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- Free Standing 315 320 -
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fast growing segmnen: which will accouat for mare than baif
=010 will increase parurally for BAT with line
a quanturn leap will only be achieved witha

sleasty focused global stralegy in the cootext of the Resacialisation of

Smoking.

Al drive brands will have tigbts line extensions in masket of ready for launch.

This is maialv 3 defe
down in delivery, but

ensive strategy 10 (rainiain brand lovalry as smokers swich
it is an essenual element of the overall corporate target of

growmng our lights share

Ereesianding Lights brands will grow
and are the proactive means of sigraficantly growing lights share.

segment share from 33 2. 1o 38% by 2010

Each of the

feur stralegic lights braads - KENT. BARCLAY. SILK CLT. CARLTON -

wall be uniguely positioned 10 exploit the Lights opporTUmTY
linked o OpiMIsing the

with launches
brands with individual market lights opporunities
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To match PM's growih
lghts segment rules of

and ultimaiely to oventake them. BAT will change the
the game, proactively posiioming our free standing

lights brands in the context of resocialisation and so shifting the lights balance

away from line &1ensions
spend if we are 1@ achiev e the 420bns sales and

abche

This will require a quantum shifl in brand focus and
2%, lights segment farecast

L:chts is a cnucal element within the BAT YALUS strategy with such smokers

increasingly switching 1o lights brands as one element 10 an
lifesnyle which covers many ather product categories (beer,
markets, we estimate that the pro j YALSLi

overall lights
food etc) Tnkey
rs smokers wilt double

g :
from 27%s to gver S0%4 by 2010, and that the elobal lights takeup will

accelerate in all markers.

Within the lighs strategy. BAT will innovate apd experiment in the following

areas in order 1o destabilise

the satus quo which works in PALs favour.

- product innovation 10 manage the different wste profile as deliveries

reduce

- packaging inngvation

- retailer differentiation berween bights and full flavour
- boreca initialives

- direct marksting

Greographically, lights will be a global focus but with

Western Europe
- Asia Pacific (exc! China)

. Lann America

the lead regions beiog:
Lights Share
1394 2010
4% §5%
46%, 7%
1a% 15%

1. LP TRADING ENVIRONMENTS

Despite the smoking issue. excise tax ipcreases. and compelitive pressure.
smekers are expected to conuoue \heir uptrading pamero in MO regions over

the sew fificen years

BAT will focus upan four strategic

[FB's plus selecied premium priced drive

parienal brands in erder 1o maxiouse share in tbe high and premium price scgIneats

in global markets. particularty in Asia

Strategic FB's

Lucky Stnke
Kem

SE 585
Barzlay

BATCo document for Leaal Service

Pacific where our biggest challenge is PML

Super Premiuz Brands (rherseg
Silk Cut Carlton
B&H Suprema Prnce
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Where Lucky Stnke is not currenthy pnced alongside other high and premium
priced IFB's, the cpportunity ta close the gap will be taken when market
conditigns so permit

Alihough the actual pnces of these brands will vary according to indinidual
maskets, thar pnce positoning will be globally cansistem

From 3 geographical business siewpomt BAT wptrading opponunies will be
areatest in growth markets and n particulas throughout Asia Paciic, pans of
Europe, Latin America, and tax free markets

Loncepr developments will be pursued for super premium priced line
exiensions of UKIB's - 555, B&H, JPS, SILK CLT - both to add value to the
brand. and 10 encourage uptrading from owan and competitor brands  Initially.
these will be tested in tax wee markets but longer term tax paid apporrunities
will alsq be exploited ¢.g. Davidof whose global sales are Jbas.

Markets will 1end towards polarisation with existing coosumer price brand
smokers being the main source of business for value brands

BAT will use a broad brand pordolic (o cover the mid to low price segments of
global markets, although sur focus will be upon [FB's with 2 cousistent
advertising platform, product and packagiog mix.

Drive Naticnal brands, normally one or rwo per market. bave already been
identified and will comtinue to be actively supponed 1o beaefit from
downtrading & g. Jockey Club, Horizoa, Hilos

Additionally. the following TFB's will be used either globally o¢ remonally to
mes: smoker value for moneyv needs which cannot be et by national brands.

Pall Ma)i This oud price USIB value offer will be the global priority
against L&N and Chestermeld. panicuiarly in Eurepe and Latin
America,

JPGL The mid priced LKIB value offer with the Indian £C. Africa,
Arabia and selected Far Eastern markets 25 1be focal point.

_Mise \iceroy. Embassy. Capstan. Hilwon, will be used tactically where
necessary, together with National Brards in sorme markets

4 YOUNG ADULT SEGMENT
The YALS segment is a kev source of new business for all brands but

particularly IFB's and Lights By 2010. an estimated #0% of Y.AUS smokers J
will be lights consumers. whereas a sirular proponion wall smoke FB's

1Y)
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The key brands which will be focused upon the Y AUS seement are

Lucky Strike
Pail Malt

SE 455
PGL

Kent

Brand communications activities. promotions and Trade Markeung will ke
heavily skewed towards achieving YAL'S awareness. tnal. conversion and
tepeat purchase Specific YAL'S environment activities are and will continue
to be developed both Fom the Brand and Trade Marketing viewpoiots, while
product innovation will also be targeted towards Y AUS smokers.
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