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time due to extreme brand loyalty and rate per day increases.”  507241613-1838 at 1617 (U.S. Ex. 1 

20,774). 2 

 This is significant because it shows that R.J. Reynolds knew the majority of starters were 3 

teenagers.  It coined the term FUBYAS – “First Usual Brand Young Adult Smokers” – as a 4 

substitute for saying new smoker.  But the key to success R.J. Reynolds is setting out is clear.  Get 5 

the young entrants, have brand loyalty work in your favor, and have them smoke more as they grow 6 

old, that is the way to build a successful brand. 7 

Q. What conclusions do you draw from the R.J. Reynolds documents above?   8 

A. They show that R.J. Reynolds recognized that attracting teenagers to its brands – before they 9 

were smoking a competitive brand – was key.  R.J. Reynolds also recognized that the majority of 10 

people who would eventually be smokers were already “taken” by one brand or another by the time 11 

they reached age 18.  As just mentioned, less than one-third of smokers start after 18, so to tap the 12 

market a tobacco company had to follow a principle R.J. Reynolds suggested in 1984: “attract a 13 

smoker at the earliest opportunity. . .”  502033136-3157 (U.S. Ex. 49,017).   14 

Q. Did other tobacco companies hold similar views about the importance of the teenager?  15 

A. Yes.  Philip Morris recognized that success with teenagers today positioned the brand well 16 

for the future.  In a March 31, 1981 research report entitled “Young Smokers: Prevalence, Trends, 17 

Implications, and Related Demographic Trends,” Myron Johnston stated “[t]oday’s teenager is 18 

tomorrow’s potential regular customer, and the overwhelming majority of smokers first begin to 19 

smoke while still in their teens.”  He also noted the origin of the “success of Marlboro Red . . . [it] 20 

became the brand of choice among teenagers who then stuck with it as they grew older. . .”  21 

1000390803-0855 at 0808 (U.S. Ex. 22,334). 22 

Q. What is the importance of this document? 23 







TABLE 2C 

DOMESTIC CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES  
FOR YEARS 2002-2005 (DOLLARS IN THOUSANDS)*

2002 2003 2004 2005

Newspapers $25,538
0.2%

$8,251
0.1%

$4,913
0.0%

$1,589
0.0%

Magazines $106,852
0.9%

$156,394
1.0%

$95,700
0.7%

$44,777
0.3%

Outdoor $24,192
0.2%

$32,599
0.2%

$17,135
0.1%

$9,821
0.0%

Transit $0
0.0%

$0
0.0%

$0
0.0%

$0
0.0%

Point-of-Sale $260,902
2.1%

$165,573
1.1%

$163,621
1.2%

$182,193
1.4%

Price Discounts $7,873,835
63.2%

$10,808,239
71.4%

$10,932,199
77.3%

$9,776,069
74.6%

Promotional Allowances – Retailers $1,333,097
10.7%

$1,229,327
8.1%

$542,213
3.8%

$435,830
3.3%

Promotional Allowances – Wholesalers $446,327
3.6%

$683,067
4.5%

$387,758
2.7%

$410,363
3.1%

Promotional Allowances – Other $2,767
0.0%

$2,786
0.0%

$1,323
0.0%

$1,493
0.0%

Sampling Distribution $28,777
0.2%

$17,853
0.1%

$11,649
0.0%

$17,211
0.1%

Specialty Item Distribution – Branded $49,423
0.4%

$9,195
0.1%

$8,011
0.0%

$5,255
0.0%

Specialty Item Distribution - Non-Branded $174,201
1.4%

$254,956
1.7%

$216,577
1.5%

$225,279
1.7%

Public Entertainment – Adult-Only $219,016
1.8%

$150,889
1.0%

$140,137
1.0%

$214,075
1.6%

Public Entertainment – General-Audience $34,089
0.3%

$32,849
0.2%

$115
0.0%

$152
0.0%

Sponsorships $54,247
0.4%

$31,371
0.2%

$28,231
0.2%

$30,575
0.2%

Endorsements & Testimonials $0
0.0%

$0
0.0%

$0
0.0%

$0
0.0%

Direct Mail $111,319
0.9%

$92,978
0.6%

$93,836
0.7%

$51,844
0.0%

Coupons $522,246
4.2%

$650,653
4.3%

$751,761
5.3%

$870,137
6.6%

Retail-Value-Added – Bonus Cigarettes $1,060,304
8.5%

$677,308
4.5%

$636,221
4.5%

$725,010
5.5%

Retail-Value-Added – Non-Cigarette Bonus $24,727
0.2%

$20,535
0.1%

$14,343
0.1%

$7,526
0.0%

Company Website $940
0.0%

$2,851
0.0%

$1,401
0.0%

$2,675
0.0%

Internet – Other $0
0.0%

$0
0.0%

$0
0.0%

$0
0.0%

Telephone $679
0.0%

$760
0.0%

$346
0.0%

$59
0.0%

Other** $112,879
0.9%

$117,563
0.8%

$102,369
0.7%

$99,025
0.8%

Total $12,466,358
100.0%

$15,145,998
100.0%

$14,149,859
100.0%

$13,110,958
100.0%

* Because of rounding, sums of percentages may not equal 100 percent.
** Expenditures for audio-visual are included in the “All Others” category to avoid disclosure of individual company data. 
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