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A Story

British Association for the Study of the
Liver at the Royal College of Physicians
In Edinburgh

The nature of marketing: something they
had bought recently

A bottle of Grange wine
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Cellar Reserve

Bin Fange
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Penfolds Grange Triple Vintage Penfolds Grange Triple Vintage Penfolds Grange Shiraz 2003 S
Gift Box Gift Box Australia
£900 £900 each Caseof12%£1,824
equivalentto £152 each

At £150 a bottle it certainly isn’t cheap




A Story

I’d never heard of Grange wine
| swear they snickered...

“Including | have to say a couple of hilarious
comments about Gerard’s talk which can be
roughly translated as: ‘he clearly isn’t one of
us, but he was jolly good’ !”

A final strand to the story...




A Story

French academic called Brochet:

 He surreptitiously dyed white wine red: tasters
said it tasted like a red: "fresh, dry, honeyed,
Iively” became "intense, spicy, supple, deep."

He tested a mid-range Bordeaux in two
different bottles, one labelled as a cheap table
wine, the other bearing a grand cru etiquette:
guess which one was "woody, complex, and
round" and which was "short, light, and faulty"?

Even experts can’t distinguish wines




Five key lessons on branding

It matters like hell
It defines who Is “one of us”
Beyond the individual - social norms

It Is much more about image than reality

he pack is the final and most important
repository of this powerful iconography




branding

seriously harms
you and others

LUXURY & ICON WINES RELEASE arou nd ynu

A classy wine for doctors Or cool cigarette for teens




Structure

he tobacco pack performs key
marketing tools

. The adban has increased its

marketing importance

. The Industry Is innovating to
exploit this

. Generic packaging would
eliminate this problem




The pack as a marketing tool

Business literature

Far more than a simple container:

It also adds value,

 makes the product distinctively attractive

« stimulates purchase and repeat-purchase

* |t has become a key long-term marketing
Investment which “allows the brand to
develop its message to the consumer and to
act as a valuable form of promotion of the
brand name and values”




The pack as a marketing tool

Tobacco literature

e used to generate evocative images such as
luxury, freedom, glamour, status, and
masculinity or femininity

to give smokers false comfort about health

consequences

It Is the marketing tool with most direct links
to the consumer

Its power IS increased because cigarettes are
‘badge products’ which are conspicuously
consumed, particularly by the young, to make
public statements about the user’s self image
and identity




Hymenopus coronatus

Adopts the
disguise of a
thing of beauty so
It can catch and
kill small
creatures




“Tobacco companies have
been accused of using
'Increasingly cynical’
marketing ploys to target
girls and young women. In
the latest attempt to attract
smokers, Silk Cut Is

launching a range of
super-slim cigarettes in
packaging that resembles

a perfume box”
Daily Mail Thursday, 29 January 2009

Tobacco Industry

Adopts the
disguise of a
thing of beauty so
It can catch and
kill small
creatures
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you and others
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Structure

he tobacco pack performs key
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. The adban has increased its

marketing importance

. The Industry Is innovating to
exploit this

. Generic packaging would
eliminate this problem




stakeholder Source: NCI (2008)
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The adban has stripped SourcesNCIIRRS
away almost all tobacco
advertising channels

marketing
communications

~AlAa

Y mMass media

The FCTC: “any form of commercial communication,
recommendation or action with the aim, effect or likely effect of
promoting a tobacco product or tobacco use directly or indirectly”




Structure

he tobacco pack performs key
marketing tools

. The adban has increased its

marketing imnartance
. The Industry Is innovating to
exploit this

. Generic packaging would
eliminate this problem




Industry innovation

UK 1990s documents (www.tobaccopapers.com)

‘the easiest way to communicate with current smokers is
through the packet’ (cop, 1995a)

focus groups revealed that for seven brands of cigarette,
attractive packaging was considered almost as important

as seeing ads for their preferred brands, indeed more so
for some (Marketing Trends, 1995)

Golden Virginia was considered in ‘a league of its own
because of the packaging’ (Hpp, 1997, p.22) and the Silk Cut
pack was described by women as ‘classy, elegant and
refined’ and ‘a sophisticated accessory’, that ‘helps to
assuage guilt about smoking’ (Hpr, 1998, p.9/10)

‘young smokers in particular are packaging and design
literate’ (Hopr, 1997, p.50)




Industry innovation

UK 1990s documents (www.tobaccopapers.com)
Three packaging concepts (M&c Saatchi, 1997h):

‘value based’ communicating value for money, focused on
pack size with mention made of smaller packs of 15 or
larger packs of 50, 100 (cpp, 1995a) Or even 500 (cpr, 1998b)

‘image based’ uses design to create a favourable brand
Image, there was mention of cloth (M&C Saatchi, 1997b)

‘dimmick’ packaging draw attention to the pack, included
novel pack modifications such as sideways opening (v&c
saatchi, 1997b) O RYO tobacco in cigarette packs as opposed
to pouches to provide ‘an innovative alternative to
cigarettes’ (v&c saatchi, 19980, p.8) With tins considered an ‘item
of value as a very individual badge’ (cpp, 1995b, p.14)




Industry innovation

Since TAPA (audit of trade press)
Three packaging concepts HAVE emerged:

 ‘value based’ “Imperial Tobacco is hoping to
attract cash-strapped shoppers with new price-

marked packs for Golden Virginia” (off Licence News,
12 December 2008)




Smoking
seriously harms
vou and others
around you

‘value based’ packaging




Industry innovation

Since TAPA (audit of trade press)
Three packaging concepts HAVE emerged:

‘value based’

‘Image based’ Imperial Tobacco has introduced a
new pack design across its Richmond cigarette
range... the new look is designed to give the

brand a modern, contemporary appearance
(Convenience Store, 2006)




‘Image based’ packaging




Industry innovation

Since TAPA (audit of trade press)
Three packaging concepts HAVE emerged:










Link to new product development



Link to new product development






Link to new product development

flavoured cigarettes



Link to new product development

dissolvable
tobacco



Link to new product development

electronic cigarettes



Link to new stakeholder marketing



BRITISH AMERICAN TOBACCO
Scientific Communications Manager
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stakeholder

marketing

consumer
marketing

health

marketing
communications

point of free
sale AT R LIER Samples

product advertising brand
deSign Internet cinema press StretChing

billboards

Sponsor- product
ship placement

packaging

distribution

N

Corporate
social

responsibility






The benefits of generic packs



The benefits of generic packs



Final Thoughts

They now need to follow through and do it









