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In late March, PM senior managerent
made an jn-depth presetitation to more

MR than 150 members of the New York
| Society of Security Analysis—the people

heny’ Sack BMaxwelk; Gill tar,Pm&mfme

3 Lekman Brot
and VEIChie! Financtal Officer Hans Storm.

who recommend PM stock to investors
all over the world, This was the latest in
an ongoing series of such meetings.

Chairman and CEQ George Weissman
summarized his reasons for confidence in
the continued growth of the company in
one word: Quality. Said Mr. Weissman,
“Were I forced to choose one word to
explain the reasons for our growth pro-
jections, it would be ‘Quality.’ Quality
management, quality products, quality
marketing, and quality produciion
facilities.”

Group Executive VP John Murphy
reported on PM's operating companies.
VP and Chief Financial Officer Hans
Story, in his financial review, announoed
that for 1982 the company isadopting the

I A Standards Board

Philip Morris/Capitol Hill

All About Lea

FM USA Chalrman/CEO Hugiy Culiman
it was an unusual event and snother

pose for being there was to add to his
listeners® knowledge of a complex subject
—not to suggest changes.,

“Let me state the facls,” he began.
“First, there is s shortage of quality leaf
t Second, worldwide teaf d
is projected to increase, and the U.S. leaf
industry has lost—and continues to lose

The disparity between our (U.S.) price
and our competition’s is unmistakable.
In 1980, our flue-cused tobaceo at $5.47

Ii52 which alleviates the impact of
foreign currenicy fluctuations on the
oompany‘s earnings suuemem

Mr. d the anal

per kilogram and burley at $5.67 d
a protective umbrella under which com-
petitive countries priced their leaf. While
most competitors’ prices are rising, the
price gap is still huge.

In spite of declining market share, the
United States tobaceo industry still is a
strong exporter. Last year, our industry
contributed $1.29 billion in product ex-
ports and $L.46 billion in leaf exports,
Philip Morris is the leading exporter of
United States cigarettes and a leading ex-

—~share of markst.” porter of United States leaf, In 1981,
Heve are some excerpts from Mr.  Philip Morris contributed $760 million to
Qullmen’s preseniation: the tobaceo balance of trade.
. Quality United States-grown tob Ad upplies of reserve stocks ave

success, hove and abroad, Mmmnil
one out of every ten cigan

throughout the worid. A major contribu-
tor to this achievement is thcmleafhwu-

haoeolenfmanvw of
: 13

that Philip Morris has recorded 28
straight years and 70 consecutive quarters
of growth in revenues and earnings. “'We
operate in largely recession-resistant in-
dustries,” he noted, before explaining the
bright prospeets ahead for Philip Morris.

**Of primary importance to our future
is the continuing opport\mity to grow
becguse of the large size of the industries
we are in,’” he said.

At retail, cigatettes, beer, and soft

;dnnk;mud)inamofmmmm:

year busincsses. Manufacturers® profits
in the cigarctte indusiry are more than $3
billion and the beer and soft drink
markets combined provide an additionat
potential prefit pool of more than $1
billion dollars a year. And that is ouly in
the United States.

“Tobaceo i isa woMmdc industey in
which A
it svescutully The o dik indus

is Amnexi

companics, and while none of vs in the
Amegican brewing induetry have yet ex-
panded oveesons 10 any greet cxienl
mummlﬁtmimhefume."
At the end of the twe-hour session, the
that PM's
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Tiwough 20 ntended design, the coasents of this issue are threaded
together by a commmon theme—by a spirit so characteristic of Philip
Morris that we simply aocept it as the PH way. Yet, without it, Philip
Moxtis would not be where it is today. It’s called reamrwork.

It is growps of PMers working together in many diverse areas and
operations around the world to achicve important company objectives.
It is their backup support and enthusiastic participation in PM events
that give the company its character and reputation.

Many PMers made possible the outstanding management presenta-
tions on Wall Street and Capitol Hill (page 1}. More than 10,000 miles
away, it was the team effort of PMers that sparked the spirit and success
of the Marlboro Australian Open (page 11). In the southeastern U.S,, it
was good teamwork that boosted MillerAlbany’s shipping volume
1,500% in two years (pages 12-13).

The behind-the-scenes view of PM’s Annual Report (page 4) is a story
of PMers in three separate corporate departments working tagether to
produce another winner. The page 3 story out of the Midwest is
testimony to the nationwide pulling-together of Seven-Up PMers to steal
the thunder from the soft drink giants.

PM employees share many things in common-—ability, enthusiasm,
company loyalty, hometown pride. As individuals they make the com-
pany great, But as teammates they make Philip Morris thrive,

Share the work.

Share the pride. ’?' N

For information on s

31, KAS Wesk, write:
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A Million SavedlIs a. ..

The numbers read like an earnings
chart of a thriving company: $! millionin
1974.,.1975: $2.7 million...1976: $3
million. . .1977: 34.7 million. . .1978: §6
million...1979: $6.5 million...1980:
$8.8 million. . .1981: $12.7 million.

These aren't year-end profits, but
they're just as significant. They represent
the amount of moncy that PM USA em-
ployees in Richmond have saved the
company each year since the Cost Reduc-
tion Program began in 1974,

The figures from PM USA’s Louisville
facilities, although not as large, reveal
similar success. Cost-saving ideas from
Louisville employees gencrated a modest
$100,000 in savings in 1974. But in 1981,
employee suggestions saved the company
nearly $2 milliont in Louisville.

“The Cost Reduction Program has
been very successful,” said Bob Rott-
man, PM USA’s Director of Cost Con-
trol, in one of the larger understatements
of the year. “And it’s due to good partici-
pation by almost everybody in Richmond
and Louisville.”

According to Bob, the original idea for
a waste and cost reduction plan came
from Shepard P. Pollack, PM USA’s
President and Chief Operating Offioer,
who was working in Richmond in 1971,
I was Directar of Quality Control at the
time,” Bob said. ““I remember him com-
ing to me with the idea of having employ-
&3 submit idens te eut costs in their work

places, since they are the expests thare,”

Bill Arey, PM USA’s Administrator of
Cost Control, explained how the pro-
gram works “We havc a volunteer repre-

ntal in each d who has
idea cards for employecs to fill out. The
cards enable an employee to tell what the
situation is now, what the change would
be, and what it would do. Then volunteer
comiittees in each departrnent deter-
mine which ideas to implement. We pro-
vide backup if they need more study or
something like that.”

Thete are a few restrictions on sugges-
tions: The idea cannot involve a manage-
ment decision (policy change, ctc.); it
cannot change the product itself, as this
might affect the fine customer acoept-
ance rate we enjoy; and it cannot involve
renegotiating for new union contracts,
changing benefits and remunerations,
eic., for employees.

Every employee who submits an idea
gets a letter of recognition, and those
whose ideas are implemented receive
framed “jewel certificates. For an idea
that saves up to $5,000 per year, the sug-
gester gets a ruby certificate. Next up is
an emerald certificate for ideas worth up
to $25,000 in savings, then sapphire for
wp to $50,000, diamond for up to
$100,000, and double diamond for sav-
ings of over $100,000. In addilitm, cach
suggester of a viable idea receives an
automatic pencil as a SCRIMPS Award
(Suggested Cost Reductions Inercase My

Profit s;mmg)

To further encourage employees to
submit ideas, there isan “Idea Club” for
employees who provide at least five ideas
a year. Club members receive a lightbulb
lapet pin—bronze for 5 suggestions, sil-
ver for 10, and gold for 15. This is in ef-
fect in both Richmond and Louisville.
The ideas don’t have to be implemented,
but they do have to be viable.

One thing is certain, ideas are plentiful.
In Richmond in 1979, 360 suggestions
were made. In 1980, 766 were turned in.
In 1981, there was a record: 1,564! Louis~
vifle employees contributed their sharc of
ideas in 1981, too, with 177.

What's, more, PM USA employees
have a track record of sound suggestions.
“We're a member of the National Asso-
ciation of Suggestion Systems, and they
say that the national implementation
average is one out of every five i
sajd Bob Rottman. “Right now, we’re
implementing over 30% of the ideas.
That’s a credit to our employees because
it shows that they're really thinking
through their suggestions.”

Ideas range from the remarkably
simple ta the highly complex. One sug-
gestion from the Richmond make-pack
floor is saving $183,000 a year.

““The suggestion involved the rejection
of loose-end cigarettes in the make-pack
operation,” Bob says. ““In the past, if one
cigarette wasn't completely filled with
tobasea, the whole paek was ripped open
and the 1wbacvo went baek inte produc-

Ty .

iy

tion. The idea was to fix it so that only
the unfilled cigarettes were ripped and
the good ones were just repack

Gétry Haas, the Louisville Coordin-
ator of the Cost Reduction Program, tclls
of an jdea from a Mechanical Supervisor
in the Tow Department that saved the
company over $100,000 a year by adding
an cxira glue line to a combiner plug
wrap, thus significantly reducing the
rejection rate, A Louisville Stockroom
Attendant had an idea that reduced
machine downtime with a back-up win-
nowing system, thereby saving over
$50,000 annually.

Whether the idea is little or big, the
Cost Reduction Program is clearly paying
off. “If you add up all the savings since
1974 in both Richmiond and Louisville, it
comes to almost $54 million,” Bob says.
That figure, impressive though it is, is
only part of the story. Sinee most of the
ideas save money on an ongoing basis,
year after year, the real tofal savings is
much higher. Figuring that the average
project “lifespan’ is around five years,
Bill computes the savings in Richmond
alone over the last five years at about $81
mllhon' Says Bob, “It’s a phenomenal

gs; and, in inflationary times like
these, we really necd it!*”
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The “"No Caffcine” cawpeign for
TUP, introduced nationalty jast 2 month
ago, has made a strong impact on the
media, the soft drink ndustry, and—
oSt mportant——consurrers.

During the 2-dey kick-off last month,
two new commercials were rua on the
three nctworks 37 times. It is estimated
they were scen at least 4 tisnes cach by an

and New York Ciky. The bottiess were in-
troduced 10 the new ad campaign. media,
promotions, packaging, and Corporate
AlTairs programs.

Last month, before the advertising was
aived nationally, the new marketing
sirategy was introduced at a press confer-
epce in New York City. Nearly 100

estimated 93% of the ek viewing
audience. Radio and print versions of the
same ads also are being used.

Drawing on the TUP brand’s heritage,
the mewsage is, **No Caffcine. Never had
it. Never will.”” That theme is to be part
of all 7UP advertising, promotions,

pap and
radio stations, and trade journals af-
teaded, includiag The »Wall Sireet Josr-
nerd, Tinre, NBC's Toduy Show, Business
Wiek, Advertising Age, and the Aso-
ciated Press. In the ensuing weeks,

packaging, and point-of-sale i
The ads feature Philadelphi

Phillics baseball star Tug McGraw and
his daughtes, Cari, looking for a soft
drink that contains no caffeine. In the

hundreds of highly positive articles and
iy b A

Ve APPH 5

No-Cqffeine Hotlines have been in-
statied in the company’s Corporate Af-
fairs Depactment 1o help get the message
to the media, as well as o 7UP botiters

30-second commcrcial, popular soft
drinks containing as rauch as 52 milli-
grams of caffeine are compared with
7UP--the only one with no caffeine (see
table). The new commercial series also
features other comparative advertising.

and s. For information, call
(800 325-5453 or (§00) 392-5453.

Says Ed Frantel, *It is fairly common
knowledge that caffeine occurs naturatly
from the kola nut in cola soft drinks, but
it is not widely known among consumers

The 30-second jal

with a musical phrase containing the “No
Caffeine’ theme.

Edward W. Frantel, President and
Chief Executive Officer of The Seven-Up
Company, describes the ‘“No Caffeine™
canipaign as ‘'a total marketing program
designed to have an impact on the con-
sumer in every possible way.

“Caonsumer intcrest in the caffeine
issue is significant and growing fast,’” the
Seven-Up President says. Seven-Up’s
perception of this increasing concern is
based generally on three factors: (1)
research by Scven-Up into '

that appr 9% of caffeine in
cola soft drinks and 100% in some of the
popular citrus-based soft drinks is added.
The Seven-Up Compeny is not suggest-
ing thal any soft drink companies that
add caffeine to their products are nat
conoerned, but we think it is important
that soft drink consumers be fully in-
formed about caffeine content.”

awareness of and concern for caffeine in
soft drinks; (2) widespread coverage in
the news mcedia of possible health dis-
orders relating to caffeine ingestion; and
(3) the Qctober 1980 recommendation by
the Food and Drug Administration that
caffeine be deleted from the Generally
Recognized as Safe list.

“Our rescarch indicates that caffeine
ingestion is a matter of growing concern
to consumers,” Ed Frantel explains,
“‘and we have adjusted our advertising Lo
make it clear that 7UP never had this
stimulant and never will. We are taking
advantage of the fact that TUP is the
leading nationally distributed soft drink
that contains no caffeine.”

The No Caffeine message was first un-
veiled in February lo TUP bottlers af six
regional sales meetings held in Adanta,

CAFFEINE CONTENT*
{partial listing)

Product Milligrams
Instant Coffee (5 oz.) 53
Soft Drinks (12 oz.}

Mountain Dew 52
Diet Mr. Pibb 52
Metlo Yello 5
Tab 44
Shasta Cola 42
Dr. Pepper 38
Pepsi 37
RC 36
Diet Rite 34
Diet Pepsi 34
Coca-Cola 34
Mr. Pibb 33
TUP 0
Diet 7UP 0
*Sourcs: Consmer Reports, Octobar 1981

o'

One of the M-aocond TY speis featwes Pilllles rofel pRcher Tug MoGraw and Ms
daughies Cart. They tind no caffelne in U8

The new “No Caffeine” message nowrappears on afl 7UP packaging.

T47781382
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checking the accuracy of ail figures sub-
sequently reported, wiiting the footnetes
that explain our fiscal policies, and draft-
ing the Firancial Review.

The company’s lawyers review the
report as a whole to ensure that material
aspects of &he compmy‘s busmess and

. The

tions, is responsible not only for tilying |
the year’s profits and losscs, but also for |

Fi's Anfual Teaun 4} Stalt A i
VMzM; Siaft Aﬁewnums urry Gentmnl Tomn Urbaeh, and (not showm Danka M
Stephan Gsissbuhler antl Gary Stiiovicly; {s

Ren tomb

and C

Legd Depmmmt devotes special mm~
tion, however, to Managenenat Discus-

ge Knox, F

P

fecting the information entered by

sion and Analysis of Fiy jal Conditi
and Results of Opemnons Since that
part of the book is incorporated by
reference in the company’s report on
Form 10-K and filed with the Securities
and Exchange Commission, the lawyers
directly participate in its preparation to
see that SEC requirements are met.

All three departments share the eye-
blurring proofreading task—often by
idnight ofl, ionally on weekend
Galley proofs of copy and row upor row
of figures are stacked on the desks of no
fewer than 30 people from December to
mid-February, They are kept handy so
that when the phone rings with a message
that one department found an error af-

her department, the change can be
made immediately by everyone invelved.
The man standing by at the printer,
with authority to give the final ‘“‘Run the
presses” order when the 56-page finan-
cial report card is perfect enough, is
George Knox, Manager of Financial Re-
lations, Corporate Affyirs. George, who
has shepherded three reports through
development to distribution, explained
how the 1981 Annual Report was made,
The first step is deciding on the theme
of the book. That is Chief Executive Of-
ficer George Weissman's decision.
George Knox recalled, ““1t was very early
in 1981 that Mr. Weissman mentioned to
me that the theme of the annual report

Affairs Dept.

would be the advanced technology we use
in the manufacture of our products.”
Establishing the theme is the equiva-
lent of throwing out the first baseball of
the season—-it sets in motion months of
team planning: bmms(onnmg meehngs,

Mary Jane Jolda and Mgr

be in the mail by the first week in March.
To meet that deadline, planning sessions
began last June.

“The book is truly a child of nine
months of labor,” said Stephan Geiss-
buhler, of Chermayeff & Geismar, the

Iayoul conferences, inter g, writ-
ing, rewriting, editing, and photo ses-
sions around the world, The players, in
this case, however, are all en the same
side. The opponent is the ticking clock.
The time schedule is dictated in large
part by the SEC's requirement that the
annual report be sent to sharcholders of

hic arts studio that has designed
PM’s annual reports since 1972, **George
Krox calls us in June, so we have two
months 0 develop a mock-up.” The
mock-up is ready by August, and from
then until October, George Knox meets
with senior managers and corporate af-

publicly owned companies approximately
six weeks before the annual mesting.
Since PM’s 1982 annual meeting is
scheduled for April 28, the report had to

Annual reports are produced to in~
fott investors and potential investors
of a company’s operating results for
the year and its financial strength at a
particular point in time—usually year
end, This is accomplished by using

How to Read—-What to Look for

from prior years; and the Fingncial
Review, pages 34-35, which tracks the
companies’ operating performance
and finanecial position.

Any event of importance to the
current financial state of the com-

content of the report. Tn PM's 1981
Annual Report, that includes the
Chairman’s letter or Review of the
Year, which begins on page 4 and gives
a broad overview; the Management
Discussion and Analysis of Opera-
tions, pages 36-39, which identifies

various financial statements including  pany is specifically referred to in the

a balance sheet, income statement, annual report, For example, the com-

and of ¢ch in fi plny‘: jon last year of the “last-

position. in, first-out” (LIPO) method of
The company’s results for the year  costing inv ies and the

and its intended dlrecuon for the of its i ional tobawo

future are 1 in the 1 h an i t in Rothmans

Intmﬂoml ple are discussed on page
41, in the Notes to Consolidated
Financial Statements.

Opinjons differ on which is the
most important section to read in an
annual report. Bill Smiy, PM's VP and
Controllet, ml;med. “Particulariy in

and explaing any important chang:

today’s many read-

fairs divectors at the operating companies
1o discuss theme, editorial content, and
pictorial needs. Later, he dispatches pho-
tographers to PM’s operating locations.

“In October,"” George said, “we order
the paper the report is printed on from
PM Industrial’s Plainwell Paper Co.,
which supplies the high-gloss stock used
in many corporate year-end reports.”

ers tend to hast

of Sratement qu'htmw bs Finaneial

Paritian. which indicates the com-

pany s ability to generate, through op-

erations, sufficient cash to sustam its
ions and other

Itualsoimmﬁamtomdﬂ\efif-
toen-Year Financlal Review, pages
40-41, becausé it reveals at a glance the
recent history of the company’s finan-
cial position and earnings,

While the order in which an annual
report is read is a subjective decision,
everyone interviewed agreod that all
PMers should resd the Chairman’s let-
ter, sinoe it provides background on
both the company’s activitics and an
indication of our future direction.

We hope this very *‘short course”
will help you get a botfer reading of
PM's Annus) Report 1981,

Mid-December is the b g of an
eight-week crunch. A first draft of the edi-
torial content of the book goes to George
Weissman and then to senior officers.

Much of January is spent rewriting
and taking new photographs to make
sure the words and pictures better convey
the Philip Morris story.

The year-end figures come out the last
week of January, and the book can fi-
nally be completed. Barely three weeks
remain in which to finish. Everyone on
the project becomes a proofreader.

In Pebruary, galley proofs and then
blueprints of spreads are circulated to
operating companics around the country,
as proofreading progresses and “‘the ab-
solute final deadline’ nears.

Then, in mid-February—like Noah'’s
passengers—Gearge Knox and his assis-
tant, Mary Jane Jolda, plus PM Accoun-
tants ‘Tom Urbach and Lanry Gentilini,
and Designers Gary Stilovich and
Stephan Geissbuhler bosrd a plane for
Rochester, NY, where our printers, Case-
Hoyt, are based. Theve, they oversec the
“make-ready,” the final step before the
presses oll. Afler working round the
clock-—-*'] have a favorite table 1o sicep
on,” George said—all return to New
Ybrk white the presses run for two days

vensaing in we for all the following yoar
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4 ¥SA Ohalrmsn Hugh Oullman:
Gissy Musselman, Louisville Charfi
Gommerce President.

pwy ke thet comtinwes 10 enjoy greet

sieccess awd is Row investing 325 wilfion

in new acidirions £o its Lommk fmory

.. 'S a genxine caxse for ¢

" With those words, Cissy Museclman,

pr:sident of th: Louuv:'lle Chamber of

d a Busi Leaders

Lum:heon rmgmzmg Philip Morris for
its many ta the

Kentucky Governer Jobnt Y. Brown,

Ir, Jumed kader: rmm all sectors of the

y—<ivic,
manufacturing, :md gavetmnem—-m
tonor Philip Morris.

Loumnne Mayor Harvey Sloane
when he
proclaimed Mamh 7 *Philip Morris Day
in Louisville,” a first for PM. Said the
Mayor, “Philip Morris’ expansion of its
primaty processing operation ineans a
great deal to our eity. We're delighted
they're here to stay.”

Echoing Sloane’s gratitude to PM was
Judge Mitch MeConnell of Jefferson
County, where approximatcly 80% of all
PM employees live.

But PM's economic impact extends
beyond Louisville and Jefferson County
to other parts of Kentucky. Last year, PM
spent $120 million in Kentucky for
salaries, taxes, materials, and other ex-
penditures. With 4,200 employees, PM
ranks as the Bluegrass State's sixth-
largest employer.

According to Hugh Cullman, PM
USA Chairman and CEQ, a major

fimancial commitment in  Louisrilic
would nover have happened a fow years
ago. ““Quite candidly, because of an un-
settled laber clinate, Louigville ranked at
m&mmm‘snﬁmm

ﬂam and what we ind—or did not imve
here—was having an effect on our other
locations,” he fold the luncheon guests.

The tum For fhie better began in June
1979, when labor and managesent sigaed
a himc-year asrangement that, for the
first time, guaranteed the company the
promise of unittterrupted production and
union employees uninterrupted jobs and
wages. The “LongTerm Agresment’
was a landmark event. ““What's more, by
everyane’s reckoning, it’s working better
all the time,” My, Culimen added.

Naturally, employees in Louisville are
thrilled with the expansion. Beth Wagner,
an Accounting Clerk, said she thinks PM
is “‘the place to be in Louisville.”

Supervisor Mary Wilson, who works
in the department that is being expanded,
said she was delighted with the announce-
ment. “'Because I work in Primary, I was
aware of the proposal, and 1 was happy
when Fheard the good news. Now I know
PM’s here to stay.”

Roy Pierce, another Primary Depart-
ment employee, felt more secure about
his job after he heard about the expan-
sion plans. “We had heard a lot of
rumors over the years, but the ‘big news’
put an end to those.”

Philip Morris has had facilities in
Louisville since 1944, and one third of all
PM USA sigarettes are made there.

PMlLoulsvile employoes () Beth Wagnet, oy Plarce, and Mary Wilsen are
thrilfed with expansion plans (see story).

mmmmm

_ ____
Mgr. Lawy Zinaki; Clesy Mueseiman; ane PM UBA W John Camphbell.

w Sloanes Loulsville Genovd
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ag stmbes mavked Febrw-

:ryﬂsapuu:ldlyouthc deads:

Ouhcm?ﬁahkrnsU.S.A
frosicd the fowrth aneuval Outstanding
MMFMMM

mition banquet in Rich ‘Tbe

F program o that it is

stk Forymugpewkromulo-

young faravers and their wives ocict

the oocasion with their local agricuttural
extension ageats and their spouses. The
farmcrs and cxtension agemts shared in
the festivities, as they work hand-in-hand
10 produce high-quality tobacco.

While in Richmond, the young
farmers were honored by PM USA's
Hugh Cullwman, Chairman and Chief
Executive Officer, and O. Witcher
Dudley M}, Viee President-Leaf. The
event pmduibuwwﬂmmngmm
for theiv

fully and make

:cumrihnnuntnh:enmmiumy
To be dligible, nominees must be under
35 years of age at the beginning of the
s oporating year aud carn at

and headcrsh wition Bengy lowed by a tows of the
absilicies. Fimafiats are choscn &t the state  Muwswfactwring Center om the next day.
i Ser- A of the swards also ap-

pear in tocal news imedia.
One butlcy and once (luc-cored grower Recognition of these descrving young
receive recopmition cach month 25 Owt-  lobacco farmers encoucages other young
ding Young Tok F The  peoplc to coicr the business and promotes
of tobae duced e a state  the tobacco community as well. Addi-

dmmmuhowmnymmﬂmm
can have, wuhalo&ﬂcfﬂmwmng

younghnmrsprepnresthmfwm

the titte, **Ouf ding Young T
Farmer,” cadn your. This year’s winncrs

program
lexst 75% of theic & from f:
the farmers must also support the
Cooperative Extension Service. Each
state that participates in the program sets
additional qualifications.

Young tobacco farmers are  fiest
nomimhd at the Iocal tevel by county -
and

%y, Nosth Caroline,
Swth Gumﬁm. Virginia, Tennesee,
Georgia, and VWest Virginia.
The avard consists of a $400 cash
prize, 2 plaque commemarating tlve in-
jon for the O
Young Tabw:o Farmey title, and aq all-

to

tobacco and community affairs, and the
consistent excellence of their leal.

The program, initiated in 1978, is

feaders. The mndidus must show in-
i for in-
creased opemmg effici cxency. a3 well as

Xp paid trip for the recipient and his
spronse, and his county agent and rpeuse,
to Richmond. On the first evening of
their stay is the yearly Awards and Recog-

*', roles within their
lobacce and civic organizations.

As Hugh Culban said wien advess-
ing the dinner guests, “Philip Morris has
a special relationship with these excep-
tional young farmers and with all tobacoco
producers. We depend on them for high-
quality burkey and flue-cured wbaccos.
Their tobaceo is a key ingredient in our
phienamcnal suceess, both in the United
States and abroad.

“Quality tobaeco is the backbone of
our successful brands.”

Communications

The Philip Morris conference, *‘Com-
munications in The 2ist Century”
continues. PM’ 42-foot-long, ¢ight-foot-
wide chart that traces the evelution of

PM Inc's Glna Gallovish, Coordinatos
Communications  Ressarch, demon-
strates the use of one of the educational
displays included in the {

tions exhibit al Loulsville's Museumn of
Hlstory and Solence.

PM USA's Minor Conklin, Statf Assistant,
Finance, and Miller’s Richard Klemp,
Mid-Atlantic Government Affalrs Mgr

communications technology is traveling
al} over the country to remind people of
“what God has wrought”"—to para-
phrase the first message sent by Samuel
Motse, inventar of the telegraph.

The communications chart began its
tour {ast month at Louisville’s Museum
of History and Science.

The exhibit is ingeniously designed to
mclude hands-on aduaauonal tools such

Display Hits Roa

as a telegraph unit that enables viewers
seated on cither side of a short wall to
send messages back and forth, A com-
puter is also stationed at the end of the
chart to provide a quiz for muscum
visitors on the information iltustrated in
the eleven-paneted history.

P in telece i .ons

devel in } Y
and fundamental events in physics.

PM dcvcloped the chart for the “Com-
munications in the 2Ist Century’" con-
rerencc held last April at PM USA’s

M § Ocmerm“ hmond. The

The chart tracks the path of

pany later d d the display to the

munications tachnology with four ealer-
coded time lines: basic inventions;

Jelferson County Judge Mitch McConnell and Loulsville Plant Mgr. Al Mathis.

Scicnoe Museum of Virginia, which will
have permanent awaership afier the tour.

\
PM USAfLouisville Fabrication Manager
Fisy Taylor andg Labor Relations Manager
Jim Payne test their knowledge of FM's
cemmunications history chart against
Alan Cowan, Executive Director of the
Loulsville Fund for the Arts.

Mission Viejo’s New Valencias

New Fammes Snap Up Con

Just whea many young couples are
ready to give up all hope of ever owning a
home, Mission Vicjo bas opeond new
condominiums designed and priced for
meﬁmhnmwww—qndm:ymsdl-

like lemenade in a desert,

The3 Mnlmumﬁheﬁmsdﬁns
phase of Yakemcia, a5 the
ﬁummmssmmnabmn

Graat Sullivan, Mision Viejo's Mar-
beting Divecior, sayx: “We want to becp
home owmership opportunity open to

young peaple. A key factor in Mission
Viejo's sucoess as a community has been
its broad range of homes. Today, Valen-
cia maintains that tradition for a new
generation of California homeowners.”

Valencia townhouses range in price
from $53,000 to 381,000 and are offered
to buyers cligible undesr Orangs County's
Houging Opposiunity Program. To be
cligible, 2 couple’s combined annual in-
came cannot be less than $24,500 or
more than $37,560.

in addition to compact floarplans, Vo~
lencias offer sobur hot waier heaters as a
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