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appointing. However, now that the imtial blasts of
g‘u been anal

This third mur of the Cytrel News Report hrings 1o the public the latest developments since the i d
PP in Bricain six months ago.

There has been considerable speculation that thxs new development in the modification of tobacco producti~hes—been dis- ~—§°
publicity—{or and against tobacco lupplem-n—an over, the tobacco

ysing the results of its efforts. It is clear that the rats of success been

anticipated: nonetheless, there are signs that some of the twelve new brands launched last ]nly huve establshed 3 firm

position in the market, which wiil provide a base for comtinuing long-term growth.

Brand leader is Rothmaas International's Peer Special, which

- "3::"nm

less than ongmally

S GCallaher, with ns

Cytrel-containing brands, Silk Cut, has also streagthened its position among low-tar smokers. While the advertising and
marketing efforts in the UK for cn:anlteicronmmn‘ supplements have been subject to criticism, no [ault Las found

some 50°%

k are in excess of one billion umts.

in the emerging tobaceo supplement sector of the k d that
of the market. Peer Special cigarettes account for abwt ZS" of the mhc:o luwlemem mrkn in the UK.

During the last three years sales of cigarettes containing Cytrel s West Germany, Switzerland and the United Xingdom

Cytrel Tob:

tion's producl -Mch is being nmd in many ol these new cigarettes.

Cytrel lave captured

)

0n the Market Only Three Months,
Cigarettes with Tobacco Substitute
Take 2% Share of British Market

By Michael F. Barford

LONDON. Popular

is not the floo which the

Britain are black with lurid stories abont
maijor lobaeee manulacturers making d:
whi
the publu: “will not buy. But this story,
in its more extreme versions, is as
synthetic as the oress balivhoo which
accomparied the launch in July of 12
cigarette brands comtaining non-tobacco
smoking materials.

The plain facts are that the new type
of cigarette has secured ahout two per
cent of the British market, and that is

popular press talks about.
Some {. * calculati be-

fore the flaunch were widely over-
optimistic. One could hear notions like:
“nine per cent of the cigarette market
within a year or two.” from quite respon-
sihle levels in major houses.

Now the counter-influences are being
weighed up. Four seem important. The
biggest is the Jack of cost appeal in the
new brands. Should not something that
is purely substitute cost less than the real
thing? Government taxation of mon- -made

ingr at rates paid for

(United Stotes Tobacco ]Journal, November 3, 19771

smoker confusion. The new brands
emerged at a moment when the British
carrene market was alreads in turmoil.
ey would have been more clearly visible
to the smokers and their market performe
ance would have been more transparent,
if their lauaching had been an isolated
evemt in 3 penod of market serenity.
As it was, their launching was one event
amosR several. Jt come 3t 3 moment
when there was a big swing fram smaller
to king-size cigarcttes: a savage wicc-
cutting war; a comcertina-ing of prices
under the influence of the Common Mar-

a substantial achievement in only three
months —the more 30 as it was achi in
the face of

and obstacles.

There were miscalculations by the three
largest manufacturers in Britain—Imperial,
Gallaher and Carreras-Rothmans—whose
excitement over finally getting official per-
mission to market cigarettes in which real
tobacco was blended with man-made
materials led to initial over-production of
the new pfoduts. The Wills branch of
Imperial is now amnm to burn about
100 million blend ciga;
which are in execess of ket d

deprives the manufacturers of the
ability to give xynthetic-blend peroducts
!M price appeal that explained alt the

ful ogarette | h in
Bmam in th: past ten years.

A from
the Arst. I there is no price advantage,
just what is the encouragement to buy?
The new brands are not particulatly lower
in_‘tar’ and nicotine than brands that
achieve mikiness through he: flters,
porous paper, perforated tipping and

of blend tobaccos. A lot of

Other manufacturers may do the same
with certain surplus stocks,

_The mun for  destroying  these

L The from

smokers need more than just the magic
word ‘Newl' in advertising.
Then, thn_cnhu been official lack of

luryhn al!-lobuco cigarsttes can  be
-Imcd and recycled. but no one has
a Y vay o!

e that per-
mmedthQuun!Cy!rd and NSMi-

Ill. the

"y N b
to lh' new ingredients

bleﬂd. The totsl joss in dummioa of
mrhu stocks may ran to about $2

At launching time. some 1.000 million

land by associates of Imperial) or Cytrel
(made in the US by Celaness for Gallaber
and Carreras-Rothmans brands) were in
the trade pipeline, Smoker awareness that
somethi new had happened was
hnd\. Millions of packs were bought out
of curiosity and initial sales reached at
least three per cent of the cigarette mar-
kat. But public acceptance. once the initis}
excitement had died down, settled at 2
level lower than marketing men had been
predicting earlier this ysar. Nevertheless.
a two per cent market share, if it csn be

on packs and in advertising. Simul-
taneously it financed uodm spasm of

g the
synihetic blends, One dnmm satins of
press advertisements showed 3 man fall-
ing from a high London bulld‘u'. The
legend told smokers that switching to
a synthetic blend had the ssme Sinal effect
as d““‘%‘ jump from the 19th rather
than the 50th floor of a building.

Natural allies of the
Health Education Council wers the prass
(habitually anti-tebacco, like the press in
most other countries). which started pro-
chaiming nm the syutheue blend experi-
ment was a " rcmouunohenm
sampled their first pa

A final mnm-mﬂme- bad been

Government'’s

ket ciga fax : and 3 pro-
liferati of line as ms
brands sprouted low-tar, lower-tar, with
coupon, without coupon. king-size

other alternatives. The end of the no-
additive rule at the bepmning of this
month adds a further ingredient of be-
wilderment to distributors and smokers.

The dust will not settle until well iato
next year. Then. predict the more
tobacco cbeervers in the trade, the surviv-
ing three or four synthetic-blend brands
will be seen to have a one per cent to
two per cent market share and (rom that
point they will slowly and gradually move
into better fsvour. A final twist of tax
reform on lanury 1, is likely to work in
favour of these cigarettes and over the
Jong term there should be a cost advani-
sge which manufacturers could pass on to
the smoking pu!

The ead of the no-additive rule 'iu
Britain could also heip sales of synthetice
blend cigarettes. At present their tasts
and aroma perties arc somcwhaot nega-
tive but the right to use flavourings might
change all that.

observers who are not ready to
write off the most interestine inncvation
In cigarette manufacture for many years,
on the basis of three months’ market ex-
perience. point to the fsct that, with a
marked price advantate, filter tipped
cigarsttes took more than eight vears to
win thres per cent of the Britsh market.

also recall, that, with rigorous
iag by the Heaith Author-
ties, low.car bramds took four
years to reach the same point.
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