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billion cigardtes dmestically, down from 322.6 billion in 2008. Sales akclined from 320.0 billion in
2008 to 290.2 billion in 2009, while cigaretes gven away declinedfrom 2.7 Lllionin 2008 to 0.1
billionin 2009. In 2010, the toal number d cigaretes soll ard given avay declhedagan, to 281.6
billion units, with 282.05 billion sold and0.05billion given away.

Becaus the major manufadurers reportsalesdatto the Commisson bagd on adory
shipments, which can reflect changes in inventory holdings by cigarette wholesalers and retailers, the
Commission’s reports for a number of years included data produced by the U.S. Department of
Agriculture (USDA), which were basal on anestimate d the number of cigarettes actally
consumed.? USDA data are not available for years after 2006.

V. ADVERTISING AND PROMOTIONAL EXPENDITURES BY CATEGORY

Tables 2 through 2D show the amounts spent on cigarette advertising and promotion for the
years 1970, and 1975through 20103 These tables list the amounts spent on the different types of
media avertising (e.g., magazines) andaks pranotion acivities €.g., distribution of cigarette

samples), and also give

manufacturers to report the number of cigarettes thg sdd but not the number they gae away. It is
possible that in those earlier years, some manufacturers included in their sales figures some
cigarettes that were adually given away.

2 USDA'’s estmates abo incuded saés bysmaller manufacturers aa importers.

® The reprted fgures nclude al adwertising, merchamlising, andpromotional experditures
related to cgaretes,regardles of whether suctexperditures would constitute “conmercial
speed” or would be protectedfrom law erforcement action under the Hrst Amendmert.

* Definitions of the alvertisingand promotional expendituretegpries curently used ag
repoted in the Appendix to tkirepot. If only one compay repoted spendingnoneyon a
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experditures declined further, to $8.05 billiasRg#860r0.0000 TDThe (d ()T2Tj 4.5600 0.0000 TD ( de)Tj

paticular type of advertising or promdion, tha category is shown as “N/A” on Table 2D and its
expenditures armcluded in the “A Others” ategry, to avoid potential disclosure ofdividual
comparny data. For this reaon, the Commission is na seprately reporting thespecific anounts
spent in one o both of the years covered by this Report for the fdlowing expenditure categoies:
newspaper adwertising; generalaudence pblic entetainment; spansaships;retail value aded
(bonus cigarettes); retail vaue added (non-cigarette bonug); Internet advertising (other than the
compary’s own websit); or telephone adertising.
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the pice ofcigaretes b consumers g.g., off-invoice dscownts,buy downs, andvoluntary price
reductions), which accainted for expenditures o $6.67 billion in 2009 (down from $7.17 billion in
2008) and$6.49 billion in 2010.

In addition, theindudry spent $428.7 millionin 2009 (down from $481.5 millionin 2008) and
$3700 millionin 20100n promotiond alowances pad to dgarette retailers in order to facilitate the
sak or placerent ofcigaretes €.g9., payments for stocking, sheving, displaying, and merchandising
brands volume rebates, and incentive payments); $449.0 million (2009 and $4104 million (2010 on
promotional allowances paida cigarete wholesakrs €.9., payments for volume rebates, incentive
payments, vaue-added ervices, and promotiond exeautiong); and $965000 (2009 and $210000
(2010) on promotional allowances paida persors other hanretilers and imolesaérs. Whenthese
four promotional allowance catgoriesare conbined theytotal $7.55 billion, and accoun for 88.5
percen of all 2009 sperding; for 2010, theytotal $7.27 billion, 90.4percent ofall spering).

Money spent giving cigarette samples to the public (“sampling distribution”) decre

®> Speialty item distribution indudes the practice of selling or giving to consumers non-
cigarete items, suchasT-shirts, caps, suglasseskey chains lighters,andspating goals.
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percent of total advertising and promotiond expen

® This caegory does not include direct mail containing coupons, which is reported separately.

" When coupons are distributed for free cigarettes and no purchase is required to redeem them,
suchacivities araepated as “samling,” nat as“coupons.”
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In 2008, the canpanes repoted sgndng $13.2 million on adwertising on campary websies;
that figure rose to $8.3 million in 2009 ard then to $8.8 million in 2010.

The canpulsory proces aders isswed by the Commission in 2011 for 2009 and 2010 data
specifcally asked forte firsttime for spendng on “socialmedia narketng on Web sies or other
online services or communities, including but nat limited to social neworking sites, microblogging
sites,content-sharing $es,andblogs.” The canpanes repoted ro spendng in ether year.

The Commission requires the cigarette manufacturers to report the amounts they spent
advertising and promoting sports and sporting events.? This question is separate from, and duplicative
of, the rerting o the individual various adwertising andpromotion cakegories. For example, money
spent on a magazine advertisement promoting a cigarette-branded sports toumament open to those of
all ages is repated wnder the caégory“generataudence pblic entetainment” and is ako reprted as
an expenditure on “sports ard sporting events.” Smilary, expenditures on sponsarship of sports
teans andindividual athletes arerepated winder the caegory“sponsorshp” and are aso rerted as
“sports ard sporting events.” The canpanies reported that they did not spend any money onsports
andspating evens in 2010; the Commissibn is nd repating the anount spentm 2009.

In 2001, the Commission began requiring the manufacturers to report experditures on
advertisements directed to youth or their parents that are intended to reduce youth smoking. The

companies reported pending $8.1 million on such alvertising in 2009, and $4 4 millionin 2010?

8 Thisindudes experditures for: (1) the spon®ring, advertising, or promotion of sports or
sporting events; suppat of an individud, group, or sports team; and purchase of or suppat for
equipment, uniforms, sports facilities, and/or training facilities; (2) al experditures for advertising
in the name d the cigardte canpany or ary of its brands in a sprts facility, on a sceeboard, or in
conjunction with the repeting o spats resuls; and(3) al expenditures for finctional promotional
items (dothing, hats, etc.)connectedwith a sprting event.

° Thes experditures are nat induded in the $8.53 billion (2009 and $8.05 billion (2010
repated in Table 2D
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Asshown in Tables 5 and 5A, filtered cigarettes have dominaed the market since the
Commission began collecting this informationin 1963. Filtered dgarettes accountfor 99.5 percent of
the market in both 2009and 2010

Table 6 provides the domestic market share of the various3.96006us 0000 TD (a)Tj 8.1600 0.0000 TD

9 Prior to 2002, the Commission asked wheher “tar and nicotine ratings” were displayed on
cigarete packaging.

1 1n 2008, the Commission reschded guidace issuedin 1966 thatgeneraly permitted
statements oncerning ar andnicotine yields if theywere based mthe Gimbridge Rlter Method.
The Commission took this acion because the semtific corsensis was that nmachine-lased
measurements of tar and nicotine yields based on this testing methoddogy did not provide
meaningful information on the amount of tar and nicotine smokers receive from cigarettes, and
that he tes method was suficiently flawed to make satements oftar andnicotine yields as
measured by the method unlikely to help consumers make informed decisions The Conmission
alsobelieved that staterants d tar ard nicotine yields as neasired by this test nethod were likely
to mislead conaumers who bdieve they will get propottiondely less tar and nicotine from
lower-ratd cigaretes hanfrom higher-raéd krands.



TABLE 1

TOTAL DOMESTIC CIGARETTE UNIT SALES
(IN BILLIONS OF INDIVIDUAL CIGARETTES)
TOTAL SALES REPORTED BY

CIGARETTE UNIT CHANGE % CHANGE USDA CIGARETTE

YEAR MANUFACTURERS* FROM PRIOR YEAR FROM PRIOR YEAR CONSUMPTION ESTIMATES
1963 516.5 --- --- 523.9

1964 505.0 (11.5) 2.2) 511.2

1965 521.1 16.1 3.2 528.7

1966 529.9 8.8 1.7 541.2

1967 525.8 59 1.1 549.2

1968 540.3 4.5 .8 545.7

1969 527.9 (12.4) (2.3) 528.9

1970 534.2 6.3 1.1 536.4

1971 547.2 13.0 2.4 555.1

1972 561.7 14.5 2.7 566.8

1973 584.7 23.0 4.1 589.7

1974 594.5 9.8 1.7 599.0

1975 603.2 8.7 1.5 607.2

1976 520mmj 3.8888.0000rD (.4)Tj a®0BD.0008b (Tj 54.600w.06UD HEFYD-800F BobHBAFFEUR-H28F BHoaro ((4)Ti1 6.600w.0000TD (.
1977 612.6 2.7 4 617.0

1978 615.3 2.7 4 616.0

1979 621.8 6.5 1.1 621.5

1980 628.2 6.4 1.0 631.5

1981 636.5 8.3 1.3 640.0

1982 632.5 (4.0) (.6) 634.0

1983 603.6 (28.9) (4.6) 600.0

1984 608.4 4.8 .8 600.4

1985 599.3 9.1) (1.5) 594.0

1986 586.4 (12.9) 2.2) 583.8

1987 575.4 (11.0) (1.9) 575.0

1988 560.7 (14.7) (2.6) 562.5

1989 525.6 (35.1) (6.3) 540.0

1990 523.7 (1.9) (.4) 525.0

1991 510.9 (12.8) (2.4) 510.0

1992 506.4 (4.5) (9) 500.0

1993 461.4 (45.0) (8.9) 485.0

1994 490.2 00000.0000R00CRO0GAN 1.0000B0000R0BY (1)Tj 3.960R000TD (9)Tj 3.960R0O0CTD (9)T| 3.96(D

461 70em 1 0000 0000M OBTW FONTOOBROGEHRT DOTM A 80O0TN20DD CHIHR R YTOOORPO6 AT CME R ) 22D B (RO ONEY #lé&exT1rth 1733 22100 TR CROTF DA SO F0O R O



TOTAL DOMESTIC CIGARETTE UNTS SOID AND GIVEN AWAY

TABLE 1A

(IN BILLIONS OF INDIVIDUAL CIGARETTES)

TOTAL NUMBER

UNIT
CHANGE IN SOLD
AND GIVEN
AWAY
FROM PRIOR
YEAR

(14.8)
(19.8)
(4.2)
(8.8)
(4.2)
(7.7)
(202)
(323)
(8.6)

UNITS SOLD AND GIVEN
UNITS GIVEN AWAY AS REPORTED
YEAR  SOLD*  AWAY** BY MANUFACTURERS
2001 398.3 3.9 402.2
2002 376.4 11.1 387.4
2003 360.5 7.1 367.6
2004 361.3 2.1 363.4
2005 351.6 3.0 354.6
2006 343.3 7.2 350.5
2007 3377 5.0 3428
2008 3200 27 3226
2009 2902 0.1 2903
2010 2816 0.05 2817
T This figurewasreported earoneouly in the previous Conmission report.

* %

* %%

*kk*k

PERCENT
CHANGE IN SOLD
AND GIVEN
AWAY
FROM PRIOR
YEAR

(3.7)
(5.1)
(1.3)
(2.9)
(1.2)
(2.2)
(5.9)t
(10.0)
(3.0)

USDA
CIGARETTE
CONSUMPTION
ESTIMATES

425.0
415.0
400.0
388.0
376.0

371.0

Khkk
*hkk
*hkk

*hkk

Cigarettessold by manuficturers to wholesalers and retailers within the U.S. and to amedforces personnel
stationed outside the U.S.

Cigarettesgiven away within the U.S. and to amedforces personnel stationed outside the U.S.

Prior to 2001, the Commission did notask about cigarettesgiven away, although some dgarettesgiven away
may have been repotedassold.
USDA no longerrepors thes dat.



TABLE 2

DOMESTIC CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES FOR YEARS 1970, 1975-1985 (DOLLARS IN THOUSANDS)*

1970 1975 1976 1977 1978 1979 1980 1981 1982 1983 1984 1985

Newspapers $14026 $104460 $155808 $190677 $186947 $24Q978 $304380 $358096 $282897 $200563 $193519 $203527
3.9% 213% 244% 245% 214% 222% 245% 231% 158% 106% 9.2% 8.2%

Magaznes $50018 $131199 $148032 $173296 $184236 $257,715 $266208 $291,227 $349229 $388365 $425912 $395129
139% 266% 232% 222% 211% 238% 214% 188% 195% 204% 203% 16.0%

Qutdoor $7338 $84329 $102689 $120338 $149010 $162966 $193333 $228081 $266925 $295226 $284927 $300233
2.0% 172% 161% 154% 170% 150% 156% 147% 149% 155% 136% 121%

Transt $5354 $10852 $19341 $21530 $22899 $21151 $26160 $21931 $24135 $26652 $25817 $33136
15% 2.2% 3.0% 2.8% 2.6% 2.1% 2.0% 1.4% 1.3% 1.4% 1.2% 1.3%

Point-of-Sale $11663  $35317 $44176 $46220 $57384 $66096 $79799 $98968 $11694 $17Q059 $167,279 $142921
32% 72% 6.9% 59% 6.6% 6.1% 6.4% 6.4% 6.5% 8.9% 8.0% 58%

Promational Allowanaes $33789 $72018 $82523 $108227 $125148 $137111 $179094 $229077 $272269 $366153 $363247 $548877
9.4% 147% 129% 139% 143% 127% 144% 148% 152% 193% 173% 222%

Sanpling Distribution $11775 $24196 $40390 $47683 $47376 $64286 $50459 $81522 $141,178 $125968 $148031 $140565
3.3% 4.9% 6.3% 6.1% 54% 59% 4.1% 53% 79% 6.6% 71% 57%

Specialty Item Distribution $5652 $10088 $20030 $35797 $48281 $62029 $69248 $115107 $95246 $127186 $140431 $211,429
2.6% 2.1% 3.1% 4.6% 55% 57% 5.6% 75% 53% 6.6% 6.7% 85%

Public Entertainment $544 $8484 $7946 $9538 $11590 $10783 $16914 $37423 $63168 $76648 $59988 $57581
0.2% 1.7% 1.3% 1.2% 1.3% 1.0% 1.4% 24% 35% 4.0% 2.9% 2.3%

Otha** $220841 $10311 $18182 $26157 $42100 $60310 $56694 $86226 $181,813 $123951 $286035 $443043
611% 2.0% 2.8% 34% 48% 56% 4.6% 56% 101% 6.5% 13.7% 179%

Tota $361,000 $491254 $639117 $779463 $874971 $1083425 $1242289 $1547658 $1,793814 $1900771 $2095231 $2476441
100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

* Becauseof rounding, sums of pacentagesmay notequa 100 percent.
*x Includes TV andRadio advettising expendtures of $207,324,00@nd$12,492,000respectively, for 1970. Broadcast advertising wasbannedafter Januay 1, 1971.

Expendtures for direct mail, endosaments, tesimonids, and aidio-visual are indluded inthe“All Others” category to awid poenial disdosure of individud company

data.



TABLE 2A

DOMESTIC CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDITURES FOR YEARS 1986-1995 (DOLLARS IN THOUSANDS)*

Newspapers

Magaznes

Outdoor

Transt

Point-of-Sale

Promational Allowanas

1986

$119629
5.0%

$340160
143%

$301,822
12.7%

$34725
1.5%

$135541
5.7%

$630036

1987

$95810
3.7%

$317,748
123%

$269778
105%

$35822
14%

$153494
5.9%

$702430

1988

$105783
3.2%

$355055
108%

$319293
9.7%

$44379
14%

$222289
6.8%

$879703

1989

$76993
2.1%

$380393
105%

$358583
9.9%

$52294
14%

$241,809
6.7%

$999843

1990

$71174
1.8%

$328143
8.2%

$375627
9.4%

$60249
1.5%

$303855
7.6%

$1021427

1991

$48212
1.0%

$278110
6.0%

$386165
8.3%

$60163
1.3%

$344580
7.4%

$1,156280

1992

$35467
0.7%

$237,061
45%

$295657
5.7%

$53293
1.0%

$366036
7.0%

$1514026

1993

$36220
0.6%

$235253
3.9%

$231,481
3.8%

$39117
0.6%

$400943
6.6%

$1557635

1994

$24143
0.5%

$251,644
5.2%

$240024
5.0%

$29323
0.6%

$342650
7.1%

$1678917

1995

$19122
0.4%

$248848
51%

$273664
5.6%

$22543
0.5%

$259035
5.3%

$1865657






TABLE 2C

DOMESTIC CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDTURES
FOR YEARS2002-2006 DPOLLARSIN THOUSANDS)*

2002 2003 2004 2005

Newspapers $25538 $8251 $4913 $1589
0.2% 0.1% 0.0% 0.0%

Magaznes $106852 $156394 $95,700 $44777
0.9% 1.0% 0.7% 0.3%

QOutdoor $24192 $32599 $17135 $9821
0.2% 0.2% 0.1% 0.0%

Transt $0 $0 $0 $0
0.0% 0.0% 0.0% 0.0%

Point-of-Sale $260902 $165573 $163621 $182193
2.1% 1.1% 1.2% 1.4%

Price Discounts $7873835% 10808239%$10, 932,199 $9,776069
632% 714% 773% 746%

Promational Allowanaes — Retail ers $1333097 $1229327 $542213 $435830
10.7% 8.1% 3.8% 3.3%

Promational Allowanaes — Whdesalers $446327 $683067 $387,758 $410363
3.6% 45% 2.7% 3.1%

Promational Allowanes — Cther $2,767 $2,786 $1323 $1493
0.0% 0.0% 0.0% 0.0%

Sanpling Distribution $28777 $17853 $11649 $17211
0.2% 0.1% 0.0% 0.1%

Specialty Item Distribution — Branded $49423 $9,195 $8011 $5255
0.4% 0.1% 0.0% 0.0%

Specialty Item Distribution - Non-Brancded $174201 $254956 $216577 $225279
1.4% 1.7% 15% 1.7%

Public Entertainment — Adult-Only $219016 $15Q0889 $14Q137 $214075
1.8% 1.0% 1.0% 1.6%

Public Entertainment — General-Audience $34089 $32849 $115 $152
0.3% 0.2% 0.0% 0.0%

Sponsorships $54247 $31371 $28231 $30575
0.4% 0.2% 0.2% 0.2%

Endorsements & Testimonials $0 $0 $0 $0
0.0% 0.0% 0.0% 0.0%

Direct Mail $111319 $92978 $93836 $51844
0.9% 0.6% 0.7% 0.0%

Coupms $522246 $650653 $751761 $87Q137
4.2% 4.3% 53% 6.6%

Retail-Value-Added — BonusCigarettes $1,060304 $677,308 $636221 $725010
85% 45% 45% 55%

Retail-Value-Added — Non-Cigarette Bonus $24727 $20535 $14343 $7526
0.2% 0.1% 0.1% 0.0%

CompanyWebsite $940 $2851 $1401 $2675
0.0% 0.0% 0.0% 0.0%

Interngt — Other $0 $0 $0 $0
0.0% 0.0% 0.0% 0.0%

Telephane $679 $760 $346 $59
0.0% 0.0% 0.0% 0.0%

Othe** $112879 $117563 $102369 $99025
0.9% 0.8% 0.7% 0.8%

Total $12466358% 15145998$14, 149859% 13110958
1000% 1000% 1000% 1000%

*  Because of rounding, sums of pacentages may na equd 100pecent.
**  Expenditurs for audiovisual areincluded in the'All Othes’ category to awid pdential disclosure of individual canpanydata.



TABLE 2D

CIGARETTE ADVERTISING AND PROMOTIONAL EXPENDTURES FOR 2006-201QDOLLARSIN THOUSANDS)*

2006 2007 2008 2009 2010

Newspapers N/A N/A $169 N/A N/A
- - 0.0% - -

Magaznes $50293 $47203 $25478 $36680 $46463
0.0% 0.4% 0.3% 0.4% 0.6%

Outdoor $935 $3041 $2,045 $1812 $1,744
0.0% 0.0% 0.0% 0.0% 0.0%












TABLE 5

DOMESTIC MARKET SHARE OF HLTER
AND NON-FILTER CIGARETTES

YEAR NON-FILTER FILTER






TABLE 6

DOMESTIC MARKET SHARE OF CIGARETTES
BY LENGTH IN MILLIMETERS (mm.)

YEAR 68-72 mm. 79-88 mm. 94-101 mm. 110-121 mm.
1967 14% 77% 9%
1968 12% 74% 13%
1969 11% 74% 16%
1970 9% 73% 18%
1971 8% 72% 20%
1972 8% 71% 21%
1973 7% 71% 22%
1974 6% 71% 23% -
1975 6% 69% 24% 1%
1976 5% 69% 24% 2%
1977 5% 67% 26% 2%
1978 5% 65% 27% 2%
1979 4% 65% 30% 2%
1980 3% 63% 32% 2%
1981 3% 62% 33% 2%
1982 3% 61% 34% 2%
1983 3% 60% 34% 2%
1984 3% 59% 36% 2%
1985 3% 58% 37% 2%
1986 2% 58% 37% 3%
1987 2% 57% 38% 3%
1988 2% 57% 38% 2%
1989 2% 57% 39% 2%
1990 2% 57% 39% 2%
1991 2% 56% 40% 2%
1992 2% 56% 41% 2%
1993 1% 55% 42% 2%
1994 1% 56% 41% 2%
1995 1% 57% 40% 2%
1996 1% 57% 40% 2%
1997 1% 58% 39% 2%
1998 1% 59% 38% 2%
1999 1% 59% 38% 2%
2000 1% 60% 37% 2%
2001 1% 60% 38% 1%
2002 1% 61% 37% 2%
2003 1% 61% 36% 2%
2004 1% 62% 35% 2%
2005 1% 62% 35% 2%
2006 1% 62% 35% 2%
2007 1% 65% 32% 2%
2008 2% 66% 30% 2%
2009 3% 64% 32% 2%
2010 4% 62% 33% 2%

* The 110-121 mm. lengh was conbined with 94-101 mm. lengh.



TABLE 7

DOMESTIC MARKET SHARE OF MENTHOL AND NON-MENTHOL CIGARETTES

YEAR MENTHOL NON-MENTHOL
1963 16% 84%
1964 16% 84%
1965 18% 82%
1966 19% 81%
1967 20% 80%
1968 21% 79%
1969 22% 78%
1970 23% 7%
1971 24% 76%
1972 24% 76%
1973 25% 75%
1974 27% 73%
1975 27% 73%
1976 28% 72%
1977 28% 72%
1978 28% 72%
1979 29% 71%
1980 28% 72%
1981 28% 72%
1982 29% 71%
1983 28% 72%
1984 28% 72%
1985 28% 72%
1986 28% 72%
1987 28% 72%
1988 28% 72%
1989 27% 73%
1990 26% 74%
1991 27% 73%
1992 26% 74%
1993 26% 74%
1994 25% 75%
1995 25% 75%
1996 25% 75%
1997 25% 75%
1998 26% 74%
1999 26% 74%
2000 26% 74%
2001 26% 74%
2002 27% 73%
2003 27% 73%
2004 27% 73%
2005 27% 73%
2006 28% 2%
2007 29% 71%
2008 27% 73%
2009 21% 79%

2010 22% 78%






TABLE 8A

DISCLOSURE OF TAR RATINGS ON CIGARETTE PACKS (20022010)

2002 2003 2004 2005 2006 2007 2008 2009 2010
% of overll maketthatdiscloses 1.4% 1.2% 1.2% 0.9% 0.8% 0.8% 0.0% 0.0% 0.0%
ratings on the pack
more than 5 mg. | market share of 151% 151% 152% 165% 155% 173% 174% 177% 8.7%
tar varieties n group
% thatdiscloses 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
ratings on pack
12-15 mg tar market share of 28.8% 289% 30.3% 28.3% 284% 274% 269% 239% 294%
varieties n group
% thatdiscloses 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
ratings on pack
8-11 mg tar market share of 43.0% 432% 425% 433% 445% 443% 459% 47.0% 521%
varieties n group
% thatdiscloses 0.9% 0.8% 0.7% 0.6% 0.5% 0.5% 0.0% 0.0% 0.0%
ratings on pack
4-7 mg tar market share of 122% 120% 112% 113% 109% 105% 9.7% 11.0% 9.4%
varieties n group
% thatdiscloses 1.8% 1.5% 1.5% 1.2% 1.0% 0.8% 0.0% 0.0% 0.0%
ratings on pack
3 mg tarorles maliket share of 0.9% 0.8% 0.8% 0.6% 0.5% 0.4% 0.1% 0.4% 0.4%
varieties n group
% thatdiscloses 88.7% 899% 91.6% 90.7% 94 9% 1000% | 0.0% 0.0% 0.0%

ratings on pack




APPENDIX
2009 and 2010 Advertising and Promotional Expendture Catgotes

Newspapers: Newspper advetising; butexcluding expendturesin connecton with sampling, specialty item distribution,
public entertainmert, endorsements, sponsorships, coupons, and retail-value-addal.

Magazines: Magazine adversing; butexcluding expendturesin connecton with sampling, specialty item distribution,
public entertainmert, endorsements, sponsorships, coupons, and retail-value-addel.

Qutdoor: Billboads; signs and placardsin arenas stadiums, and shopping madls, whether they are openair or enclosed;
andanyotheradvertisemaents placedoutdoors, regardéssof their size, including those on cgarete retiler prgerty; but
excluding expenditures in connection with sanpling, spedalty item distribution, public entertainnent, endorsenents,
sponsorships, coupons, and refail-value-added.

Audio-visual: Audio-visual or video advetising on ary medum of electronic communicaton notsubjectto the Federa
Communicatons Commisgon’s jurisdiction, including <reens atmotion picture heatrs video caseties or D/Ds, and
television screens or mnitors in gores butexcluding expgendturesin connecton with Internetadvertising.
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Transit: Advertising on @ within private or public vehcles and dladvertisements placedat, on o within anybus $op, taxi
stand, transportation waiting area, train staion, airport, or any other transportation facili ty; but excluding expenditures in
connecton with sampling, specialty item distribution, public enertainment, encorsements, sponsorshps, coupons, and
retail-value-adde.

Point-of-Sale: Point-of-sake adrertisemants; butexcluding expndturesin connecton with outdar adverising, sampling,
spedalty itemdistribution, public entertainmert, endorsements, sponsorships, coupons, and retail-value-addel.

Price discounts: Price discounts paid to cigarette retailers ar wholesders in order to reduce the price of cigarettes to
consumersjncluding off-invoice dscounts buy dowvns, voluntary price redictions,andtradeprograms; butexcluding
retail-value-added expenditures for promotions invdving freecigardtes and expenditures involving coupons.

Promotional Allowances — Retail: Promotonal allowances pad to cigarette retailers in orderto fadlitate the sale or
placement of any cigarette, including payments for stocking, shelving, displaying and merchandising brands, volume
rebaes,incentve payments andthe ccst of cigaretes given b retailersfor free or subsequensak to consumersput
exduding expendturesin connedion with newapers magaznes outdoor, audio-visual, transt, directmail, point-of-sale,
andsgriRe dscaounts.

Promotional Aale,




cigarettes, ircluding the cost of the items dstributed but suktracting any payments received for the item. The costs
assaiated with distributing non-cigarette itens in mnnection with sampling or retail- value-added programs ae reported in
those caégaies,notas pecialty item distribution.

Specialty Item Distribution — Non-Branded: All costs d distributing any item (other than cigarettes, itens thesde
function of whichisto advetise orpromade dgarettes or writtenor dectronic pubications), whetherdistributed bysale,
redamption aefies thtigt0T] 1528600 0.000doTD (ing)Tj 12.6000 0.00es00 T (se c3(,)Tj 2.5200 0.000be
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