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Mr. Feiere Feicrelt

IMeLRI2L TTEALLO LTD. .
3E10, rue St. An%oine

Mcntreal, P.2. HSC 1BS

Quebec  CANRALA

Dear Fobd:

Erclcsed is a list of 71 eveluative dimensions which came out of the first stage
of PPTUECT IMAGE (cee fxhibit 1), The dimensions have been organizec irto cat-
egories and sub-categcrics tased on judgement. They represent our summery of

more than 200 cimersic-s we have collected from the 21 interviews I have conducted

in Toronto using the Resertcry Grid Technicue.

In my ¢oinion, thic list re:resents such a wealth and diversity of information
that is worth pursuing to t-e fullest extent. By pursuing 1t to the fullest
extert [ mean that wit~ wnz< we have here it is worth executing the seccnd phase !

of PROJECT IMAGE as soon as possible. That phase would have two objectives:

»
»

1. To iden<:°*y, through factor analysis, the %ew suparordinate
diz-nsi.n. trat are coperative in the market and to reduce the
existir. Cir.onsions to 20-2¢ princip;? factors, i.e., those
eva uat:.- .riterfa that seen.to expﬁain most of smokers'’
percept:ars. B ‘

2. To proc¢.:e = map of 15 brands of ciga;ettes using the factors —  _
developc? cbuve. The reasor for devéioqing the map is to
evaluat: the positions of tre tested brands in light of our
uncerstencing of the market. Should.the map appear to accurate]yff3

describr --» rariet, and shd&ld the dimensions on which it has —

MARKETING RESEARCH & CONSULTING

BATCo document for Province of British Columbia 12 November 1999

BATCO ' 00095552



. ¥r. Poport Percrilt
1M SRIAL TC3ACCO _\
Decemper 8, 198G
Page 2 by

tcen tased show promise for positioning decisions and crentive_
devele,~ernt, you may decide to:
a. adopt the instrument for your on-going inage
i research, and
5. possibly, conduct a fullescale s:udy to ~over
all the relevant brands, if more than 15,
across all the market secments trat are

judged important..

As far 25 tre ne-t tenb 1< concerned, I would like to propose that a quantitative_,
study be corduct.d 3~ ns 150 respondents covering 15 brands, Eecause cf tre

sheer nu-ber of dimer.:.ns, it §s not advisable that respondents be reguired to
rate or ranx all 15 t-zn:u. | sugjest, instead, that each respondent rate @

set of £ dbrangs crawn r:-c-aly according to the procedure outlined in Exhibit 2.
i

Accordiry t- tha: proiezisre, the effective sample size for eacn brand rated is

80 respcnderts. I, further, think that it is very‘jmportant trat the sample be

represertative c the ¢ntire market and, at this tihe. I supbﬁse we shculd be

concerned -- for reas.rs ¢f expediency -- only with the English-speaking segment.

Bob, ! @7 very cunficent trnat we now have the essential elements of a very good

instryment, and | am louring forward to your commer.tS and response to my

sugsestion,

Best perional wisnes,

Sincerely,

o,
-T/—'a

£l Seggov, Ph.D. —te
Fresident

21178920]
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