vs . stale tobacco (1) 4 .42

Good drawing cigarette vs . poor drawing cigarette (1) 4 .39

Nigh quality packaging (5) vs . poor quality packaging (1) 4 .19

Attractive packaging (5) vs . not an attractive package (1) 3 .77

(See Table 6)
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R_ating ofs;egular Brand on snecific Yroduct Characteristics

Using a five-point ("excellent" to "poor") scale, the respondents

were asked to rate their regular brand of cigarettes on four

specific product characteristics .

Comparing the percent of respondents rating their regular brand as

"excellent" or "very good" (Top Two Box score), the respondents

fe]t that their regular brand performed extremely well on all four

characteristics .

% Ratina "Excellent"
or "Very Good"

Ch_aracteristics Top Two Box Scores

The condition of the pack when you buy it 80%

The consistentt quality of the cigarette themselves 77

The condition of the carton when you buy it 72

Ilow well the pack protects the cigarettes 70

(See Table 7)
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_impo_rtance of_Ciga_re_tte Packaai_n_g oha_racte_ri_st_ics

The respondents were asked to rate the importance of several

packaging characteristics using a five-point scale ranging from

"extremely important" to "not at all important" .

5he packaging characteristics receiving the highest "extremely

important" rating (Top 6ox Score) was "there are no cigarettes

missing in the pack" (92%) . Also considered "extremely important"

by a substmtlal proportion of respondents was "the pack is not

squashed or crushed" (72%) ., "cellophane on the pack is not torn

when you buy it" (69%) "the pack does not come apart in use" (66%)

and "cigarette pack is not wrinkled or wavy" (632) .

The two characteristics considered the least important were ttthere

are no bits of tobacco under the cellophane" (34%) and "there are

no bits of tobacco in the pack" (29%) .

There were no significant differences in any of the importance

ratings between soft pack and hard box purchasers .

(See Table 8)
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How .often negqlar B-r_and_@atlsfies Pack_ging Chpraclerlstics

llsing a lfive-point scale ("always" to "never"), the respondents

were asked how often their regular cigarette brand satisfies each

of the packaging characteristics .

The characl .eristic rated most important "there are no cigarettes

missing" is also rated most often as being satisfied "always" (Top

D ox Score) (72%) . However, "the foil is easy to remove" is

considered as "always" being satisfied by 70% of the respondents

and "tear-off strip is easy to remove" is considered "always"

satisfied by 69% of the respondents . These two characteristics

were rated 6th and 7th on importance . Indicating that some of the

"extremely important" characteristics are not satisfied as often

as they should be .

Ilard box purchasers are much more satisfied with their regular

brands package than soft pack purchases . Purchases of hard box

brands rate their package higher than soft pack purchases on :

"there are no cigarettes missing in the pack" -(88} vs . 67=)

"the pack is not squashed or crushed when you buy it" -(69!
vs . 52%)

"the cellophane on the pack is not torn when you buy it" -
.(79% vs . 541)

"the pack does not come apart in use" -(63$ vs . 49%)

(See Table 9)
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Impor_tance_.g-f_Cigarette Characteristics

Again, using a five-point scale ("extremely important" to "not at

all important") the respondents rated a series of cigarette

characteristics in terms of how important each is to them .

Using the Top-nox score ("Extremely Important") as the criteria

for judging importance, all but one of the characteristics acheived

high importance ratings . The four characteristics considered most

important wern :

8 Ratina "Extremelv
characteristics Imoortant"

Cigarettes are fresh tasting (91%)

There are no bent or broken cigarettes in the pack (89%)

Cigarette paper is not loose (84%)

Filter is firmly attached to the cigarette (83%)

Six of the seven remaining characteristics were considered

"extremely important" by two-thirds to three-quarters of the

respondents .

Only "tobacco is loosely packed" (20%) received a low-rating of

importance .

Also soft pack purchasers felt that "there are no hard pieces in

the tobacco" was more important than did hard pack purchasers (67=

vs . 52%) . (See Table 10)
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llow O[ten_-Ra9_ itlar Brand 6atisfies Ciaarette Characteristics

using the five-point ("always" to "never") scale, respondents rated

their own brand as to how well it satisfies each characteristics .

Of the eleven characteristics rated, six produced lower top-box

scores ("always satisfies") than the importance attached to them

in the earlier question . These characteristics and the scores they

achieved on each question are :

"Fxtremely
_Tmnortant!"

"A1w_ays
_Satis_fies^

$
cl alm

Cigarettes are fresh tasting 91% 77% -14%

There are no bent or broken
cigarettes in the pack 89 63 -26%

Cigarette paper is loose 84 67 -17%

Cigarettes are not wrinkled 75 54 -21%

Tobacco does not fall out of
cigarettes 74 52 -22%

There are no hard pieces in
the tobacco 64 51 -13%

Although the satisfaction scores produced by these characteristics

are relatively high, it does appear that they are not being

satisfied to the degree that consumers might prefer .

(See Table 10)

(Sea Table 11)
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nvai_labil_ity,pf Recu_lar Brand of Cigarettes

Smokers of R .J . Reynolds' brands of cigarettes reported a higher

nvai]ahility nf their brands than smokers of other brands .

Almost three quarters (72%) of R J . Reynolds brands smokers said

that their brands are hard]y ever or never unavailable as compared

with 57% of Phi]ip Mom-ris brand smokers and 56% of smokers of other

brands .

(See Table 12)

Among those who reported some unavailability of their regular

brand, when asked what procedure they follow in these instances,

66% of R .J . Reynolds' brand smokers, 74% of Philip Morris' brand

smokers and 60% of smokers of other brands buy another style of

their regular brand or go to another location to buy their regular

brand .

(See Table 13)
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1TABLE

REGULAR BRAND - FILTER V9 NON PILTER

TOTAL TOTAL
MARRET

Base : (201) (16,226)
100% 100%

Filter 93% 96%

Non-Filter 7 4
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TABLE 2

REGULAR BRAND - MENTHOL VB NON-HENTHOL

TOTAL TOTAL
MAREET

Base : Filter Smokers (187) (15,577)
100% 100%

Menthol 39% 29%

Non-Menthol 61 71
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ABLE 3

REGULAR BRAND - TYPE OF PACK

Ba s e : Filter Smokers

TOTAL_

(387)

TOTAL
MARKET_
(15,577)

100% 100%

Soft Pacl: 74% 84~

Hard i'ack 25 16

DK,iHA 1 -
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_TABLE 4

HOM RECULAR BRAND IS UBUALLY PURCHABSD

TOTAL TOTAL
HARRET

Base : (201) (16,226)
100% 100%

By the pack 42% 42$

by the carton 38 50

Both 20 8
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TABLE 5

T_YPEB OF RE_TAIL OUT_LET WHERE RE_GULAR DRAND IB UBUALLY PURCHASED

TOTAL RESPONDENTS

Ilase : (201)
100%

Supermarkets 52%

Convenience Stores 39

Gas Stations 27

Drug Stores 18

Mass Merchandisers 11

Vending Machines 6

All other outlets e

(Allowed for multiple responses)

Q .8 . In what type or types of retail outlets do you usually
purchase your current regular brand o[ cigarettes?
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TABLE_6

RATING OF REGULAR HRAND ON PRODUCT ATTRIHUTE$
L Po nt Ratina Ecal_el

Mean
Attributes_ Scale score

Attractive Package/
Got an attractive pack 33% 25% 30$ 6% 5% 3 .77

Good quality cigarette/
Poor quality cigarette 68 19 10 1 2 4150

Gooc filters
I)eier'tive _tilters 61 24 8 1 2 4 .47

Fresh tobacco/
Stale tobacco 59 27 11 3 1 4 .42

Good drawing cigarette
Poor drawing cigarette 57 30 9 3 2 4 .39

High quality packaging
Poor quality packaging 53 20 21 4 2 4 .19

Undamaged cigarettes
Damaged cigarettes 75 16 6 2 1 4 .62

Q . 9 . I am going to show you„ some ,stetemants :,vhlch „hpvee
opposite meanings and refer to your surrent~reuular brand gL-clggyst,x4

. On a scale of 5 to 1, where 5 refers
strongly to the first statement and 1 refers to its
opposite statement, please indicate .pow you rate,your .- .
current regular brand'on these attribtitee, .For example, ,. '
if you feel very strongly . that your brand had : avary .
attractive package, you would choose J 5 .
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TABLE 7

RATING OF REGULAR DRAND ON OTHER PRODUCT PACAAGI_NC CHARACTERI6TICE

Y£Xy MgD
Exoellent Go Goo Fair Poor Sc,org
5 4 3 2 1

he condition of the pack when r-80$~
you buy it . . . . . . . . . . . . . . . . . . . . . . . 54% 26% 19% 1$ - 4 .33

he condition of the carton when r--72-1
', :n t.cz it . . . . . . . . . . . . . . . . . . . . . . . 44 28 20 3 - 4 .18

I•he consistent quality of the r---77~
cigarettes themselves . . . . . . . . . . . . 47 30 17 5 1 4 .18

'1- well the pack protects r--70 ---- I

; cigarettes . . . . . . . . . . . . . . . . . . 43 27 23 6 1 4 .04

. .,., . . . .. , . . . . . . ,,, . . . .. - .. . . . . .
Z . 10 . I am going to read some statements about cigarettes . As I read-each

, statement, please tell me how would you rate your current regular
cigarette . For each statement I read, do you feel your current regular
brand is "Excellent", "Very Good°, "Good", "Fair" or "Poor," .~--
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TABLE 8

IMPORTANCE OF CTOARETTE PACEAGING CHARAC_T_E_RIBTICB
jTOP BOR - ^EXTREMELY IMPORTANT'1

@4FT HARD
TQTBL PB46 gU

Base (201) (153) (48)
100% 100% 100%

P:RTR6MELY 1MPORTAN7'

Phere are no cigaruttes missing in the pack 92% 92 % 90%

'he pack is not sql.lashed or crushed 72 70 77

'ellophanc on the pac}_ is not torn when you buy it 69 68 73

The pack does not come apart in use 66 65 67

Cigarette pack is nott wrinkled or wavy 63 63 60

The top foil is easy to remove 54 54 52

tear-off strip is easy to remove 47 4B 46

There are no bits of tobacco under the cellophane 34 33 38

'there are no bits of tobacco in the pack 29 31 23

4 . 11 . Now, thinking just about the Qackaae in which your current regular brand
comes, I am going to read to you some characteristics of ciaarette
packaaino . As I read each characteristic would you tell me if, in your
opinion, you consider this characteristic to be extrenielv important, very
important, somewhat important, not too important or not at all important
for cigarette packaging .
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TABLE 9

HOW OFTEN REGULAR BRAND
BAT__IB__FIEB PACEAGING CHARACTERI6TICE

("ALWAYB -- 1

SOFT ARD
TOTAL PACR BOX

e (201) (153) (48)
100% ]00$ 100$

A I,{dAYS

lhere are no cigarettes missing in the pack 72% 67 % 88$*

'hc pacYk is not squashcd or crushed when you buy it 56 52 69•

~ellophane on the pack is not torn when you buy it 60 54 79*

The pack does not come apart in use 52 49 63**

Cigarette pack is not wrinkled or wavy 54 52 58

'T`= top foil is easy to remove 70 71 65

The tear-off strip is easy to remove 69 69 67

There are no bits of tobacco under the cellophane 38 37 42

There are no bits of tobacco in the pack 30 29 33

* Hard Box significantly higher than soft pack at 95% confidence level .
** Hard Box significantly higher than soft pack at 90% confidence level .

Q . 12 . How often does the packaaina of your'qurre nk regular bYdnd satl@fy.eachof these charaeteristios? :A1 yoq#~-,opinion,doe4 the .paokeging ;oe yourcurrent regular brand always, wite often, sometimes, hardly ever or Bever
satisfy each of these characteristic .
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T_AB_LE 10

IMPORTANCE RATING OF REGULAR BRAND
FOR CIGARETTE CHARACTERISTICS

jToo Box - -'Extremelv Imuortant ll l

BQET HARD
TOTAL PACx BOR

Base : (201) (153) (48)
100% 100% 100%

Cigarettes are fresh tasting 91% 91% 90%

There are no bent or broken cigarettes
in the pack 89 89 88

Cigarette paper is not loose 84 84 83

Filter is firmly attached to
the cigarette 83 82 85

The filter is easy-drawing 78 77 79

Cigarettes are not wrinkled 75 76 71

Cigarettes burn easily 75 76 73

Tobacco does not fall out of
end of cigarette 74 76 69

Tobacco is tightly packed 70 71 65

There are no hard pieces in the tobacco 64 67 52**

Tobacco is loosely packed 20 21 19

** Soft Pack significantly higher than Hard Box at 90% confidence level .

13 . I would now like you to' think about your current' regular brand of
cigarettes, specifically the cigarettes themselves . I am going to read
to you some characteristics of cigarettes . As I read each statement,
would you tell me, if in your opinion, you consider this characteristic
to be extremelv important, verv important, somewhat important, not too
important or not at all important .
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TABLE 11

HOW OFTEN R_E_GULAR BRAND
BATI8FIE6 CSCARETTE CHARACTERISTIC

j -"ALWAY&" )

BOFT ARD
TOTAL PACK BOX

Base : (201) (153) (48)
100% 100% 100%

AI34AYS

Cigarettes are fresh tasting 77°; 79% 69%

?here are no bent or broken cigarettes
in the pack 63 59 77+

Cigarette paper is not loose 67 65 75

Filter is firmly attached to
the cigarette 86 84 92

The filter is easy-drawing 81 81 79

Cigarettes are not wrinkled 54 50 65**

Cigarettes burn easily 81 81 79

Tobacco does not fall out of
end of cigarette 52 50 56

Tobacco is tightly packed 74 76 69

There are no hard pieces in the tobacco 51 50 56

Tobacco is loosely packed , 13 14 . 13

* Hard Box significantly higher than Soft Pack at 95% confidence level .
** Hard Box significantly higher than Soft Pack at 90i confidence level .

14 . How often does your current regular brand of cigarettes satisfy each of
these cigarette characteristics? In your opinion, does your current
regular brand, alwavs, uuite often, sometimes, hardlv ever or never satisfy
each of these characteristic .
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TABLE 12

AVAILABILITY OF REGULAR BRAND OF CIGARETTES

R .J . PHILIP
TOTAL REYNOLDS MORRIS OTHER

Hase : (201) (50) (51) (100)
100% 100% 100% 100%

Quite often unavailable 10% 4% 16% 11%

Sometimes unavailable 29 24 28 33

Hardly ever unavailable 28 30 33 24

Never unavailable 32 42 24 32

Q .15a . Thinking about your current regular brand of cigarettes, how often is it
unavailable when you stop to buy cigarettes . Would you say your regular
brand is . . .
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TABLE 13

PROCEDURE FOLLOWED WHEN REGULAR BRAND OF CIGARETTES

FB UNAtlAIIdBLB

Bsse : Total Brand Unavailable

Buy another style of your
current regular brand

Buy another brand of
cigarettes

Go to another location
to buy regular brand

Don't know/No answer

TOTA_L
R .J .

R_E_YNOL_D_S_
PHILIP

MORRIS OTHER_

(136) (29) (39) (68)
100% 100% 100% 100%

16% 7% 23% 16%

34 35 23 40

49 59 51 44

1

Q .15b . What do you do when your current regular brand is unavailable in that
location?
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TABLE 14

NANUFACTURER OF REGULAR CIGARETTE BRAND

'fOTB_L 'f'OTAJ~
MARKET

Base : (201) (16,226)
100% 100%

R . T . Reynolds 25% 31%

Phi]ip [dorris 2h 40

Other 41 23

American 9 6
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DENOORAgNICB

TOTAL
TOTAL MARRET

Base : (201) (16,226)

AGE
100% 100%

21 - 34 42% 40%

35 - 49 37 33

50+

EDUCATION

21 27

l .ess than high school 11°s 17%

Iligh school graduate 46 45

Some college 27 21

Graduate college 11 17

Post Graduate School

INCOME

5 N/A

Under $20,000 26% 29%

$20 , 000 - $30 , 000 27 26

$30,000 - $40,000 19 18

$40,000 - $50,000 7 10

$50,000,. ox, m0re , 1 1 4 - .,

Refused 7

RESIDENCE

Urban 44% N/A

Buburban 46 N/A

Rural 10 N/A
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(1 s al :lnrula.ou) . . . . . . . . . . . . . . .s . . . .l ---> TENMTMMR .

A b.tlf Imok bnl: Iuuu Ib+m u puck 1 .
(lu-1'J ldgnrulauu) . . . . . . . . . . . . . . . . . .3

A pnnk hilt Iobu lll9n f ptleka .. -
(!n-J9 dlQ :uola.un' . : . . . . . . . . . : . . .: .- .1

% p.lckn nut .mm 1'.bml 3 pneko --> CONTINUi MITN 0 .5
/nu-lV .:14nrulJ n :,:J . . . . . . . . . . . . . . . . . .e

:1 ul' moru packu n dny
lou ur elnrn cl,pv,dl .ml) . . . . . . . . . . . .

.5 - I'I1IIMIIIA'1'I: : 0.4 - IWI111'FICIItI/'I' YIIIW111?MCY
1 z '1 4 1: I . 1 0 9 10 11 12 1]

14 1!, 14 1'/ 111 111 20 21 22 23 2/ 25 ( J

1

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134
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lu :el In .u,d nl clq .,r,al, :u do y,v consldor to be your xegulsr brand, that is, the
mw yun : .mnku mnul: ulluuY

_ _ CIIECZ qUOTk PoR NANUyACTURBR
I11 IiI~ANII) yRON LIST OF BRANDS .

-'1'F.IIMINA9'I : : MMIIIPACI'lll/l:ll QIIOTA Yi1S .B
1 :' 1 4 ~, 1, '1 n 9 In 11 1 2 1 3a r . I :, li in I" au zl 22 23 24 z5 O

rinr,r . . . . . . .1---> IcolrrrNUr1
ur,n-rlltr, :~ . . .z__-> (yurr '10 O .s)

N.~,inr .l . . . . . . . . . . . .~
II,~ .,-n .,lIIw,I . . . . . . . .e

I„ In, :l ., . . .

Ir Ill.tln . . .

NI11-Ilnvnr . . . . . . .1
LI,ILIC . . . . . . . . . . . . :
11I[r11 I .Ir/I,I :1 . . . . . .II

e . . I :'Iliel a . .

. /:orl p-oh . . . . . . . . . 1
Ilanl bu¢ . . . . . . . ., .'J.

6 . Ilnv lon,l hnvo you suakod that brand as your regular brand? (00 NOT READ LIST)

ICn6 tll .lll :1 WOnI'11. . . . . . . . . . . . . . . . . . I
] wnnthu bnf luau Lhan 6 months . . . . ] .
G nn,tnu LN: teuu I:han a yoa . . . . .1
1 Yo.u~ Inll. luuu Hlnn 3 yoare~ . . . . . .t
2 ynaru bul: luua than 3 yuara . . . . . .6
3 yanv bslf. luun than 6 yoar6 . . . . . . 6 .

. 5 yortrn bul louu tl! 10
10 yuulw IMti:louu 11p Dn 70 yoat. . .

.9 ' 'lu Yunru or wlr.. . . . . . . . . . . . . . . . . . .9 -

Y . uov d.r y, ul u : :nul ly pnrr.bnuo your regnlor cigarette brandr by the peck or by the
r.,u9.ouf (IRI NO'I' III :Ab L11YI')

Ily tho puuk . . . . . . . . . . . . . . . . .
.1 Ily t11G e41'Inn.l . . .

. . .
. . . . . ..2

, . . ._ . . .,n .. . . . .
IkdB . . . . . . . . . . . . . . . . . . . . . . . . .1 .
Ibll' I : k11nVI1I11 rClalllnllo . . . . . . . 4

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134



N. :I . .i iml
: . . /1I II]/1]

2ob / 1129

Aprl1 , 1990

N . In vL.J lypu r' lyl°:n nl ' ::IUII olltleto do you 4sua11y purchase your current
:c•lul .u brdll:l ul r.ltl•:rrlluof (CIII :'CK AS MAl1Y AS AI•PI .Y)

!ay ,, .rl!r.lrkutu . . . . . . . . . . . . Nevsstand . . . . . . . . . . . . . . ._
omvuu/onuu NI'.eruu . . . . . ._ Stattonery/Candy Store . ._
N- c HorrhwlG ha,r :: Drug Stor. . . . . . . . . . . . . . ._

: : . . 1 ., N-Narl/M.Jqrnmm .__ Vending Machlne . . . . . . . . .~_
c.- ' :G!tluou . . . . . . . . . . . .y Other (SPECIFY)
'I'.'li .n .vn / :Lnp . . . . . . . . . . _

Not an attractive pack

Poor quality clgarettn

Defective filters

Stale tobacco

Poor draving elgarotte

Poor quality packaging

Damaged cigarettes

. .e 1'LI.AIII: IIANII !-p11:0'1'IONNAINC UACX TO INTENVILWER ee•

11!PII/VIIIVI'I : ; Ildllll (111EIrl'I' :tNIAl1/E AND PP.NCrI. TO REEPONDENT AND ANR IIIH/IIEN TO READ
al!n It !J .9 'I'lllal '1'nXII OnII :IPI'IOIINAiRC FnOM REBPUNUENT .

y'm : utaCmoents which havc opposite meanings and refer
~~~ uul uynlar I'I'PIIIlOn a scale of 5 to 1I wNere 5

.~I .! . : .Ii uqly lu Ib' : Ilr:a e:ree.emmlL and 1 refers to 1ts opposlte statement,
In .:_nli•nl~ Ln :: y-I -.iln ynnr < mlt regular brand o : these attributos .

sli .nrlly tnnt YoOr hrantl nEd a .ely eltr.mtlve

Lr.m'I In 'NNUn/lnul•, •VUry fwuvla/ wcooI "Palre or ePOOre .

111PBnyly.wlB1 r,nNl.

In . 1 yoing 1'0 u o utntoeente about c[gebettee . Ae I read each -11
:e . :l : .n!:nt, pln :n :.: Lull o hov vould you rate your current regular
:dhpuvltu . 1'ur uanh nl'.atu.out I read, do you feel your current regular

'1'ho con :lIlluN or ILO pnuk vhan yulllnly II
. . . . . . . . . . . . . . . . . . . . . .. 5 4 3

'1'ha cnudIll : :u or thn c'emPno vhoil
ymi nny Il . . . . . .a . . . . . . . . . . . . .a . .,5 . .,

. 4 . 3

•ttm conulul nut qnal ity ~o[ tAu . . . . .
. clgorol.l :m ILC.suolvcu . . . . . . . . . . . . 5 4 ]

Ilr:v vcll Ib :: pack ptol-.wav
thc clq:u'. . II .crl . . . . . . . . . . . . . . . . . . 5 4 3

Bseutterit . .ce ". 9avp „ tift : ;~. -~.ppru

2

2

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134



Vuulu N.uli nq
l

Job / ]139
I'~nl Inn, Il .l u)u!4
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which your current regular brand

P'I~'I-lalnU . Au I I :ml ouch characCerls[lc vould you tell ve lt, ln your
npiulon, ynn c cJUur I:hlu chnrnetorietlc to be ggtrgnrgly lmportent, ygty
irrn~~~rl .rut, In11m~rLn! . I .q:orLlulL, NQt_tYII leportent or not at al1 I ..portant
I~n r :Lpuullc I :.rck :r :lhrq . . .

• _______________IMPORTANT__________________

114t
C. ._treme1y Yar_y Foeeepar_ I .+ot_too .,t__a11

I~uY II . . . . . . . . . . . . . . 5 4 3 2 ]
ai . r

unqrr Ilr.~ ~n .ll . .pb,ri . . . . .. . . . . . . . . . . . . .5 4 3 2 1
. . •n~.,y iu I r . .5 4 J 2 1

I 1'I'Lc I . A - I : : u . . l . r .r . . 1 ir . aP.ui . :n 1, 5. .5 4 1 2 1

iIr Ih, i- t_ . . . . . . . . . . . . . . . . . . . . . . . .5 4 J 2 1

, . . _ _6ry11 .1 rr Y . r n . . . . . . . . . . . . . . . . . 5 4 3 2

i'I~Iru I,, lul I in u . :r :y lu . . . . . . . . s 4 3 z
I )'1lrvrn ur ~ nn clqarcl Luu rrJ :n :IIVI III

Ilr~ . . . . . . . . . . . . . . . . . . . . . . . . . . . 5 4 3 2
~ CLl .u .il~ . l- al. In - d wr'Ir .l .led

ur r+nvY . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .5 4 3 2

Il- ^/lan rl .m :: liru Dn•+Nrr911?9 o[ your current regular brand satisfy each

ul Il 1-uc lu your opinion, does the packaging ot your
, r .rll . 111,111, uult, st4€n, ecee_t_imgs, bI r9lr~xac or
s v . r . : .rIII : ;1Y : . .irh nl Lhrsu r.lruacteristlc .

pnStc_ Ila_C21y
f !r,ays opt__n s_omet_laes ):yer ftv__e[

f I'I'LC I~n~ I :ol urluerLvl :n
mv:;l vLou Yan LnY IL . . . . . . . . . . . . . . 1 2 3 4

( 1'1'burn .rrn un hilu ul tunanen
nlldar III culluphuu . . . . . . . . . . . . . . . . . . . 1 ] ] t

f 1'ILU lo.n-nlf utrlV L : onvy l:v rmnovo . .1 2 3 4

I 1'I'ho IrwrL d:ren nrA. vrnrrL' aparl: III ncc . . .l 2 3 4

1 I'ILun: , n nn bi l u ol tobal:r.n
III Ilro pxuk . . . . . . . . . . . . . . . . . . . . . . . . . . 1 2 3 4

1 1 Cu11,:pLeuu nn fbv pnuk Iv nnt torn
v0ob yan buy 11: . . . . . . . . . . . . . . . . . . . . . .1 2 3 4

! ! TImYnpYOll lu mury l.: ryluN . . . . . . . . . . 1 : "~` . .T 3 . : 4 .
( I Y'6nrn orn uo aduarulluu r :lmJng ln

Iho pnnkm,ry . . . . . . . . . . . . . . . . . . . . . . . . . .1 2 3 4

1 1 Clgnrultu pnck lu mn. vniuklod
rlr r.IVy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1 f 1 4

.r'' y I~ :, ,~ .I : . . : . . : : . ., .:e charactcristics of gjga_pgtjg

5

5
5
5

5

4

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134
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I :n•nl :l m•v III . : : y:m to Lhink about your current regular brand of
.I•ruuIL.v:, ul .""i(lullly Lho clgarettes tLemselves . I am going to read
1 : : y:m un : : cb- a : :POrlutlcu of cigarettes . Ae I read each statement,
:nld you I :dI I If In your opinion, you consider this characteristic

1 : : ba IKLYnn!nly Impurcnut, Y4Cr important, @p@eyhAl leportent, ngttpQ
Iwp-nl .mC ur 111d :I!illl Inllmrfant . .

---------------IMI•ORTAIIT-----------------
Nul_

I<xl:rqm.el_y ye-ry So-nc-vll9t Not too- at q11

2 3 4 5

! 3 4 5

2 3 4 5

2 3 4 5
2 3 .f :
4 l 4 ~

2 3 4 5

2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5

14 . II• :X :•I len d :nu y :mr trenc regular brand of elgarettes satlefy each of
II :•, : . ciqarollu : :n :u~ : : : LUrIsCI :sP rn your opinion, does your current
I : : :lul . :r Lr. :l : :l• Il/le• :.y :l . ~.r1i49 4f1-qn . eo-ge-LSL€2, ha-I_dty evep or nflYer satisfy

: .ue o1 Illl . . .u cb.n : :nI :.rlutIc1

egttg t1Er41y
A14@y@ Q-ftep Somgt-lme-.s- Ele_-r. Ne_yer-

I I I'ill : .i , li :mly dll .nhuJ fu
: :iya : : .lln . . . . . . . . . . . . . . . . . . . . . . . . . . . .t 2 3 4 5

uoI II'L .n :. ua a .nd Llc .x :_: lu
IIX : I : :L.u> :o. . . . . . . . . . . . . . . . . . . . . . . . . . . 2 3 4 5

( I '1'I :um. u uo heeL :u lu ' ntep' 'ntep.u
ulq:u :llcu In Ihu par.N . . . . . . . . . . . . . . . 1 2 3 4 5

I 1'I'nbm :- I : llnLl.ly p.m6rd . . . . . . . . . . . . . 1 2 3 4 5
I I cl :l .n :al : .a aru tro : :b tuul :llvl . . . . . . . . . . 1 . 2 3 4 5
I 1 ciy . : : : .ll : : pa1X.r lu u:K I .Xmu . . . . . . . . . .1 T 3 4 5
I I'I•obm:a . dnus nul . I'al I uof of mld

of uLlnrulto.. . . . . . . . . . . . . . . . . . . . . . . . . r 3 . 4 5

f lYnbu:w, In Inbn./y I Iutm'S:: : . . . . . . . : .1'2 .' . . 3 . . ., .1 . 6 . .
( I Clgulullos arm nuC wrluklod . . . . . . . . . . .1 2 3 4 5

1 1 clgnrnl/es bm'n oeully . . . . . . . . . . . . . . . .1 r 3 4 6
I 1 1%. I l llur Im a/1u1+-dl'iIV11X1 . . . . . . . . . . . .1 2 3 . 4 5

II
: . . . . . . . . . . . . . . . . . . . . . . .1

:
:o . . . . . . . . . . . . . . . . . . . . . . . . . .1
, L . :J . i L :ol:au

n ly P.ui . :,a . . . . . . . . . . . . .1
Ir . : .i : I . : . :I In .I . . . . . . . . . . I

,111 I 1 := :• : : . . . . . . . . . . .

I . :II
:• .

unl ul mld

•/ .n cl lu . . . . . . . . . . . . . . . . . . . . . . . . .1

i : : Inu : :rly pe, l.ol . . . . . . . . . . . . .1
I I Clq . :r .ll .-: JU uul . v :lukl : .J . . . . . . . . . . .1

I 1<:IqeI I -IIrv : b:n'u c. : : :IIy . . . . . . . . . . . . . . . .1
I I'19 : . . I/rI : .r / : : : . . :uy_:linvllnl . . . . . . . . . . . .1

ILa. '11JukLM lI1XXlt yreM, inlri'ont~regular brand o!'olqarettN ; lww oftedla 1t ou
.r.aiteble whau you utop to buy olqarettea, IIaw1A you njt your reqularbinu

:l le . . . . . . . . . . . .. . . . . . ' . : . .r ._ : . , . . .

(!uICu n/l'on unnvaIlablo . . . . . . . . . .
" mul .lluuu unnvollublo . . . . . . . . . . . . . . ASK Q . 15b
Il .u'.Ily ovol' unevailuble . . . . . . . . . . .

._ Muvm' nu:waIlabl. . . . . . . . . . . . . . . . . . . _ 6KIP TU Q.16

lf :b . Nled Iln ynn dn vbml your cnrront regular brand is unavailable in that
I : : :~n i :•n. Ix: y :nl . . .

Iloy unulimr ul:yla of your current regular brand . . . .
luly nuulllur Lraud ot clgarette .. . . . . . . . . . . . . . . . . . . ._
r.:: Lo nnolt/ur Lwatlon to buy regular brand . . . . . . . .

iu Ihu P . :•'I . . . . . . . . . . . . . . . .1

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134
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I,ud:inrl nL-ml y~uv cnrrene reqlllar brand of clgarettes, zre there any

y~n ~- ..nvlJur lu la ., pruLlual Lhnt ve have not dlscussed?
. rhare, 4orlM lur uf the pnckaging or the clgarettes themselves that

Y.w . . . . . . . . . 1---> (ASK Q . 16b)
Ila . . . . . . . . . .1--_> (SKII' '1'Q Q. 17)

In :.d ale ILeou In- . .I :leu:e? (DIIOIIC I+IILLY)

lelnu ynmr ..lul,r 1 . . . . . . . 1, vliich brand did you consider your regualr brand?

I~f 111 Is :}ly

I'111er . . . . ., .1 -> (CON'I'1N111!)
IL :n-I'IIIU : . . .2 > (SKID '10 Q,16)

L;J

n~ .nl .Lnl . . . . . . . . . . . .1

LLlml : :I , . . . . . . . . . I

I :.n mllllcr . . . .~1

Ih I l l -1 l :rv . . . . . . . . . . 1
LI,III'u . . . . . . . . . . . .2
ull.ra IJylilu . . . . . .'I

Nul'C h.mk . . . . . . . . . 1
O+frd Iwn . . . . . . . . . . 2

1n . wlry 4101 you uvlPCh from tlJo brand to your ourran0 r .gular brand?

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134
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SI:T.n@IPICAT79N

o ., fo •L : ,Ill :: .:l lo I^ rhr nlv .
l0V lul : : e111uL ul LLU lellnuln9 ca[eqorles

does your age fa111 (READ LIST)
PIInN CMIn

21 - 21 . . . . . . ._ 50 - 5 4 . . . . . . ._
26 - 29 . . . . . . . 55 - 59 . . . . . . .
:)n - :11 . . . . . . . 60 - 64 . . . . . . .
ll - ]V . . . . . . . 65 and OVe[. . ._ ~
nu - nn . . . . . . . ~ ne[usea . . . . . . .
ns - ne . . . . . ..- -

t/l :iI l : Is thu la :.c 9r,JC of ecl :oel yon eompleted? (IlO N-T- R2A0 LIST)

1- . .. ,i .Ili . Llyu ..~9u oI qr . . . . . arsd,u ol1egc
: . : .euul qr .n~.nela . . . . . . . . . . . _ past gretluate ScGOOI . .-

: . . . . . . . . . . . . . . . . . . . . . otLur . . . . . . . . . . . . . . . . . .

u! : .il L., yu :lr hrrItaqo, .nc yoll Pnlte, plaok, Orlental or SpanJsh speakiny?

ul . :el . . . . . . . . . . . . . . _
-. __

spnuirlt npalklu,l . .__
Otnur (GPI!CIfYI

u :~, .al . . . . . . . . . . .

21 . Ar.~ ynn unlcnfly anq :InycJ?

Ill-t Ilnc . . . . . .
Perc-t Im, : . . . . . ._-

NnC cuq•lnyc~l . . ._

24 . II :~ .n:c tcll I:d ullich of tbese bes t describes your job or the type of work
I L.d y"w J : :? (I11(AU I .I :r/' . ItEC011n ONE ANSNER)

I•rufc:~ulnual nr tccbnical vorker . . . . . . . .
Nerlnur ur fure uunaper . . . . . . . . . . . . . . . . . ._
A eanepor, o[Clclol or proprietor . . . . . . ._
A Il vorker . . . . . . . . . . . . . . . . . . . . . . ._
A caleu worker . . . . . . . . . . . . . . . . . . . . . . . . . ._
A cralf.oman or foreman . . . . . . . . . . . . . . . . . .
A euuelno nporator . . . . . . . . . . . . . . . . . . . . . ._
A vcrvicu vnrk .. . . . . . . . . . . . . . . . . . . . . . . . ._

A lalu,t'ur . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
IML N!TI• NY.nn 11I'Ltwt' _ -

213 . I .in nalmp to roxd yon uoao Incose oategoriee. Pleaae atop me when I reed
~ I hu tntf ogory P.bul . nuut uccurutcly describes the total annual inooae, pgjpl''

IdxvL o[ all ILu ueelwre n t your household . (EEAD W9T)

Inae fbnn $15,000 per year . . . . .
$1f/,0011 to loss than $]0,000 . . .- . .
$an,nun to loes than $=5,0DO . ..- ' °
825,noa to louu tlmn $]0,000 .

.,_ $t0,OnN to leua thun 8T5,0o0.
.,_ -' $)U,Ono Cn loos thnn $[0,000. . ._

•y/0,00n to 1ocn than $50,000 . . ._
$6(I,O(111 or Nere per year . . . . . . ._

(INl lln•I' W:AII) 1lurtlnud . . . . . . . . . . . . . . . . . . . . . . . ._

26 . Pn ynn llvu on In en m'bn, snbnrban a rural area? (CIIECK ONE)

IlCb.ln . . . . . . . . .
nubnrbnn . . . . . .-_
Ilwrnl . . . . . . . . .

Thank yon vory aocb [or Ymtr tlac .

Source:  http://industrydocuments.library.ucsf.edu/tobacco/docs/jgbn0134


