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Objective:

"To develop a long term worldwide markeditc.,planwhich m2ke:sBATCA Zain

market leadershipon thebark ofone dominant br2nd. Locc,term no more than2
two international brands per region should be supported continuously".

Strategy:

The world,.%,idemend toiam-=onal brandsisre!e:ltim=d ±!--zlobal

penetrationhas doubledoverthe last*,enve= tomore d= !-",3.
marketing resourrts%%iU*.-cconcentratedbe.@iindthe 'oflo%,-inz

6=ds %,.ithoar,@cular==hwis on thedesi,-mate--nzzons:

Far E--s-,and- !or2er-r

Ben-,-on&- He,-4ees Far EasL Ad-.caand

rpcL Indiar,Sub-Co---.4nenc..-' --d z@:@- East

Luc.',c.,Sc--"- @Vorid%,,ide
Worfd%vide

Barc@ay E=ce

Ciene-,@dand mar,.et braad --mdeiints%iU *--e@ssue-,-4:o

c,-mpaniesaspartof theCompany Planprocess.Ocz=tiag shot;.:
demonstratehonv the-.-intendtoachievemarl<e,.lead;!nhipfcr irre=--,ional

br--ndove- theionze-te-n inaccordancewithove=',*.'o=c,::a.--,.Tit'Is that
no comnanv %%iilsut:ror.more than ,%voint.-:natiora@'--;.ve

Nationalbrands curr.-nTIvaccount,-or75@/oofBATC., sales zzntinue

coaccountforthe major-rvofsalesinthefor=e=bic @.nx.-. rcscu=--s
allocatedtothesebrandsshouldbe on thebasisof'.ocalhen=t -.vblicac=c:'-c

CO%'cmdby iniem=onal brandpromises.and whc-c sasmum@;t:cnze-m --:;=nc=
consumer franchisescan be achieved. In orde-to rno%-.-to%%-3---S-@-tionger::--m

objectiveof buildinc,.marke-leade,-sbLipvithone or:%vodam-.=
is-"zec,.-dthatno company willhave more d= tt=-,brards-'--;:sirive

-C, r-.:oiiointhe-ne-diumte-n.

Objective:

"To improve BATCo's profitabilityby buildin-brands withcriticalmassv
allowingforspending synergies,manufacturing scale.rese2rchconcenrr-arion,

speed of innovation=d management svuer--ies".

Strategy:

P!iilip@vlarris'internationalprofitabilirfpermile iscu,-,-@ndy higherthan3AT.

Thisisa functionofa limitedbrand range(lessthan-LOactive---a,=arksve-r-is240

forSATCO), concenmafioaon the premium end of the-nark-e,-corsistentgio@--lor
regionalbrand bu=cgics.emphasis on marketingeffic-::ncyar-@;-r,-ductiviry.lad cr\
largerave=e manufacnizinszplantsize. r\j
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Theaniia-encof:hescsamevirmesformsaaintegralpartofBATCo'smar'--edng
st=ez-.-.The im;omum ofconsis=t suprportofa focuse--4drivebrandportfoliohas
be= describedabovebutthem areodi6-.issueswhichneedtobe addrewea-bv
Ope--atingCompanies intheirpl=ning whichan criticaltotheaaai=cnt ofthis
objec:ive.

Marketing ProducTmr.v

Allcompaniesshouldseektoachievereductionsofatleast p.a.inreal-ermille
=de andconsume-marketingcosts(excludingbrandco=unicarions
,N,[ethodstoassess:heefficacyofmarketingactivitymust be developedforailaspec-z
ofthemarketinemix. Them LSno reasonwhy marketingcannotbe subjc---.tothe
same ,uana=%,emeastmement disc-.;)linesthu applyto,fore.=cle. prodLc--orL
OperatingCompan:,cswillbe,-e.-,uired,,ojusdivtheirmark---zingplanson c=anc@4-

based ratherthanju&cmenr- Nf=surrnent s,-sten-.sshot@d
foctzedon thecors=er and ke-ico=e--@,crbr--nds.
'vfark.-:ingwillac-@ve!vseek toestablishand commuricaic
syste:.isbuLint@e-*.fabse=c@-.t@corus=-niron theOpe---@ng@--ornparits:o;:nsure
Eharapi.oropriate:coisare@n place.

O;e.-arin2ComLa---'.-sshoulduse mass is2: a'ispos@,:o4!r-su=
that denve :ht'Destvalueformone-.,from their@,farke,-@rz:;u,-42ets.C.)::ct::=,drz

adve-"-sin!z ina sinz;ea2e=c-.,-,a-ea=-- co=i-c-4-@son;s--icour-----"-;
(su6ie--:totheeicbaiaizencvalig== forInre-=*onalB=ds wilich,%iii
conzoiledby %Iiilbank).Concz::=tingbelowtheac intoth--c-=;:
aszc::c-,-asATL inc.-a,--tored,-c.-over--Ufm- ;ayableisalsot.-iccum-q-,cd'-ci@-"I-oma
procuczN-ir,,ariac-o-rnmn-ifiryofn=a= and lookpoine @,fanag;-rz
adve---;sinizproduc::oncosts.-csc=@i ar-dde%-eioume::tcoszsand )the.- or

.

the na-.@e:ing budc:@ to em= optimum vaiuc 4or money :Is Lsess,-==21ifwe

aretoraximise the-3ronortiorioftheoverallmarketin2budze.-sc-..-itEhrc=-@.-,.7L
and B7L conimurucationto thecorLTam.-.-.

TraditionalATL =.-diastillre-.r,-sentsthemost coste:Yectiveme= ofr---c!:i:zthe
consu:---.r.W*he-e%-e:-re2Warionsand marketcircums=ccs allo-,v.brandbt:dze:s
should,-.rlc-.tthis-ealiry.Significantinves=eitinlesscrEc-..,nErne=or

.
-.zc=z

thecons=er shouidonlybe considerediftheyhave arealis,%cpotentialoftscaping
art4c:-,zz---dftlnz@-mszric-.ionson tobacco ad%-e-nsin!zand

Trade rrark--:ingshouldalsobe partofa consmntreviewof'lowcobecome ai,nor,-
comcc@itiveand b

*
),-,,oreproduczi%-e.Beierdistribution.FOS ores,-.Ice.=d;:

relanonships,etc.arecnricaltothefutureof ourb=ds.
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Brand M2aagement

The c=ence of BATCo's marketingstrategyliesindisciplined.consiste-itand long

te= m-in2 ement ofa focusedbrandportfolio.

Alldrivebrandsmust have a definedCopv Stratea which forms thebasedocument

an which allamects ofthebranduc managed. Once establishedtt=c copy suzmgics

willnot be amended unlesstherearecompelliag market reasonsfordoing so. lathe

caseof thesixkev intem=onal brandstheCopy S=egy willbe develoDe-Iby

InternationalB=d 'vianagcm=tinMillbank-

B=d resourc--sshould31waysbe directedatthe fullrevenue segment of t@.-market

inorder-odrivevalueshareata faszerratethan volume sham Sin-iiLzLriyk.--/brand

sharewillbe-.omeas impormnt a pe-ro=ance indicatorascorporateshare;s

c-.;.Ter.Eiy.Tac--4cai.,iewb=d Intinc,-.Csare tobe avoided whe-ever pass-&'c;--znd inall

instancesshouldbe drawn 5mm BATCo's currentportfolioofactive=dc---zr@m

B:--ndsmanaze-ne.-imust -ncompass alle!c-nentsofthe markc:iagniix,act simply

ac,.-e-asingand -mmodon. This imdiiesthatmarketingmanaee=ene must'-avea fuil

understandingorsalesand distribution.productformulationand m2nu&c-----. and the

fi=,%C;alimpiications ofth=. Oce.-aEing Companies should de=oastrte'-ow they

int.:.idto mar:--2e br--rdsas businesses'n the,'r o%ATi-ighL

A ',ong-c.-m ccus or. le-.,e:opin2b=d businesses -equires'rni"=tone'==.,-.;!.-S*o

measure prog.-.ssa2ainsttheevenm.-I objective. kfldrive b=ds should

r.-.--as=bles@ortana me--ium te-m mreets to fwfil thisrole. 7--leseshould;=compass

not only consume- s,@an and ex-fac-orysalesbut distribution brand z.-d

ac-;e-using a%,6-ar--ness.s=-o.Kerproiiies.trialrates.and brand ir--ne amibu---@.

Objective:

"TO 2chieve and m2intaia product superioritv for our kev bmnds bv ensuring

that BATCO products meet consumer expectations and are recopised is being

superior to tar-,etcompetitor products.

Strategy:

Ri:gularand,-.-::ableconsu:ner f=dback. complemented with thorough in-house

monitoring of -464cproducts.isa fundamental requirement for drivingthe product

de-.-elopmentprocess. Opmting Companies should undertake coasuzncr pr,,ducttests

of own key products versus mqct competitor products at le= once per anaum using

the *VLASQ methadologv and implement necessary product impmvements to

supe.nonry.

Nionitoring ofo%Ti and competition products for visual and t=Wc, physical and

che.-nicalqualitycharacteristicsthroueh PQRS isaow well establishedwithia all

Operating Companies. The initialobjectiveshould be toconsistentlyourper@orrnthe

competitors products by atleast10% inPQRating, not only an the overallbrand

per-,"ormancebut also on each ofthe threeelements -outer,pack and cig=-te.

Additionally,theinte-n=onal brands must also conform to the qualitystandardsas

specifiedbv the InternationalBrand Groups. The-efore, Operating Companies must

maintain the au ni.propriatelcvelofsarnplingformo 'totingex-market samples @ut

CD
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additionally,4=duction oftheCARS approachforensuringconformanceto
standardsmust be considered.

To rnee theproduc:qualitvobjectiveoutlinedabove,a highlevelof technical
=oabiliryisrequiredwithinOperatingCompanies. This can onlybe developed

in@=av, towhich end BATCO wiU developa modular UM=9 prou=mcl
comphsing'on thejob'trainingsupportedby BATCO workshops. Fromthenining

checklist,Opc-.=& Companies shouldconstructcf= trainingplanstoensure

technicalcapabilityintheshortand thelongterm

Objective:

"Develop and restcopy,products,packaging and lineex,,ensionstrntegiesfor553
and B&H which.once proven todrivemarket shares inpremium se-.meatsin

core markets.wiN be rolledouc,,IobaUv".

Stnre%y:

3 7Cj oni-.-izves-,cc-.iL--iivbeiiind and B&F. arionot itsfiK Interwticnal

Brandportfolio.F-.:Ubrandguide!ines%@,illbe issuedasan integalpartofthe

Company Plan;rcc=s.

A2enc-.-2ssigr=e=-iartheseb=ds isthe-espoasibiliryofinm-nationalB=d

.%Canag@--emE in T"reagency ofr.--ordLor-;35and B&H isBSB and C
br---dsupportbuc:zetsmust be -.@=ncfledthroughthem (bothATL and BTL). Ar-y

exc=toas tothis==' cpnor approvalfrom rate.-=tionalBMnd.M=3geMC=L

A.--yOce-aung C.-,-.-.anvthat-Nishesto market these brands %4i!lbe e.-cpec,-edm

acl'im tothemtc--i6onalbrandsplans.Localvariationsinproduc-.formulation=d

advm*sing execitionwiflonlybe pe-=rted on thebasisofq=@@ve =earc!:

evider.cc.

No sig6ficant ofthe marketingmix of thesekey brandscan be lite.-ed

withoutquantitati-;e.-=c=hbackingand thepriorapprovalof Intem=onal Brand

,vianage.menl

I is.-fainEen--,ic.-of ir,-.e=fioaalalalirystand.-z@4sisa ftLndarne-.it@-Ipre-requ' iEe for -'--C

righttomanufacn---.thekey internationalbrands.OperatingCompanies must indicate

how the-;intendtoachievethesestandardsasmeas=d by QUAINT and \,iASQ and

PQRS withina defned timefr=c.

BATCO has dcvc!occda nL-%vuniform package forJohn PlayerGold Leaf in

conjunctionwithuhe.Africaitand Sub ContinentOperatingCompanies. This

encompasses a new copy stmteg, standardnew packaging,a standardcigarette,new

advertisingand new productgwdetine& This willform thebasicbrand package

which Oper-atingCompanies %%illadoptduring 1994/95.OperatingCompanies

encouraizedtoidenti&new opportunitiesforthelaunchof IPGL.

C--
Usage of allotherBATCA trade-n3rksremain thepmgative of OperatingCompanies.

Brand plansshouldcoaform,however,tothemarketingprinciplesoutlinedabove.
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Objective:

'"rodevelopin2ecordincewiththeBmnd Ownem bestbusinessbuilding
strategiesforLucky Strike,B2rday and K=t".

strategy:

rnt,---n;lrioaaibrandstrategywillrmnaindw responsibilityof Brown & W-dla=on but
BATCo's marketingofthesebrandswillbe co-ordinazedand controlledthroughthe
USIB unitin'vflllbank.Accordingly,allproposalsaffectings=egy forthesebrands
shouldbe cha=c!ledthroughtheUSIB unitinMfflbankinthefim insmace.

The oo=tl-itt)rnc-.Dimgoverningthekey L7K internationalbrandsapp;veqU2dlyto
theB&W =df--marks.Brandowdelineswillbe issuedaspartof-heC.)r--;anv?!an

Objecrive:

"To buildand hirethebestmark-ein-talentworldwide".

• Tj;mc:e=cz,-@--zmarketirgstr---Eeg,esoudinL---4above. BATCone--dszhe*@-;g@-m
omfessionals.Our paiicvistodeve;o-.andpromoteinter-ally

ove, lonsz.:.- Howeve.-@untilthequalityof iate-=almarketingrnar;ac.-s
i. --aalar,;-e.4te =.uimd smndard.itwillbe nec=sarytosu=tcmc=tourmt-
r--sour--;!s%4-itascme e-.te-Wre--mi=c--tofmid care--::.-oressionah.

• BATC-- ,,,illcoatinueto foc-asupon'on thejob aninine'%%iththelinemanaze-
han-inz-hepeine.-=oasibilicyforthis.The devc!opmc::tofmodul-rtrainingand

*4cs@ *narsbv BATCA willcontinuetoassist-,%Iththisoroccss.suc@ie--:spe.- -u
OL,Cratin!zCc=anies shouldconstructcleartrainingpia--stoimprovethequahry
ofzhc;--mar-%,etings-,aff.

• T'nenc%v.'@famc,---,gStaffPlanningsyste.-nwillbe progressivelyimplemente--
during1993AiLhomactivec=.-- planningformanage-son Grade 10- (plusthose
bc!ow Grade 10butiden@fiedashavingpotential),whc-le-inte-.nadon3lor
naticr2istaff.Trdsnc,.vsystem .,,iUensurethatBATCO isgetfingth.-best-.,aiuc
from-,Esstaffwest developingindividualstotheirmaximum potential.

Objective:

"To builda worldclasstrademarketingor-.anisationsothatthetradereaurd
BATCO astheirpreferredsupplieroverour competitorswhilstensuringthat
trademarketina,effortand expenditureisintegratedfullywithourbrand
objectives".

Stmte,-:

C--
To ache,.-csalesand proflttargetsby securingtheactivesupportofthewholeswe
and retailmade by offetingthem supen'orsupportLnallaspectsofTrade

BATCo document for Province of British Columbia 23 April 1999

BATCO 00115790



MarketingandDis@butionineach=de d=nci. BATCO willofferth= advice
and supportwhich istailoredtotheirspecificneedc

• To == mtjlu tradecov=gc cithadirectlyorthroughdistributorsalesfames

ofoutletsaccountingforatte= 75% ofallrn-k,-tsales.

• To inc@ distributionandvisibilityofourbrza& ineach=& cha=cl,tobe=
=get salc3=Us andtoopdmisetheeffectivcn=ofalltrademwkcdng p=onnel.

• To mstuc=e themade marketingorpnisationtoreflectthesophisticationand
speciaIL-@adonofthetrademd toensurechangingpatternsofsalesareanticipated
and exploited.

LrI
c:@
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