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bear John :

May 3, 1965

*.
RJI : XI2 Cigarettes - Media +

The purpose of this letter is to outline a supplementary media recom-  '*

mendation for XYZ Cigarettes.

Background

XYZ's 1965 budget (media plus production) was initially established at

$10,900,000.

First quarter sales for the brand exceeded quota by 10%. Moreover, Con-

sumer Research (quarterly penetration studies) indicates that INZ's trial

rate among smokers continues to grow. This growth trend gives the brand

an important advantage over more mature cigarette brands in terms of

product trial for each advertising and promotion dollar expended.

An additional media appropriation of $1,500,000  has been justified by

projecting additional profitable sales volume that should accrue to the

brand as a result of the expenditure. Sales projections and a payout

plan are attached. (See Exhibit 1.)

Recommendation

We recommend a five-month, 24-sheet Outdoor Advertising effort (#lo0

showing) as a supplementary media effort for XYZ Cigarettes. We recom-

mend that this campaign run in 46 major markets covering 35-401 of total. I

U.S. population. The cost will be approximately $1,480,000  which is

within the approved supplementary appropriation outlined above.

Reasons for Recommendation

Our reasons for this recommendation are :

1. Outdoor Advertising is effective and efficient in reaching those ;

consumers who are the lightest TV viewers. XYZ Cigarettes spends ko- . .

thirds of its 1965 media budget in television. There is a significant f
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percentage of the population who are extremely selective in their TV \
/viewing habits, watching television only two or three hours each week3

Research studies show a direct correlation between minimum TV viewing

and maximum exposure to 24 sheet posters. (See Exhibit 11.)

2. Outdoor Advertising will place additional advertising weight against

men., against younger adults, and against better educated prospects.

This audience is important to the brand. (See Exhibit 111 for a summary

of the effect this supplementary media effort will have on the brand's

audience profile media objectives.)

3. Outdoor Advertising is a local medium. The advertising weight deli-

vered by this medium can be placed in those marketing areas which offer

maximum potential for brand growth.

4. B I"Brand and advertising awareness (quarterly penetration s udies) is

very high for XYZ. This fact, coupled with the brand's short andpemo-

rable copy promise, makes Outdoor a very suitable medium for BY2 adver-
,'J
,

tising.

5. Outdoor Advertising is a very efficient medium. Our estimated CPM's

(adults) for outdoor vs. network and spot TV and radio, newspapers and

mass magazines are outlined in Exhibit IV.

cost

The total cost of the recommended program is $1,480,000. The following

summarizes the expenses by major categories :

Space

15 Selected "A" Country Markets

#lOO Showing 5 Mos. 8 $213,600*

31 Selected "B" Country Markets

#lOO Showing 5 Mos. @ $65,5OO/MO.

Total Space

*Includes TDI in New York

$1,068,000

$ 327,000

s1,395,000
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Production

Photography, Art, Mechanicals, Posters

and Shipping

Total Program Cost

.+F'.*
$ 85,000

$1,480,000

Timetable

A brief production schedule is listed‘below. This indicates that we can

make an August 1 starting date and run this campaign for the last five

months of 1965.

Submission of Layouts for Subject #l

Approval of Layouts for Subject 111

Submission of Art & Mechanical

Approval of Art & Mechanical

Completion of Production Lithography

Shipping and Posting for August 1 start

Week of May 7

Week of May 14

Week of May 28

Week of June 7

Week of July 11

Weeks of July 18

& 25

Cordially,

.

s1u-l  : Bruce E; Crawford, "Suggestions for Improvement of Writing Technique

A Basic Format for Recommendations," A Handbook for the Advertising Agency

Account Executive," American Association of Advertising Agencies, Incor-

porated, Addison-Wesley Publishing Company, 1969, pp.63-65

.
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- Advertiser

- Agency

- Neutral ground

- Day

- Hour

Equipment

Facility

- Responsible perron

- Standby equipment

- Duplicate presentation

c Setting

- Presentation atmosphere

- Follow - Through facilities
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