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BACKGROUND 

at home or vice venr. ti smoking for rexWas of nligious observanq etc.). 
Additianally, smokers appcarto MI into diEbrent motivational classes based on their use of the 

rdaxdtion-panimentsmokeKsfbrexample). 

TheoracticcofsnokingalsoshowJdifferempancrnsintksensothatsmokenwiU~inthc 
hierarchy of importance which they attach to various ekmaSs of the smoking cxpericoce (low 
tar smoken, for exampIt, consider visual and tactile aspects of the experience reIatively more 
imptant than full flavour smokm do and are cunsequentiaIly more sensitive to physical c 
product quality). 
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In this context the explicit use of xnsov aspects of the product (i.e. fIavour, rnelIowness, 
richness. etc.) as an advertising ‘be&t’ may be usefi~l but not wholly to the point for tbe 
folIowing reasons: 

1. Tobacco flavour is not amactive per se, mast rehabk indicators of preference have more to 
& with the absenw of negatives (irritaocy, etc.) than the presence of distinctive fiavour as 
such. If this WCIC not so we should expect to see tobacco fkwour successhtIy appearing in 
other categoriw (i.e. drinks, confectionery, snackq etc.). 

2. Within similar blend and delivery brands the tobacw product is actually vay homogumus. 
Mapping studies show that consume do not reliily diffemtiatc bcands fhm single 
bieadldelivcry segments. 

Where the explicit sensory bawfit claim u bmmc important is when it is used as a 
ratiorrrIisias~~iinkingthe~toalcrjongibkbutactuallymonpowcrfulmativaw-thc 
smoking situation and accompanying mood state. In this aspect nicotine is an ‘invisible’ 
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rrinforcer. It is colourless, odourless and fiavourless but its presence in the brain stimulates 
pmdttuion of endorphins, dopamine and ttomdratahi which wiIl cnbance arousal control and 
moodstate. &ou+tnicotineissuchap~lrrkrforca,~othcrutidbsely~with 
its prcscncc wilt borrow’ its motivating propatia. l%is indudes flavour but significantly wiIl 
also axanpass the appedive htals sunwnding the habit (opening, lighting. handI& biowing 
smokqtappitlgash,etc.)andthemocdtoneiwciaUdwithsmoking. 

Ths~wt~thiristhattherrputoireofkncfitzwhichanbemtYlingfirllylrtochcdto 
smoking in advertising is potmtially much richer and more sophisticated than simple 
productIs~ry mtionale allows hr. 

KEY POINT m should map out this broader vision of smoking ‘ccclogy’ and seek means of 
capidising on this Imd#spndipg in order to reflect more r&vant beo& 
dlemesinwmmunicationswitbsmo~. 

Limitsdprcadmtforthir;rppfoachMbcKtninlo~~vutising(Hamlctdgartaadtbc 
ants&g moment, hIadboro and the post-achievanent reward). The same use of behavioutal 
bate& Iii to qwifk situations is at its most obvious in the Omega w&h ‘signi6cant 
moments’ campaign pottraying the product at distinct moments of success and t&on reduction. 

PROPOSED ACTION 

In cohabotation with SE555 IBG a qualitative study wiB he conduct& initially in the VK, with 
the objective of achieving an improved undemanding of smoking hahit and practise inchrding an 
anpbasis on ‘significant moments’. 

The premise of ‘significant moments’ is based on two obsewtioren 

1. In retrospective most smokers are able to recall spe&c peak experienca which were 
accompanied by smoking a cigarette (e.g. passing exams, surviving a co&on* 
comphsing a voyage, etc.) 

2. AIthougl~ the avenge consumer might smoke a pack of cigar&es per day, W&e will 
typicallynportthat~~ar2or3stickrwtrtaccrralIyauDciatcdwifhbcightaed 
awareness and conscious enjoyment (e.g. first/last of the day, a&r Itmch, atIer a signifiunt 
work aaamplishmcnt). 

The research will examine such perceptions by dry, wuk and long term memory, vthg to 
produce a provisional classification of associative smoking benefits, based on situation and mood 
state. The rationale for subsequent action sill be to convert such observation into motifs which 
smokers can empathise with in advettising (the best current example in BAT advertising is the 
JPGL campaign depicting smoking following sueccssfbl team negotiation of a challenging 
situation). 

The rexarch will comJnaEe in early September. Discus&n groups will be convened in 
locations with obsewation ficiIities and it is -tbatBmndManagersshouMattendat 
kaat one of the scssiona. A schedule of dataltimi&ioat.ions will be produced shottly to assist 
organ&ion of an cbstrveh rota. 
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