Slide 1

Slide 2

Slide 3

Get ‘'em when they're your eep ‘em when

they're old: Menthol’s role in initiating and
sustaining tobacco use
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Research Questions

Are/were menthol cigarettes marketed with health
reassurance messages?
How do smokers tend to view menthol cigarettes?
What are the perceived sensory and taste rewards of
menthol?
Do menthol’s perceived sensory and taste rewards relate
to initiation?
Do menthol’s perceived sensory and taste rewards relate
to quitting?
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I. Messages: Health Reassurance
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Market Science Associates, 1977, ded30100 (id)

|. Messages: Health Reassurance

Fmphasis on the threat, with its imvortant health im=

plicatinns, his also been an important part of Kool ad-
vertlsing since 19€0. In lipht of the "smcking climate™

in racent yeors this could very well have banefited the

Brown &Willamson, 1964, bw25100 (td)
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Cunningham & Walsh, 1980, 15056600 (id)
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|. Messages: Health Reassurance

The following are the key obstacles to overcome:
A. XOOL must move into the health reassurance segment so
" that 45% of KOOL business will be in the perceived product
safety arena by 1982 which will approximate the 45% of .
total smokers who will be smoking hi-fi produsts by 1982,

Brown &Willamson (estimated), 1978, jmé6500 (cd)
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2. Consumer Perceptions of Menthol
There were indicatione thet the menthol smckers subcomeclously
percefved menthol clgareties us baing healthler, There wae
sonevhat of & "health inage" mssocisted with menthol, related
1o its masking of the tobecco taste, and ite essociation with

redicine, colds, and sore throats, ST O Onn e

Rides on the connotation that mestho) kas heplth avertones
rown & wilason, 1978 wie2 100 (69
It is interesting to note that several respondents began smoking
menthol cigarettes when they had a cold because their regular
brand was too harsh. One rospondent belicved that *menthol

cigarettes are botter for you'. Brown & Willmson, 1980423600 (59)
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2. Consumer Perceptions of Menthol

Brand switching has resulted in a 13% nthols which is
than the 8% fos Fi brands, the onl ning from claimed
switehing

FROM (Q.5¢) WY SKTTCHED T0 (0.5e)

Fall Mall Cold I started smoking Kools when
I had a cold. Tt felt good so T
kopt on onoking them,

Lorilard, 1972, yrm76500 (i)
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2. Consumer Perceptions of Menthol

Figst of all, cigarettes are considered relacively mild,

Wifle some brands are “strong” in cooparison to other mentholated
brands, all brands are seen as “mi1d" compared to mon-mentholated
brands. The mentholated cigarette is perceived as goothing fn its
effect on the throat, a gmooth, cool, smoking sensation compared with

a hareh, Lrrdteting sensation produced by men-mentholated clgarcttes.

Because of its relative mildness, several respondents Teport that they

can smoke & sigarette the fivet thing {n the morning.

Vhereas dotng this With 4 non-mentholated cigarstte produces unplessant
Tesults, seoking @ mentholated one does mot.

) Reynolds, 1973 (id) wad39400

3. Sensation and Taste

Original reason for menthol thera) -
-mhwmmmwmmwm

Product should provide a smooth smoking experience that is easy to adapt to

Boor,Allen, & Hamilton, 1990, 192400 (td)

Kenthol smokers want to smoke a "refreshing” cigarstte.

® they tend to define r primarily as plus
smoothness/mildness

® they smoke menthol cigarettes primarily to avoid negatives
they assoclate with non-menthol smoking, i.e., harshness,
dryness, hot taste, unpleasant aftertasta.

® menthol is not a major benefit in itself but a means to
achieve the benefits they want -- coolness, smoothness/
mildness, fresh, clean taste and aftertaste.

Ry

. 1980, 449000 (i)

3a. Initiation

1) FIRST-TIME SMOKER REACTION IS GENERALLY NEGATIVE
= FOREIGN TASTE
- HARSH/BITTER
- ADOPTION REQUIRES SLOW ACCLIMATION
2) INITIAL NEGATIVES CAN BE ALLEVIATED WITH A LOW LEVEL
OF MENTHOL
- REDUCES HARSHNESS/BITTERNESS
- TAKES EDGE OFF FLAVOR
= PREVIOUS TASTE EXPERIENCE
= TRADITIONAL AND MAINTAINS INTEGRITY

986 (1) eaxI8c00.
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3a. Initiation

HMenthol brands have been said £o be good starter products because
new spckers appear fo know that menthel Covers up some of the tobacco
taste and they alrsady know whal meatlol tastes 1ike, vis a-vis

cas level of menthol in the product is, however, critical.

A product baving a moderate to high menthal tasce will ususlly oe
rejected by sturters, while the same level will be quits acceptable
to eatablished menthol smokers. Indeed, this is the dilerma which
KOOL KS and 100s face coday.
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3a. Initiation

In rejecting the "regular® cigareite taste, the smokers
are referring back to their own cxperiences. These young
smokers began smoking the "popular” brands, Winston,
Marlboro, Tarcyton and Kents, etc., and moved Lo menthols
for a variely of reasons or circumstances; the rejection
of tobacco taste, the search for a "milder" cigarette,
personal influence, or the circumstances of having a

cold and wanting to continue smoking, but being unable

to "handle® the hot taste of cigarettes in an already

irritated throat.

R Reynold, 1976 (id) eb49400
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3b. Cessation

reasons. Generally when a respondent reported that he made & conscious

decision to switch to a mentholated brand it was because of some problem,

minor or major. For instance, many switched to mentholated cigarettes

because of throat irritation, colds, coughs or chronic bronchitis.

Sometimes respondents saw smoking a mentholated brand as the only al-

ternative to giving up smoking altogether.

[ ——
Henthol smckers axpress slightly less desirs to quit snoking than 6o non-
menthol snokers--39% would like to quit, versus 43% of non-menthol Emckers.

Roper Organiztion, 1975, 2c4600 (6d)
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3b. Cessation

At a deeper level of consciousness, there sesms little doubt that
smoking menthols functions also as a guilt-reducing

Since it alters the total smoking experience, providing
its own kind of “filter”, as it were, it manages in some small
measure to subtly disguise the sin.

Some smokers go further, ascribing medicinal properties to the
mentholation.

Hot avery menthol trier, of course, Is introduced o this genre by pure
happanstance: occasionally it happens that someone will actually seek
out a menthol brand. And genaerally this is in the belief that, by and
large, menthols are somehow less intrusive or even less harmful than
regular cigarettes.

Bricsh American Tobs

3b. Cessation

Over halfof the peaple nterviewed were non-menthol smokers first, and changed to mentho for
a variety of reasons; "during an flness the non-menthol was too harsh', ied a friend's menthol,
and realized the taste was better", "got tired of the tobacco taste”, etc. In view of these findings,

it appears there may be an opportunity to convert non-menthol smokers to menthol cigareties.

Landis Group, 1992 nri76b00 (i)

...as opposed to converting to non-smokers.

3b. Cessation

BIENUITIIG SENIK AN NS OF STROMG/LESS STRING REANOE
- SLIGHT FAL I MR SYRORPING T IT s sthong - swtn
s AT
- BEELINE IN AECENT “OULTTERS"" e

- WATH RELATED AEASDHRS ME BY FAR THE AOST FREVALENT L.

RIS BN - TASTE/SLAVCm

e

AT sriaten
[ ————rTeY
Hence, Quitters may be difscow d from quitting, or at Teast kept in
the market lomger, by either of the two product opportunities noted
befare, A less frritating clgarette fs one route. (Inceed, the
practice of switching to lower tar cigarettes snd sometines menthol in
the ouitting process tacitly recognizes this.) The safe cigarette
wauld have wide appeal, 1ipited mainly by the social pressures to quit.
Unsuccessful Quitters sre moved disproportionately by physical raactions
and soctal forces to stop ssoking (but health remains the most aften
specified reascn). (Creative Research Group, 1986, pos76b00 (tie)

- INAGASE Iy CoRCER BUT DECLIRE 1N BESIVE To G UF
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. Cessation

« Salem and Newport: menthol o lower risk of
CONCERNS ABOUT SMOKING  _ SALEM

Im imposing 109
Chothes Smell Bag 14
‘Want Less Offansive Cig 114
S b
‘Worry Odor

Anather

Horizon Is not a menthol-based proposition; It Is positioned much more broad|
wmm’dmmm P o "

Yot 40% of s franchise n st markat smokes the menihol syles, an Index of

Menthol may it
CONCErns

) Reynolds, 1990, 4176500 (i)

. Cessation

Telling smokers that Horizon will make them and/or their
dings enell better les that they currently smell
Smokers may privataly acknowledge
this, but, l; it relates to their
1it:

ng image and personality, may prafer not to smoke
& cigarette that blatantly brands itself as a solu to an
odor problem,

Mindy Goldberg 25,1991, 603300 (6c)

Menthol mmokers are slightly less inclined than momementhol smokers to
feel uneanfortable shout emoking arcund others,

Roper Organizaion, 1979, 2vi46b00 (i)

Discussion

Menthol cigarettes were originally marketed on a
health platform, and health messages successfully
convinced consumers that menthol cigarettes were
“better for” them than non-menthol cigarettes.

Smokers tend to view menthol cigarettes as safer or
as less harmful than “full flavor” or non-menthol
cigarettes,and more socially acceptable.

Menthol smokers perceive pleasant minty or
medicinal-like tastes, and soothing, cooling, anesthetic
sensations with menthol cigarettes. These perceptions
encourage initiation and discourage quitting in
menthol smokers.
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Implications

Menthol’s

flavor,

sensation, and

perceived reduced risk and social acceptability
attract young initiates, and de-motivate quitting in
smokers who may otherwise quit.

Making cigarettes more attractive to new
smokers and less desirable to quit among
established smokers contributes to the incidence
of tobacco-related diseases and to the public
health burden.




