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LAWRIENCE C-GUMBINNER ADVERTISING AGENCY

June 18, 1962

MEDIA RECOMMENDATICNS

In order to learn as much as possible e'bot_zt any impact
the new Pull-Tab package might have on DUAL FILTER
TAREYTON sales, we recommend that a test be done in a

limjted number of markets.

We also propose to increase the level of sxpenditure
in some of the test markets in order o determine
whether additional advertising weight during the

Introductory pericd will produece commensyrate sales,

We recommend for this test that different types of
markets be selected -- as they relste to DUAL FIILTER
TAREYTON. Two are good TAREYTON markets, two aversge,

two below averags.

A to the selection of wedia -- we recommend that tele.
vision be used ag the primary medium with some supple-
nmentary exposure in two-color newgpapsr advertigements

to help announce the new package.,

655 Madisen. Avercees Nes :'y{mé 2{./1{%
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We decided on television as the backbone of our
advertising effort behind the introduction of the

nev Pull-Tab package for several important reasons:

First, the product itself -- that 1s,

the new Pull-Tab -« ckn be more effectively
demonstrated with motion. The =ase of
opening and.reclosing the packege doesg,

we Teel, almost dictate the use of tele~

vision.

Second, from a straight medis standpoint,
we can reach more pecple more efficliently
through local television than we can
through any othei loéal "elght" medivm

avalleble to us.

Aceordingly, we recommend the use of prime time

20-aecdnd telavision spote in the test markets.

Ve glsc recommend thet DUAL FILTER TAREYTON's net-
work television exposure in the markete in which

the Pull-Tab package is being tested be used to help
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introduce the new packege. We propose network
"eut-ine"” featuring specially prepared 60-sgecond
commerciale promoting the new Pull-Teb packege in

the appropriate markets.

In addition, we propose the use of two 1500-line
two-color newspeper advertisements -- scheduled

during the first three weeks.

In each of the test markete the current media plans
for the rest of the year will be changed toc conform
with the sbove recommendations. Basically, this
means that mopey currantly ellotted for radio spot
edvertising will be applied mgainst the advertising

recommended,

Detailed schedules and costs in each of the markets

are attached.
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June 18, 1962

DUAL FILTER TAREYTON

RECOMMENDED PULL-TAB PACKAGE DESIGN TEST BUDGET

' ALL MEDIA
RECAPTTULATION
MARKETS
GROUP I
' Columbus, Ohio & 8,345
San Diego, Californis 6,760
Indianepolis, Indiana 8,400

j\]
Lo
-
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N

GROUP II
Syracuse, New York $ 9,720
Portlend, Oregon : 14,270
Phoenix, Arigzona Eg:ggg
Production _
One 1500-11. 2-color newspaper ad $ 1,600

Four 20-gecond TV commercisl and
two revigions of current l-minmute
IV commercials 21,000

Cut-In Coste

For all test markets . | $ 12,000%
TOTAL COST ' $ 88,09‘5
AVATLABLE COMMITTED mim’s‘; IN 1962 BUDGET 152,61‘&2
TOTAL ADDITIONAL MONEY WEEDED $ 28,453

% This figure spproximste -« subject to negotiation with etations.




RECOMMENDED MEDTA FPLAN June 19, 1962

AUGUST SEPTEMBER QCTOBER
WEEK OF: 6 43 20 27 “3 10 17 o4 B 15 22 TOTALS

[

GROUP I

Columbus, Ohio (Budget - $8,248.00)
(3 TV Stations)
($140 per cut-in)

Betwork TV 3 3 3 3 2 1 2 1 2 1 2 1
+ Television 3 3 3 3 3 2 2 - - - - - $5,225.00
($275 each) '
Nevspapers 1 1 3,120.00
($1,560 each) $8,345.00

San DPie Calif. (Budget - $6,758.00)
—wﬁMy

(3115 per cut-in)

Network TV 3 3 3 3 2 1 2 1 2 1 2 1
t TV 3 3 2 2 2 - - - - - - 3,510.00
{$234 each) \
Newspapers 1 1 3!250.00
($1,625 each) : $6,760.00
Indienspolis, Ind. (Budget - $8,034.00)
TETV Sta 't-Lions_}-
Retwork TV 3 3 3 3 2 1 2 1 2 1 2 1
Spot TV 3 3 3 3 3 3 3 3 - - - - $8,400.00

($350 each)
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ADGUST SEPTEMBER OCTOBER
WEEK OF: & 13 20 27 3 1o 17 24 1 o 15 22 . TOTALS

GROUP I1

acuse, New York {Budget - $9,859.00)
2 TV Stations
($230 per cut-in)

Network TV 3 3 3 3 2 1 2 1 2 1 2 1
Spot TV 3 3 2 2 2 2 2 2 2 2 2 2 $7,150.00
($275 each)
Newgpapers 1 1 2,570.00
($1,285 each) $9,720.00
Portland on  {Budget - $14,469.00)
3 TV Stations
($120 per cut-in) .
Network TV 3 3 3 3 2 1 2 1 2 1 2 i
t TV 3 3 3 3 3 3 3 3 3 3 3 9,000.00
($250 each)
Newspapers 1 1 270.00
($2,635 each) $14,270.00

Phoenix, Arizona (Budget - $5,88%.00)
(4 TV Stations)

Retwork TV 3 3 3 3 2 1 2 i 2 1 e 1

e
=
£
£
=
=~
=
=
=
£

t TV h
(3125 each)

$6,000.00




"PT' TEST

MARKET

MEDTIA

PLAN

-3 MCONTES

(AUGUST-0OCTOBER) 1962

Committed Available
Advertising For Local
Expenditures Advertising

Average Monthly Basic Bagie Available For Adv.
Advertising Increased Increased August [October
City 1st T Months % + 25%  Monthly Total
1¢ Phoenix $ 3,4 + 20.0% $ 4,133 $ 5,166 $ 5,166 $ 15,408
1T Portland, : :
Oregon 5,581 + 20.0 6,697 8,371 8,371 25,113
1T Syracuse L, 567 + 20.0 5,480 ,850 6,850 20,550
2¢ Indianspolis 6,892 § 20.0 8,271 8,271 24,813
27 Columbus 5,792 4+ 20.0 6,951 6,951 20,853
27T San Diego b, 727 + 20.0 5,660 5,660 16,980

$ 9,614 $ 5,8

20,6l 14, hég
10, 691 ' 9:859
16,779 8,034
12,605 8,248
10,222 6,758



