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TRE: « RESDLTS O THE 1970 NEGRD MARKET AUDTTS
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The purpose of this report is +to present the major findings of the

1970 ¥egro Markelt Auvdits conducted during Maxrch-May of this year,

The auvdit program is_designed o reveal botl brand and company trond

data in _the urban Neqro narket, and therefore, should not be used as

a prceise indicator of share level. This i85 especially €YU Wi Eh The

individual mazkol data. ) T
e Bilian

~

CONCILUSIONS

The menthol category continued to enjoy substantial growth and now
accounts for well over one-third of the Negro market. Again this
growth resulted primarily from the continued success of Kool. SALEM
King performed a great deal better in the Negro market than it did

in the corresponding divisions. Although both SALEM brands increasced
their sharxe of the Negro marxket, neither brand enjoyed the zam2 rate
of growth achieved by Kool and the menthol category. '

The 100mm category continued to grow in the  .gro market primarily
because of the good performances shown by Bioun and Williamson's
100mm brands (Xool, Viceroy, Raleigh and Belair). .

R. J. Reynolds and Brown and Williamson were the only two companies
to show growth in the Negro market beitween 1969 and 1970. Both
Cllipuinies alsu showed significantly more growtn in the Negro narket
than in the corresponding divisions.

SUMMARY

R. J. Reynolds

Reynolds performed Significantly better in the Negro market (+1.6 share
points) than in the corresponding divisions (+.6). The growth shown by

WINSTON King and SALEM King along with the acceptance of DORAL accounted.
for the major portion of RJIR's growth. However, all RJR brands with .
the exception of both CAMEL-brands, -WINSTON Menthol and TEMPO, increased
their share of the Negro market between 1969 and 1970. Total RJIR e
would be up +.7 in the Negro market if DORAL is ewcluded.. On a -
division wide basis Totai RJR excluding DORAL would be down ~.6 between
1969 and 1970. ‘ ‘

conducted. Data from the 1970 audits show that although DORAL

Filter has a lower share of the total market in Ncogro outlets than

on a division wide basis, the brand's share of categoxry in the Negro :
market is above its respective share of category in the corresponding =4
divisions. DORAL Menthol performed as well in Negro outlets as it did
in the corresponding divisions. o

.

: . . : =

DORAL was not on the market during the time the 1969 audits vere S
o i

o

b4

e}

While SALEM King's share of market showed a healthy increase in Negro
outlets (+.4), its share of the menthol category decreased (-.2) compare:
to a (+2.1) gain for Kool Filter King. SALEM Super, however, increased -
its share of both the total market (+.2) and the 100mm menthol category

(+.5).
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neryican Tobacco

Ancrican's share of the Negro market continued to decline in much
the same manner as itg share in the corresponding divisions. Almost
all Anerican brands failed to show growth in both the Negro market
and the corresponding divisions with Pall Mall's share declining
more rapidly in Negro cutlets than on a divigion wide basis. ’

Liggett & Myers

Most of Liggett's brands failed to show any growth as the company's
share continued to deteriorate in both the Megro market and in the
Coxresponding divisions. However, Liggett seemed to be losing share
faster on a total division basis because of the weakness shown by

L & M,

Philip Morris

Philip Morris lost share in the Negro market (~.8) while showing
solid growth in the coxrresponding divisions (+1.7). Weakness

in the Negro market resulted from poor performances from Marlboro
(-.3 in Negro outlets versus +1.2 in corresponding divisions) and )
Benson and Hedges (-.2 in Negro outlets versus +.5 in corresponding

divisions).

Lorillaxd Coxrporation

Lorillard continued its downward trend in both the Negro market (-.8)
and the corresponding divisions (-.7). Kent King and True Filter
seemed to be holding up a little better in the Negro market than

on a division wide basis;

Brown and Williamson

B & W continued to enjoy solid growth in the 'Negro markét (+3.0)
primarily because of the great success of Xool (Total Kool +2.6).

Kool also accounted for the majoxrity of the growth enjoyed by B & W

in the corresponding-divisiong (Total XKool +1.5 and Total B&W +1.6).
Although Kool is growing in both markets, the brand secems to be a great
deal more successful in Negro outlets (+2.6) where it has captured over

Kool 100's progressed from $10 in the 1969 item share ranking to #7 in
the 1970 ranking, moving ahead of WINSTON Super King, SALEM Super King
and Pall Mall Filter. Kool 100's increased its share of the Negro
market +.6 and its share of the 100mm menthol category +4.4.

Viceroy also Strengthened its position in the Negro market (+.4) to a
greater extent than in the corresponding divisions (+.1).
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Tom L. Ogburn :
Marketing Research Department
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