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The cigaretts pushers are
0w Into What the advertising
indusiry ealls “pesitioning.”
which means that a product
tries to stake out an area for
Iself in the smoker’s mind.
~ You ¢an see the position a
brand 1s trying to occupy by
reading the copy and kooking at
the illustrations in tha ads A
brapd on the upswing stays
with its "mood” message. A
brand thal's slipping kesps
changing the message,
The lotigest-runaing -cam-
Eign in the clgarelte business
¢ Marlboro's westetn molif,
and it will continue 8¢ long a3
the brand continues ta move up
on Lhe sales ehart, Maribore is
on the verge of overtaking Win-
ston as ihe top-selling brand in
the country
, The Marlboro message is
tear: “Come to where the fa-
7 Is." What it’s really saying,
peyond that, is: “This is not
one of those slasy low-tar and
low-tlcatine brands. This lsone
you can taste.”'
. Winslan ig also bn this “Jull-
Daver” eatcgoiy. M ki oo
heavy shug of tar and nicatine,
even mare than Marbore.
Bince it has begun to lose
iground to Marlbaro, Winsion
has changed the models who
appeat in lts ads. They mow
tend 4o be young people dressed
In blue jeans, and they'ce say-
ing things Like:
"It it waso't for Winston, I
wouldn't smoke™'; oF
*Taste jsn't erverylhing. W's
- the onty Lhing'"; ot
"'A taste that'sregl Tfaciga-
rette isa't real, It isn't any-
thing. Winslon Is for real.”
The No. 3 gelling cigarelte
brand is Kool and its massage
for many years has been L
simple ene, *Come up o
Koot."" What it is stating thare,
and what menthol smokers ap-
parently recognize, is that it
eontains more menthol than
' other beands. And it doet.
' Kew Ontegory

br Mifton Moskowit:

Viceroy, for exampla, i3 pow
coming al smokers with the
ting: “Why Yiceroy? Becauss
14 never smoke a boting
cigarette " Boring must mean
those cigarette brands which
ate enjoying good sales.

S we have ads for Trus
showing a smoker who say5:
“Why all the talk #boul smok-
ing 1 decided I'd either quit or
smowe Troe. § smoke True.” Or

-the ads for Vanlage, which

promise the flaver of a full-
flavor cigaretle *without any-
where nsar the tar amd

nicatine.” Or lhe ones for

Dural, where smokers related ?

how mach tarand nicatine they

lostenthe “Doral Digt.”

Poot Liggetl & Myers, whose
brands are ail in @ state of
relreat, Is really desperate, .
Bt's now trying to position Lark :

&s “the third eiagrelte” for .

smokers whose throats gst

raspy afes amoking those full- -
Havored eigatetles a1l day and ~
who don't like the high-filtra- -
tion brands because  they .

“hardly laste Like anything.”

On its two other brands, LAM
cand Chesterfield, Liggett &
Myers seemns tohave just about
thrown In the lowel L&M, a ;

brand on the decline for many
years, i now being positioned

as “the proud smoke,” whatey- .

er that means. And Chesler-
fietd, whose maltes are ndanger

of disappearing, is uslng the

tlogan that was o winner for it
10 years ggo, “They salisfy," It

may be that the paople who
remamber that siogan are the
only ones still smoking the.
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' Lately we have been seeing l
- theemergence of a newcatego- !
¢ ry that might best be ealled the, {
© “eameer cigaretles.” Theseare |
“the lowtar and low-nicoline
= brands thal ere preyig on
people’s fear of cancer. Al . -{
ilhough there is no seientific evs .
lden-ce that thess cigareltes
:are “safec™ than glgarettes !
with beavier eoncenlrations of §
tar and nicotine, it is a bebief
“that is widely held, even by I
"President Ford. \
© Vantage and Doral, inciden.. '
tally, come to you from the |
pame Tolks wha maxe Winsion 4
“amd Sa&lem and Camet, ' §
. . ‘Thenplcaurse, we gel o the
brands which don’t kaowe what
.t iy Lo arrest sales declines.
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