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Objective:

'"rodevelopa longterm worldwide marketing plan which makes BATCO gain

m2rket le2dershipon theback of one domin2at br2nd. Long term no More than

two intermadonalbrands per regionshouldbe supported continuously".

Strategy:

The worldwidet=nd tointernationalbrandsisrelentlessand theirglobalmarket

pcne=don has doubledoverthe lastten ye= tomore than 120/o.Ac.,ordingly

marke!ing=ourc= -,viUbeconce-itratedbehindthe follo%virgkey international

brands -.,,ithparticula.-amp.@mis on thedesignatedre3ions-

f
Be.i-ccn& Fedges 1.11'-@

IPGL ISC & Afrca

Luck-.-Strk.- Worldwide
.4A v; tz,-%

KenE -z43em L,;
,

Barcz,.v E=pc

Gcner-,iand mar.Kels::.ec-.'Cicbrand guide!ines will be issued to allope.-a6ng

compaziiesaspan of LheCompany P!anproczss.Operating Companies should

d=onstrate how the-/inte--dto achic-iemarket leadership fortheirkey intemation;31

brand overthelonge-tr--minaccardancc withover-allbrand plans. Itisexpectedthat

no company willsuc;ortmore d=- two inutnationaldrive brands long term.

National brands currentlyaccount for75% of BATCO sales and are Ue!v tocontinue

to account forthemajority of salesin the forc:se=bicfun=. Howeve.-, resources

allocatedtothese bmnds should be on the basisof localheritage which c=ot be

covered bv inmmational brand promise& and where sustainablelong term significant

consume.- fr=chises can be achieved. In order to move towards the longerterm

objectiveofbuilding.-iarketleadership with one or two dominant brands,-erregion,it

isexpec,.cdJ= no company willhave more than thretbrands in itsdrivebrand

portfoliointhemedium tern,.

Objective:

"To improve BATCo's profitabilityby building brands with criticalmass

allowing for spending synergies,manufacturing scale,research concentration,

speed of innovation :Ladmanagement synergies".

Strategy-

Philip i'v(orris'intemadonalprofitabilityper mile iscurrently85% higher than BAT.

This isa fimctionofa Hrnitedbrand range Oess than 40 active trademarks versus 240

for BATCO), con=tmdon on the premium end ofthe markm consistentilobalor

regional brand strategim =phasis on marketing efficiencyand productivity,and

largeraverage manuf3cnuing plant size. c::
rN.:
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rne ofthesesame vimms fo=s an ime3mipartofBATCo's m=ker@ng

rac importanceof com = s=sis .portofa focuseddrive'mwd portfolioam

be= dmc:foed above butthem = otherLu=,4-hich need tobe addressedby
Opcr--r@ngCompanies intheirplanningwhicblarecritic:31tothearrainmercofthis

obj c.

.MarketingProductivity

.U co=anies shouldseektoachievereduc:icrisofatle= 5% p.a.-,nrealce-mille

trade=a' consumer marketingcosts(excludingbrandcommunications e.=endi=-.).

.vie--@.cdstoassesstheefficacyofmarke@ng ac:ivirymust be deve!oped*orallin=

of te ==-kc:ingmix. There isno reason,.vhv-nnrx=g cannotbe subjc---.-ot@-.

same :,=dmrive ==strm=t disciplinesthatapplyto.fortcample.prodLctiorL

Oc:=---2 Comra-_.-s%%,illbe required:o :Ia.--son,:*-"I==
@ 7 ..

'
i -

rrsc----:--caseacrt-.--4,aratherthanjUdgC=L %Ie=ir=cntsystemsshouid*-we
:oci.--veon theconsumer and evaluatedagainr,!<e-/competitorb=ds. viMba=

%,,iUac,,--4ve;.vseek to establishand ccmrntini=c art)rocr*ate=e=ur-@=:--t
.,-VSTE---SbUL in absence.theonus an theOper--tingCornpanies -,ae=-,:m

MI-t teolsareinplace.

Oce=---g ComDan,:esshould usewh=-.-c.- mass isat discos--i:a
Z= @e-ach is ofthl-rmar;ce-ina --.rend -he cLr@c-,-=e-

Canc=--=g bud2e= ina singleagenc-.,tor.--=:commission feesis

(tblou!abu-pie---toagencyalignmentof :nt@.--zdonai'ar--ndswhi&, -.,illbc;:on=L.=

bv La,----adonalBrand -'vtan-icememin.'v[Wbank'j.S;rnii.-triva2cnc@esshol:id
inc.-.-@---zlybe -estonsibleforallaspectsofconsumer communicatioas zc.-oss-=a

-aariz-@-szmix and aotsimplv ATL suend ino,-cerboth toreduce n;tn@l

=d -=Y= a commonality of messag: =d loo.@-

Tradi"-cnalA-LL =edia stillrepresentsthemos-,costeffec:ive,-n:--,Tof.---c@@g

co==::. Wne:t-.-e:,regulaticasand muket cimumsmnc:s ailo-.*omad*ot:dgets

shoui-"; thisr=lity.Sipific=tinvestmentinlesseffici.-nt.-ne=sof.-mc'-;-g

theczr-si=crshouidonlybe consideredifthe-ihave a realisticpotentialof @-sc=i::;

antic;--Z,-Zd%= -,-szrcuonson tobaccoadve-isirigand z.

Tmde =zketing shouldalsobe partofa cons=t -.!.ivvofhow :o'_-ecomea)rrc=

compe--:iveand b)more producnve. Be::.-rdis,-.bt;don.POS presence.
relauoc=i3s.irc.arecriticaltothefin= ofourb=ds.

I *eti=izplansshouldnot ignoretheirpotentialeffe.-on m.,lnufac-.u*mg moucation.vfar.K
%id@n 2 giventimeE=r- The attainmentofinternationalbrandproductquality

standardsrc=ain a key objective.Smoking qualityshouldbe assessedby t@.e

cons== and productsshouldperforminaccordancewiththebrandpropositio[L

Bmnd.Ntanagement

The essenceof BATCo's marketingsa=2 y tiesindisc;piiacd-consistentand lonsz

term m=agement of a focusedbrand porriblio. CD
r..:
LIN

(DN

BATCO CONFTDENTIAL -CKTEGORY 1:NTIN',NESOTATOBACCO LITICAT*ON.

BATCO document for Province of BritiShColumbia 23 April 1999

BATCO 00115824



Alldrivebrandsmust haveadefted Cop.y S=teU whichfo=s thebasedcc,==t
on -shichaflaspectsofthebrandarema- ed. Once esmbiathetithesecopysa-ategies
willnotbe =ended unlew there= compehing marketreasonsfordoingso.lathe
caseofthesL-.key W==zionai bmnds theCopy Smagy wiU bedcvc!ocedby
InternationalBrand\Una&== in%,MManL

Brand resourcesshouldalwaysbedirectedu theftUrevenuesegmentofthemarket
inorderm drivevaluesharen a fas= r= d= vol=c sham SbniLariyke@,,brand
shar--willbecome as importanta perform=ce indicatoras corporateshareis
cui.--.ndy.Tacticalnew brand121,nci aretobe avoidedwharter pomfoicand iaall
iw=.= shouldbe drawn lromSATCo's curr=tporlcfoiioofactiveaw:emiris.

Br--ndsmanagement must e=omcm ailcleml-ntsofthemark@ mix..Wt ly
adve.-mingandpromotioilT*zisinmuesthatmarketingrnnrt:aem=L must@aveaLfull
=dc.-v=ding ofsales=d diyc-bution.productformulationandm=uf--@-. andthe
fi=c-.alimpiicationsofthese.Opm---emiCompanies shoulddc=nstr--,-zow they
intezdtomng-t bmnds asbusinessesintheirown rizht.

.A.!ongcc= foctmon deve!ot)'Lnebmrd businesses-equires'mdesmac'=rk:-s to
measureprogimssagainstthe-rreamalobjective.A.Udrivebrandsshouldhave
mezsurioleshortandmedi= == =gets toftdEIthismie.7n= shouid=compass
notonlyconsumer sh= and e--,c---ac-arysalesbutdiszriburioa!c-teL-,,.b=d
aQve-asLa2avrar.--Cmsmokl-.=ales. @W rates,andbrandimage a=.*cut--,c.

Objective-

"Develop and testcopy,producm p2ekagingand lineextensionstrateoe3for555
and B&H which.once proytatodrivemarket sharesinpremium segmentsin
coremarkets.wiflbe rolledoutglobauv".

Stntec,rv:

BATCO %NiUonlyinvestc---u-ailvbe@ind555 and B&H amongst itsL-7tZ!me---ational
Brand portfolio.FullbrandgjideumeswiU be issuedas an integralpartofthe
Comi:=y Planprocess.

Agency assignmentforthese*omds istheresponsibilityofInm:nationalB=d
.vtar.ag== in'YtWbank-The 3p--c:.-ofrecordfor.;.;5 and B&H isBSB acdail
brandsupportbudgetsmustbe channelledthroughthem (bothATL andBTLI. Any
e.-.c-.ptionstothisrequireprioran rovalfrom late-=onal Brandr .p

Any OperatingCompany thatwishestomarket thesebmnds %-Ulbe e:cpec:ed-,o
adhm totheinternationalbmads plans.Localvariationsinprod= formulationand
advertising"ecution willonlybepermittedon thebasisofquandtadveresearch
evidemce.

No signifi=telementofthemarketingmLc ofthesekeyb=ds = beaitc.-a
withoutquanutativerc=rch backingandthepriorapprovalofTnt= onalB=d
-NianageMenL

LN
rQ

I"r'rr
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,Mai@z ofint--=onalqualitys=dzrds isa fi,ntiamenmipre-requisite-ort@.c
righm thekey ia@oaai brands.OperatingCompaniesmustindc=
how thz:,r=md toachievethesesmudardsasme=m:d by QUAINT and vWQ and
PQRS -Aid3ina deiaed time frame.

BATCI has cL-.,e!opeda new unifbrmp=kage forJohn PlayerGold Leaf in

conjunc--onwith Tic Afri= and Sub Conri::-rOperatingCompanies. This

enco=q a avar copy sa-Ategy,standardnew packagin&a standardcigarev-=w
adve.--qngand ac-.vproductgmdeiines.T= willform thebasicbrand package

which OperatingCompanies %illadoptduring1994/95.OperatingCompanies are

enc=--zed m idr--cifynew opportunities,orthe1-gline-hofJPGL.

Usasz,:-fad otherBATCO trademarksrem.-inthep=eaxive ofOperatingCo=zrie&

B =d m however.o.ms srowac@^nro -t-narcangpnaciplesoutlinedzi:ove.

Objec.-.N-e:

"To developinaccardaimcewith theBr=d Ownem. best businessbuildin-,

.str2re,,-4esforLucky Strike,Barthy and I<ent".

Srrnte,-:

Inter.-=oaai*@=d.-)=mgy w-M remaintt:.--=oasibiliryof Brown & WtUacsoa in=

BA. C--smark.-:izgofthesebr-,ndswillbe :a-onanaredand controlledthrouah
I:SIB-=it Accordingly, allc.-jDosaLsa3ff@-.:iags=atep. for these .r-ncs
shoWci'--: throuszhtLeU-SM unitin),UUbank in the fint ias=c--.

The :@cz--dniznrinc@-aleszove--ing theke-6-L@-Kintern2rionalbrands = ly eUL-ailv:oP- . -
the Brand zWdeLinesAiU bc;ssuc--4as part ofthe Company

proczss.

Objec-,ve:

"To buildand hirethe best marketing t2lentworldwide".

Stmte%y-

• To @=ipi=e--t-;-,emarketing s=t4es outuned:ibove. BATCO needs the hi#=

qt=q warke-ng pmfessional!L Our policy istodeve!op and promote iammafly

ove.-:hclongerm= However, untilthequalityof internalmarketing manag=

has miined the-.quired s=dard. it%iU be accessary to supplement our ln=mal

rmo== with some ettemal rccnii=c--tofmid careerpmfessionals.

• BA'@"Co will continue to toc-isupon'on thejob uninine with the line er

bz,,mg the prime rupinibihty for this.The development of modular mining and

subje.-.speciffcs=inar3 by BATCowill cond= to assistwith thispmc=

Ore= '=g Commnies should constructcl= trainingplans to improve theqi=ty

of marketing stafe
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0 The me-Ar.'vLukc:ing Smff Planning system wiU be propmsiveiv impi=ented
during 1993 wiih proac:ive cze.-- pluming for rnann m3 on Grade 10- (plus those
below Cwade 10 but ii-t4i;ed as having po=tial), whecht.-,memgrional or
nanonalstafeThiswx systemwillensurethatBATCA isge=g thebestvalue
fr= itssmffwhiladeve-lopingindividualstotheirmmd== pownd!lI

Objective:

"To build2 worldclzwtmde marketingorganisationsothatthetraderegard
BATCO astheirpreferredsupplierover ourcompetitor3whilstensuringthat
tr2de marketingeffort,2ndexpenditureisintegmtedfwlywith our brand
objectives".

Scmtegy:

To achie-.,csales=d --mfit=ge:s by sc--.zr,;ng:heaczivesumort of !:--wholesale
andremil=& brvoffwingthemst=ror ==ort inaiIasc

-s

ofTrade

ec'.@,LvketingandDisemnion ineach tradech;@xcl BATC'O wiU offer@he= advic:
aad swoort whicblistailomdto:heirspecificzeeds.

• To casum.-ezuiara-;!decoveme t@@e:dim.-d-,rorthroughdis=ibutor--alesforc--s
ofoutletsaccountingfora least7-;%ofallm_lr*.<Ctsales.

'butionand visibilityofour br--ndsinmc!imade c. c!.tobe=-• To disrr. hirr -r
mrze:salescausanci-tooud=ise of311=& markc!ingpersonnc!.

• To rc=cm= the made marketinz organisaxioa to reflw. the sophisdca@cn aad
sne---:ai@ationofthe--=c and toensurechanong arce- Ip -s ofsalesam =tic-pated
and e-xmioite-4-

C'%

B.-KTCOCONFTDFNTI-KL -CATF(-,ORY I-NITN;N*F!znT@TORAC--(-r)T-rrl(-,.ATr)N
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