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Question:
Could a relatively minor brand in Australia substantially 
increase its market share without any media 
advertising?



Outline of presentation
• Tobacco advertising restrictions in Australia
• Marketing of the Dunhill brand from early 2007
• Dunhill market sizes & shares in 2007 compared to 

2006
• Policy recommendations



Tobacco advertising restrictions
• Tobacco Advertising Prohibition Act (1992) bans 

advertising apart from

– Cigarette packaging
– Product displays at point-of-sale
– Trade communications



Dunhill marketing campaign, 2007
Throughout 2007 BATA aggressively marketed 
Dunhill through

– Cigarette packaging
– Product displays at point-of-sale
– Trade communications



Innovative package formats & styles
• New package formats

– Split packs
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Innovative package formats & styles
• New package formats

– Split packs
– Spring-loaded lids and internal pop-ups
– Double-sided cases

• New package styles were introduced
– Signature series
– My Mixture series



My Mixture series



Point-of-sale displays

New packs featured 
prominently



Advertising in trade magazines

• New package formats & branding heavily promoted to 
retailers in The Australian Retail Tobacconist trade 
magazine thru 2007



Feb/March 2007 – Signature series



April/May 2007 – Signature series



Dec 2007/Jan 2008 My Mixture series



Did it work?

2006

PREMIUM Value Volume
Grocery value $706.4m
Grocery volume (Sticks) 1.8bn

BRAND % SHARES
Dunhill 17.1% 17.0%

2006

Source: Retail World December, 2006 & 2007
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Yes. It did work!

PREMIUM Value Volume Value Volume
Grocery value $706.4m $793.7m
Grocery volume (Sticks) 1.8bn 1.9bn

BRAND % SHARES
Dunhill 17.1% 17.0% 19.8% 19.5%

2006 2007

Source: Retail World December, 2006 & 2007



Dunhill’s market size & share – 2007 
vs. 2006
Value ($s)
2006: 17.1% of $706.4m = $120.8m
2007: 19.8% of $793.7m = $157.2m

+ $ 36.4m (41% of total 
premium increase)

Volume (sticks)
2006: 17.0% of 1.8b = 306.0m
2007: 19.5% of 1.9b = 371.0m

+ 65m sticks  (65% of total increase in volume)

Source: Retail World December, 2006 & 2007



2004/05 
Rank

Dunhill ranked 
19 in 2007, up 
from 29 in 
2004/05

Source: AdNews, 11 
January 2008



Could there be any other explanation?
• Other forms of promotion?

– No use of Dunhill in films
– No promotions in nightclubs

• A general shift to premium brands?
– No other premium brand increased markedly in brand share
– No other premium brand changed packaging or increased 

advertising to the same extent



Could there be any other explanation?
• Price?

– RRP of Dunhill increased at same rate as other 
premium brands (with CPI increases)

* Limitation – extent of any retail discounting of Dunhill 
unknown.



Question:
Could a relatively minor brand in Australia substantially 
increase its market share without any media advertising?

Answer: 
Yes, through innovations in packaging, highlighted by 
retailers at point of sale and extensive trade advertising.



Policy implications
• Introduce plain packaging as a matter of urgency to 

eliminate this powerful advertising form (FCTC Arts. 11 
& 13)

• Immediately ban point-of-sale advertising (FCTC Art. 
13)

• Limit trade communications to factual information such 
as price and quantity and ban all advertising (FCTC 
Art. 13).


