
1995 KEY AREA P.APER: NTARKETTNG STRATEGTES

Objective:

"To developa long term worldwide marketing plan which makes BATCO gain

market leadershipon theback ofone dominant brand. Long term no more than
two internationalbrands perregionshouldbe supported continuously".

Str-ateg@!:

T',ie,Aiorld,.videtrendto inte.-.i@-i@orai-.rznl"sis.-t@entlessand the@r-zlobalmarket

pe.ietraelonhas doubied ove.-:h:!as-.:en;ears:o more than 12@@. Ac.--.rdinpiv,
mark-e,inzresources.viiibe ,-iefoi!owineke%,internationalbrands
with enchasis -or,the -e-2-'ons

Bensori &-H;!--:2-@s Eas-,,k@-icaand Indian Sub-C,,rr@rent.

PGL Su"--Concire-it.k:L--.ca=d :*-,-.-,:zrEas-,
L@.c!,%-SC.-
Ktni

Barz!av

GenL-r-,-:2n-. issued:o ailape.-:L::nz--Cmt)anies
as :7= of -,heComoa.,:vPlar.-.rz:essC:er:@i,-.2Cornpar@,esshould dernons-,,-arenow

7 . -
-c achie,.-e --.r int.--natioral over:!ie

icn5zer:-.--n;nac.-crc:anc: It:Is@xLec-:dtha,nc C.-mparv
.vi; @ncre :,;-an:@vo ie.--.n.

Nat;cra; 'oran,"4scL,,-,entivaccc,,;n: salesand are lik-z;-.-:o,:on@,@,ue
to acz:cu,-.c@or the,-,iaiori,-;of sLL-s;n fur-,re.Howe@,re:-.-escurces
3d!ccate,--4to @.esebrands s@.ou!c

.
:e aflocal her-,-,asze,.vhic@-.carnot be

covered by inte-na-,;4onal ar,--4 sustainabielone-re.-nsiz,-decant

consur-.,!:--,Tanchisesc3r.oe 7::Cr,-;C-.- - I - . v t ar-@;s --e.-m.@Mo e OW the!on2c:i .
objeczi%-tolbuildiriz one or t-.vodor-inantbrands ner-e!zion,it

isex-,ec:e-@thatno compan-,;%@@:1"-Ia%-e7,,re:ha:-.:.ireebrands in its @-@rana
port.-'oiioinihe mecum te=..

Objec-,i-.-e:

"To improve BATCa's proficabilirvb-,-buildinabrands With CriticalMass

allowingforspending synergies.manufacturin:,scale,researchconcentration,
speed ofinnovationand manazement synergies".

Strate-%-

Philip%forris'internationalprofl:abiiit,.--,erm@le;s curre.-itiv1'-70@"ohiizher:h= BAT.
Thisisa llinctionofi limitedbrandrari2c(It!ss,Fan40 activetrademarksversus240

forBATCO), conce-itrationon theprc:.-.;umend o,.'the market,consis-,en,Qlobalor
regionalbrand straEe2ies.emphasis on !,Ticiencyand prcducti@,iry,and

lar2eraveraaemanuac-irinz planti;lz.-.
C-\
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Theat-,-irrnentofthesesame-.-ir-.ics-.-@rmsin ol,BA.-Co'smarketing

smrez,.,T"ieimportanceofcorsis,.-nisuopcr-ofa @'oc=e--4drive-brandportfoliohas
been describedabove but thereareotherissuesxmci ne-----@:o be addressed by

'@omi3ar@esin their::Ianni,-.2which 3-,,:c-iticai:o :.@eattainmentof thisOperating

objec-.',ve.

.vfarketinc,Productivirv

Allcompanies 5hould seek ,o acl@e,.-.- of at !e:sz4-:"ap.a.in -ealper mile

trade in@ zonsumer markerinz costsi.e.-c-@!ud@rz@l-randcc,-...nu.@cationsexpendirure).

Nietho@is:o 3ssesstheefricac-.,.of ac:@-,i-vmus-,'--e,4eveiopedfor allaspects
of r@e :-ar@l-einznL-<and parric@.,Iar-*,-,:t@.et,:@'.-=-.,-enessol-ad,,-;rTisinc,sdend interms of

Its';r--.ac,-,con2%vare.,iessaic T-ere:sno r!ascn rnar'&-e,@n2cannot be
2:@cil;110.ro@SLCIe'----Z::r.C52:r.-qUan[',12':'.'-,

7.
procl O.c:!:-atinaCorrcz:iies "L :o planson

quant:.-.ec.resear::hbased cr-,-,e-@a e.-,t. sys",@.,ns
shoui@ '-e-7-cuse--@on :@.eco,-.s--:merin@- cc)rrpe-:

.
tor

.
:ralds.

oor-.aieseL'--o aid z care:!Cpr.
Me2SL!7!@7@'7'.'S*.*3Z;!-,nSbL-.@n -nL5 @@n:he Oceraring
Corr,::,---':!@:@,-nsure na, :z@c!s

Ooe:-2::n--7 shct;il@-:ze mass discosal:o ensure
that a;!--%-e-he best -,@a@u.- Concentrating
ad,.-cr@:-i-z ;none ,r 3!zenc;!z -e'-4Uc!--::7-'rUssions encouraized
(sL,bjec: :he 2@o6aia2erc-.-aiisz-irr.Ln-,c,- wh:,Ch'Niilbe
cont,-c:i:L,4%L,'..Ibank). ex::tn--@ivarein:othe same

aize.-.c-,-is or-,;erto red,.;c!tc,.-erail7.-,zs:a%.acteisL;-ctncou,-32ed,both from a

-.rod,-c:;onC0515. ::@:sand othere!e-nentsof
;SeS5ertialifwe.@,e bLi,4ce@to ensur@ :s

are-c 7.ax@.-iiset"e propor-,icr: ,vera@] 3Der:tthrouah ATL and
B i-L :he

Tradiz'cn,-;A @--media stiif :,@e zsz means ofre:!chingthe
cor,SL,-,.e.- re--ulaticns -ilow.brand budgets
Should -,his :.-iless means of reachinszthe
-onsu:n!- --:zenc;a@o-nc-, @e;nL,

a:-.C

Allc-,nsumc!:-ar.-.'zradepromoclois zri@.-*111Lhe-;arejustifiedby
highersales,Post-promotional-%-aluazions;,-L;s:@@.ome :@;!iortn in order to buildup
a data @a.@,zof'&-nowledce on tv,,iatpr@@mot,,ors.v,,rzinpr@-c:::

.
ce and toavoid e.-,pensive

errors.

Sponsorshipsarea key element .,ithinthe mi.@-.,-?.ric,,iiarlyforinternational

brands rne;.-roleistoprovideinc,-.-rrental !.XPCSLrz:o enhance awareness and
brand imaE!er,/bv emphasisinz :he attributesofbrand :@,aracteri'vfeasurementof
theeffeczi,.-eressorpromotional!xpenditureis U.14ertaken-@-r;nternational Lr

sponsor5.@icsbut allsporsorshi:: Ccrna:@cn3lbrar,-'s-,ustequallyhave clear

oolec-i,.-es.,.ithrezularmeniton'nqof:heira::-.,c::%,eness.
CT\

c_-
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Trade ,narketingshouldalsobe partofa re,;iexof:,.owtobecome more
competitiveand more produ(:--@ve.Ben.-:--'-:.-L-ibu-.."cn,POS presence,trade
relationships,etc.arecriticaltothefLrL:re:fourbrands.

Brand Nlan,2gement

The essenceofBATCo's markeing stra,.-z-,'liesind:,Sc-.-plire,-@,consistentard
long-te-mmanagement ofa focusedbrand

A@ldrivebrandsmust have adeined C,::,. forms-,hebase document on
w@L'challaspectsofthebrand aremaraiz,!---4.Once -stablishe--;thesecopy strategies
wiH not be amended unless-herearecor-:;e@T' nsfordoingso-.Inthe. ingma.,K@-,reaso
caseof:he sixke-iince,-natioralbrands:"-eCopy SE.-a:e2v be developedby
Inte.-nationaiBrand in -**vE:i@.---.--'%,.

Brand -esou,-czsshoula be di.,ec:;!za:-.@,e se-zmcnrof the narket in
order-:o @nve valueshareata :'asterrate shar-z. brand share
willb.-co7,eas importarta per@or:,-arczn as s,-iar.-iscur-enfv.
T--c:;c:@:-.e,.vbrand launchesa.-.-to znd inail;ns-,Inczs
shculd 'ced.-a%%-r,'@'-omBATCO s cur.-.-n: c.-'

Brar.ds7.ana-2e.-it:ntmus-,eicor-.cassaii:!;trn2n-.s -ni-.iOE siMpiV

anc :@rcmcc-.on.'r;,Js!MD'Ll'eS ,-.a: ,"a:@a2trnentr-.Ls:have a LE
7 . - .

urdersta,-:dinqofsalesand u4isir.bu-,ion. rom, --.amanuraC-.ure,and -,he
Ena.nc:al:r-,:);ica-Licrsof-,6ese.OUC.-arir.2 ',lowEhev
intend:omanaze brands as@.-usiiesses:r. -,.,6-n

!cnz-.-e.-mlocuson de-ie!ccin%zbrand -L:z:ntsses mar'%-ersto
rr.easur^.:),,ozressaizains:the-ventual A.Z shouldhave
rr.easura'@-ieshortand med;un term tar!ze:s -Lifli:.@-@sr.-I.-.T,ieseshou.Idencompass
not only consumer s,@areand ex-fac-.orysa:--;&*-.L-,disznbu-ic-i:e,,-e!s,brand and
ac,.*enisir.za,.vareness,smok.,rPrCElleS. 7@--,-,S.an:::rarc:ma2e attributes

Objecti@,@e:

"To developa Ion--term-lobiimarkerin-zplantodomin;itetheLi-hEsse-ment".

L.Iszhtsisone aspectof theresoc-.ailsat'Ic.-. wh.-re@-,vbrands and products
become -hefoundationformaiitairung bv focusinszupon the
pleasuresand positivesof smokiniaas oppose@ loaddress;lnsz-,henega6ves. Lightsisa
concept,nota productdeliveryposition.%v.riciincor-zoratesmodernity,freshness,
innovation,excitementand interest,allof are z.ccuseducon theyoung adult
smoker. t@Jthouszhproductde!ive-visone :is-cec,ofL:'2hES, itistheotheraspects
which offerBATCO the2reacestoppor-,u,-,;-@-:o2aina compet,,tiveedee.

Lightsbrandscurrentlyhavean 200,@gfcbaisiare%.vhereastheyaregro%vingataround
7@,'oper annum- Theirpenetrationlevelis@,.,zherinthemore c'evelopedmarkets but
the,.,offera significantcompetitiveadvant:!.qeappor,-.ir@tvinthelessdeveloped
marketsby mit@@singtheappcr-,urdryforPhilip%fcrn'stoestablishtheirUl flavour
internationalbrandsacrossthevar-ouspr-,czsecme.-,rs r@j
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BATCO willdevelopaalobalnmte2ytooptimisehissmcke,se=entopper-.Lrjrv
whichwillinclude:

• a @-!cardefinieionoftheLightsconceptand how tocommunicate thistosrrokers.

• an evaluationof thepotentialforLightsinend markets witheachcompany
de,ieioc)in2a means ofmonitoringsmoker attitudesand behaviourre3arc:r,2

L,"g@,its.

• a -!earroleand brand positior@nizfor&ee standingL]2,i-sbrands visa visLz:its

lineextensions.

• a z::ea,,z!cba:.re2ioraiand strategyfcr-xpioi-.;.-.2:@eL;Izh-,ssc=!r:-.sLn
poteriiai-occ soisuizi.

=:-d7nar'l-@ts-,villde,,,e!cr;a mar'-ers-,-atea,;for *,helone-za-.-ncctLTdsation

business-xhic.@W"U'linciu--@e'orandpr.oririsationard manazemen-,. T"r@s
should 'c)ea '&-eye@e:ren-w;i:,@,@n 1996 compan:.-.oiars.

Objeccive:

"To achieveand maintain productsuperiorityforour key brands by ensurina,
.hatBATCO products meet consumer e:Epec cionsand arereco-nisedasbeina
suceriorto tar--,etcompetitorproducts".

te4Y:

:@.-=-iarand re:;abieconsune.-feed@ac"-compiernerted thcrou2h in-.louse
mc-::,-HnQof "e produc-s.isa %,nd=eirzi requir.--ien, drivinzthe -@rodt;c:

:),-oc.-ss.Ope-ating Companies should unde.-rz:<econsumer prc.-uc--,ests
k-evproducts versustar!ze.-compeitor productsatleastonce per ar-iu.-nusing

methodology and implement necessary-roduct';,norovements ,o 7.ainEain
suce--@crir,,.

%fcnitorinqof own and competitionproductsfor,,isualand tac-@e,physicalir.4-

:!-.e.-ucalqualit,.,c.@arac,,eristicsthrouzh PQRS isnow we!l es-,ablishedwit'-dr,-U
Ope-at;,-gCompanies. The ir@t;alo'oject-,veshouldbe cons;s-;!nr!%,to outr:er".-r-.nthe

COMPCIiEors products by at least10*@ inPQ Ratinsz,not or@v on theoverau brand
per:ormanc.-,but alsoon each ofthethreeelements- outer.pack and cizarerze.
Additionally,the internationalbrandsmust alsoconform tothequalitys=dards as

'fledbsp,ec. v the InternationalBrand Groups- Therefore,OperatingCompanies must

maintaintheappropriatelevelofsamplingformonitorinize.-,-marketsamplesbur
additionally,introductionoftheC.ARS approachforensuhrz conformance to

.-=dardsmust be considered.

Ta meet theproduct qualityobjectiveoutlinedabove, a l@z:,lleveloftechr@cai

caoabliiryisrequiredwithin OperatinszCompanies. This can or@vbe develope@,-4
internaflv,to which end BATCO willdevelopa modular tr3irungprogramme.

comprising'onthejob'trainingsupportedby B ATC o workshops. Fromthetmining
checklist-OperatingCompanies shouldconstructc!eartraininzplansto ensure

technicalcapabiiityintheshortand longterm.
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Obj ecrive:

"De%-elop and test copy, products, packaging and line e.%rensz*onstraim, es forel
SEZ-@-@g. B&H and TPGL which, once proven to drive market shares in premium

and bigh price segments in core markets, will be rolled out aiobally".

Stnte-,Y:

BA-@--,),villonl,.,in%,estcentrallybe@@rd S7-:-@5'-@.B&-H and !PGL arnorg-z:;:s[.7.<

Inrern:irionalBrand portfollo.Fullbrard zlidelineswillbe :ssL;e-.@asat:r--.=-mpar of

r@:eC::npany P!an process.

assiz=eir for r,@esebr-@r,-4s:lsihe:esconsib;lirv0--7.-.,r,. @on 3-e-at. zi and

inNL!Ibart@.Lie "crSE-@5-@-nd3,kHIs
WC.::@LDW*IDE talso Luc,-v Scrike.).%%-,,iere2sitisGREY IPGL.

-cuc::7:budze@s -nustoe the-i(bothA.-- BTT-'j.
to rhs requireprioraccro,,ai-,,,mIrti!-.ia,-4on:!@

nar@-.-,:,@aEwishes to brands -.viilbe to -.ozle

ir.:z----:'onalbrand :)Iais.Locai var:*a::C.:s:r, ac...27-.:sirz

or 3n%,ct!iere!e.-ie-it rrlx wi7,l be on z@.e

bz--:- ::,,uant;rar*.,;eresear.,ne,.icen.-e -@e prior or

o-.":,ite-nationai 5rz:-.d,@-dsIs a ilrl@amenzi-i -or the

ri-@@::z nanuf:ic-ure t,@e@-e,,rirre.-natioraibrands. Operating Cor.-par@asn= indicate

-T r-@ -k anda. \L SQ
PC"--z,.,- -Vithina d,-,;-edcirrefTar-,e.

,vith-he Afr-.canand Sub C,)r.:@-e:-.tOperating C--rnza.-iesI.--:s

er:c::77:assesane,.vcadv szratez,."s-,aneara,ie,.vpac.<azin2,-i z;zzre-,e.new

adv@-:7:si,iszand ne-.vproduct szulde;ines.T,-@swillform the @asl'c-rand .:zc'%-azeA;hic,@

a.,cis:@7zand poten:ialend mark-.:s adccr in 1994-@i96or @,a%-e-@one so aiready. End

are trc@-urazed tc identi7@-ne-.voooorruuti.-sforthe :aL;r@c,-ioCj'PC-L.

Usaz! .-*allot'-IerBATCO tradmar'%-s.!-na;'nr@-,e z! Companies.

Br=z .:;ansshouid conforr.-,.howe,.-c:-.z-- markz-@-,c outl;,-,:---;above.

Objec-ive:

"To dc!velopin accordance with the Brand Owners. bestbusinessbuilding

str3t,-,iesrorLucky Strike@Barclay and Kent".

Inte.-z"-onalbrand strategyvallremain theresponsibilityofB,-ok,-.1L-@VdEamson but

BAT@'-,'smarketingof thesebrands wfllbeco-ordinatedand conz.-olled-'-.---uizhthe

L:SIB ;.@Ein'vbllbank.AccordingJy,allproposalseeczinz s-..-acez-vforz@.esebrands

shou;-;@e channelledthrough the USM unitinlv5llbankin thL firstinstance.

L
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The ope:-atirz:r-i-c:=:L-sgove-mng the kei UK in,,emationalbrancisapply equauv to

the B&-W irad-27ar@csBrand zuidelineswillbe issuedas par-tof the Cor.-,;,-ivPlan

process.

Aizenc,vassizn7.e@nt:s:he -esponsibilicvof Tnte.-nationalBrand \Iana2emen, ;n

-%fElbank.Tne a2e-.c-.-of record for Kent and Barclay isGREY whereas it'sSATES

WOP,LDW7ME :crL-c,'cvStrike.

Objective:

"To buildand hirethe bestm:irketinc,talentworldwide".

Stratetn-:

Ti ab,-%,eB.-@77-3n@ll!@:s

--r-,fessiona]5.Our pol'Ic-,,is o deve;op ird orar,-,ote:-t.-.-nailv

0%,e.,:Ile However, urt@]the cu-J;rvof internalrnark-erinz7na.,la2e.-s

-:!S -@-t7ZC,,:ire,4-ita.-dar,-4.;t.willbe lectssaryto

rescL;.---:s e-,ciemal
-
@@-siona!s

to @'ocusuccn'on the job -rz;n;,ne :@,.eline

for :his.The 3rard E.,<c.-:!-.nc:-noduie-,.-.vi@ci

;nbrand rna:-'N-e:,.ne@.viil@or.-,i,h.-'--az:sof .@is .vith

:7-,de3%-ailabicin!are 199'-@ En,14 should clear

:@-e.;CL- -ians:c improve the quaii,-., ,nar,.@e:,nasta-@@ 7*@-.;s@,,dl

be sublec-. seminars -nara2ed "-vBA7CD.

SmEPlannirsz system wl',lbe

::.---ac-@vecareer planning -cr managers on C,.-ade1,@l-

equi%-31enrIC;iLS-.@-csebe!ow Grade 10 'outidentifle,-4as having PoEenr:,,-',whe-he-

ir.te.-7.at.orai staff.This ne,.vsyste-r. ensure :hatBKTC.- :sLe-rLr,2

the @es-. staf,whils-@developinz -,o

poren:;-@.'@

Objecti,@e:

"To build a @4oridcjasstrade marketin- organisationso thatthe trade -et!ardt@ -
BATCO as their pre.,*erredsupplier over our competitors Nvhiistensurins that

trade mark-eiin-=citorrand expenditure isintegrntedfullywith our brand

objectives".

Sir:ite,--

• To achieve saiesird profittargetsby securinszhe ac-.i,.-esupport of -,he-.,.-,'-Iolesale

and reaiiir-ad.-6y offehng them support inallaspects of Trade Mark-et;.-,cand

Distr-,'buEion;neach tradechannel. BATCO %illofferthem ad%ic.-and buzoon

which istailcrL--'to theirspecificneeds.

• To ensure .---uiarrade coverage eitherdirectlyor through diszr-.butorsa:;!s'orc--s

of out!es :Icz-.,,;ntinzforat least7@-@"oof allmarket vaiume sales.

r

6
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I .-

• To increasedistributionandvisibilityof ourbrandsineachtradecha=el totarget
salescallsbetterand toopfivoisetheeffectivenessofalltrademarketingpersonnel.

• To re=cmre thetrademarketingorganisationto reflectthesophisticationand
specialisationofthetradeandtoensurechangingpattemsofsalesareanticipated
and exploited.

AD- 199$

Lr-

7
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