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De-nicotinedBrands
and theimrlicationsforGroui)R&D

When PhHipMorristooktheinitiativeinlaunchinga seriesof de-nicotined
brands(Next,Meritde-nic,B&H de-nic),we reviewedpastexperimentson
smokingbehaviourand consumer research,allof which confirmedtheBAT
researchview,thatsuchproductswould have littleor no ap ealforP
consumers,sincenicodneisa key featureof thepleasurableaspectsof
smokinc,.Indeedthelaunchof theseproductsmet suitableincredulity.

The markeeng performanceof theseproductsclearlyshowsthatthey
representa negligibleopportunityand thus,we see no r=son forir@dating
any R&D activitiesofourown. The diametricallyopposedobjectivesof
maintainingnicotineata satisfactoryleveleg approximatr-ly0.8 mgs and
reducine,taras low aspossibleconsistentwith consumer satisfaction,in
termsofmouthful,tasmetcremainscommerciallymore =active; thisisthe
basisof 'ProjectGreendot'.
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