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Websites as Marketing Tools 
• Provide direct connections to consumers who can use  at 

their convenience; allow for interaction, building 
relationships 

• Showcase products
• Provide data for industry databases, info for marketing/ 

product planning
• Updating is fast and relatively cheap 
• Another channel for expressing and reinforcing brand 

personality, reflecting brand values
• Measurable –provide info on  who visited, how long they 

stayed (overall & on each page), moves within the site
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Factors Important for Websites

• Design/quality 

• Attractiveness

• Usability 

• Site “Stickiness” – characteristics that 
induce users to stay at site longer, navigate 
into site deeper, and come back often
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The Players

• Reynolds America – Camel, KOOL, 
Salem, Winston, Pall Mall, Doral, Eclipse, 
American Spirit, plus Camel Snus

• Lorillard - Newport
• Philip Morris - generic sign up site, plus 

new Marlboro Snus and  Marlboro Moist 
Snuff

• USST - Copenhagen, Skoal
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Access to the Sites
• ID & password required to enter; obtained by on-line 

registration & age verification.  If on-line verification 
not possible, mail-in proof of age required
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Functional Benefits for Consumers

• Sign up to get direct mail coupons

• Learn  about products/locations/promos

• Update profile online as needed

• Order from loyalty program/redeem offers

• Learn about existing opportunities: 
sweepstakes, events, program news
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Where you can buy the brand –
Store and Promotion Locator
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Redeem Goods Online
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Announcements on 
websites

eg, end of Camel Cash
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Relational/Experiential Benefits

• Interactive/involving features
– Games, contests, artistic/creative activities
– Opportunities to participate in development

• What they do:
– Help raise level of participation, 

– Contribute to  site stickiness; feelings of 
community
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GAMES

Camel Casino games 
(right) and Kool pool 

(bottom)
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Interactive Features – Design a Tattoo
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Send in your suggestions for ways of “Keeping Green”
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Check out submitted work of fellow Doral smokers
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Talk to other smokers …
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Engaging Smokers in Product Design: 
Camel’s  “Unique and Exciting 

Collaboration”
• Consumers test blends,  rate them and pack 

designs  - online
• 62,000 recruited “by invitation only” by website 

plus direct mail & e-mail   
• Invites go to most frequent web users – “loyal 

Camel smokers and enthusiasts,” plus free gifts 
and cigarettes  - so participation is rewarded 

• Fosters the idea of a community - “60,000 
tobacco trailblazers who helped build our new 
blends from the ground up.”
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Which set distinguishes 
Salem styles from  each 
other?

Vote for the Camel 
pack you would be 
most proud to carry.
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Non-Interactive                       
Relationship Marketing Features

• Additional fun, interesting features that fit 
brand image, provide entertainment:
– Style/music info, bios, tips, recipes, etc

• “Trophy” pages – list winners of previous 
sweeps/contests/programs
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Learn about 
Camel 
Pack/Tattoo Artist 

KOOL’s interview 
with graffitti artist
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Camel’s Feature on the Independent Music Scene
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Tips on how to dress 
“dapper” or “party              

like a pro”
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Tips on making jam
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American Spirit: learn about “earth-friendly” issues
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Keep up to date on 
Smoker’s Right Info
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“Trophy” pages 
announcing winners
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Newport Sweepstakes 
for Las Vegas Trip

You can enter sweeps 
online everyday to 
increase chances
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“…and it ain’t just             
cigarettes”

Driving 
Users to the 
Web –

Direct Mail
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Camel Email
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Website promos on packs

And other 
materials, eg.              
Bar napkins
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Brand Websites and
Tobacco Marketing

• Fits with industry’s current emphasis on 
relationship marketing, especially through:
– Consumer involvement opportunities – message boards, 

personal stories
– Incentives for joining, frequent return
– Feedback loops – update info, tell us what you think
– “Involving” play - games and entertainment

• Relational/experiential aspects of sites important 
for developing both site & consumer brand 
loyalty, relationship marketing
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Brand Websites and
Tobacco Marketing

• Good way to reach young adults (and 
youth) 

• “Age verification” provides barrier against 
accusations of marketing to youth 
– Registration gives immediate sense of  

belonging/community among members

• Passes under our radar screen
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