
B.-kTCo Ni@kRKETI.NG STRATEGIES

Objecti%-e:

"To developa lonr,tei-iii ideiiiarketingplan%shichiiiukeiSATCO --aiiisitark-et
leadershipon thebackofone dominantbrand. Lon,,term no niorethantloa
internationajbrandsperregionshouldbe supportedcontinuously."

Str2ret,v:

The %%iorld-.v'detrendto ii,.*,@-iationalIlr3ndsisre!t:itiess3nd the@r@,,Iobalmark-.-!penetration
hasdoubledoverthelast:c:nvearso iiiorethan AccordiiiLlviiiarketiji,,resourceswillbe
coiicentratedbe.@indthefcllo%vinzke-.-iiiiematioralbrands%viiiiparticulareiiiplilsisoiithe
desit.tnaredregions:

Beason L-Hadozes Worldwide(whereowned)
535 Asia
LuckyStrk--. Worldwide
Kent ForEast
Barclay Europe

Generaland marketspecificbrand.!utdeiinLswillbe issuedtoalloper3tjn,.-compaiiiesas part
of theCompany Planproc.-ss.Op,:ratin--,Coinpaiii-.@sshoulddeiiiotistriteho%%theyintendto
achie%e iiiark-etl@mdershipr'ortheirke% iiiieniatioiialbriiid)%erilit teniiiii.ick:or,Uiice
withover2ilbrandplans.Itisexpectedthatno company willsuppoiiinorethant%vo
internationaldiivebmnds longterm.

Nationalbrandscurrentlyaccountfor75*/.ofBATCO salesandarelikelytocontinueto
accountforthemajoritvo@slitsinthefortsmble future.Howe,-er,resourcesallocatedto
thesebrandsshouldbeon thebasisoflocalheritagewhichcannotbecoveredby ijitematiotial
brandpromises,and wheresustainablelongterm significantconsumerfranchisescan be
achieved.Inordertomo%-etowardsthe[on-,ertermobjeaiveofbuilditi-,marketleadership
withoneortwo doniinaiiiSrandsperregion.itisexpeaed (hitno coiiipliv%k havemore
thanthreebrandsinitsdn%:ebrandporifoliointhemedium term.

Objecti,%-e:

"To improveBATCo's pi-orit2bilirvb%-buildin-,brands1%ithcriticalstiassallo%%in-.,for
spendings%.ner.-its,iiianu(acturini:scale.researchconcentration,sl)etdol'innovation
and m2na,,ententsyner,,its."
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str3teg.v:

P.hilip%Ioms' itstermrtonajprotitabilit-IPer Mile ;i,:UlTellti%S;".- 5 kT. This isa
,L.-ictionofa limitedbr-,ridraii,-,e(less-hall40 -c:i%e !r3ije!iiarksteritis '.)r3ATCo).
concentrationon thepremium end oftheniark-et.coiisisteiit-,Iobzil)r @mitd
emphasis on mark-eiiii-trriciencvand productivit%,.and lar--,eravero---;!

ie 3naitinietitof-hesesiiiie%irtuesloi-fiisin pji-,ji'BATC',)
7,leiniportanceofconsistentsupportof3 focuseddri%;ebr3iidportfoiioh,-@4c!tiJescribed

3@ovebutthereareotherissueswhich needtobeaddressedbv Oper3tiji@tC.,r-,c3niLsintheir

pi3nningwhich arecriticaltotheattainmentofthis-a'Djective.

:%IarketingProducti%-ity

A!lcompaniet.,o@.id se.!ktoachie%,ere crio tatleast;"'.p.a.iiire--,l irzdeitid
ccnsumer marketingcosts(excludingbri cozlunications expenditurei.NI,@!nodstoassess
,,he-I icacvofrn3rketingactivitymust be deve!ap.@drorallaspectsof ttie mix.
T.'-.ereisno reasonwhy marketingcannot be subjtc-.a thesame quaniitatt,.@-nt:surement
ii,c@plinesthatapply to.forexample. production.OperatingConipaiiies-,4iil@e .-quiredto
,'Uslifvtheirmarkerinl,planson quaiiti(ted.rese3rchbasedcriten3r2tlit.,riiaii!udL,,tiiient.

Nfauurement svstefnsshould be focusedon theconsumer and e%,aluzred
c.,mpetitorbran&-. *vlillbankMarketin.?willacti%:efvseekto establishand

acpropriaremmsurement systems but,i@ntheir3bsen'ci.theonus remains on OperoTin-,
Companies toensurethatappropriatetoolsareinplac!.

Operating Companies shoulduse %4,hirevercriticalinassisattheirdi,;posaito-:isureriijt
rnuch ac:!o.:;ibleof th;ti- httl-:!tis4:12.-nr thecovi,:t,a=

bud4,etsina sin,,Ita--encvtoreducecommission feesisencouri-,tditiiou-.,Iiiubj.-Ltto3,ltllcv

alignment of internationalbrandswhich willbe controlledby InternationalBrand ;Ivlanagement
in Millbank).Similarfyagenciesshouldincreasinglybe responsiblet*orallaspectsof

ccnsumer communications acrossthemarketing mix and not simplv ATL spe.-idinorderboth
toreduce manat,ement overhtmdsand ensure3 commonalitv ofinessa--,eatidlook.

TraditionalATL media stillrepmeiitstheniostcostciteaivemeans ot'reic.@in@ttheconsujiier.
%N'hereverregulationsind market circumstancesallow.brand budlets shouldreilecithis
re3firy.Signific3niinves-,mtiiiinlesset'ficientMeans ofreacltin--,the :oiisuiiiershouldoiilvbe
consideredifthey h3ve;irtrilisticpotentialof esczpiii-.,3nticipicedfuturerestric.,ion!;on

illbaccoadvertisin!!and mark-etin,-,.

mde mark-etin-,should alsobe partofa com-iintrevie%k-of ho%%-tohei:oiiieaiiitorez
campetitiveand b@ nioreproductive.Betterdistribution.POS presence.Trader:!i:3tjonstilpsetc.
or.-criticaltothe futureof ourbrands.

N13rketineplansshouldnotiliiore their potential eff;ta on ni3nufacttirtti,.!appli,@3tion %vithin a

-!ventime frame. The 3rcaitinittitot"ijiteniatiojizihi-indproduct qu3lit%.it3tidzr@i,:reiiiiinsa

objecti%-e.Siiiokiii-,qualityshould be3ssL-i@edh-.thecoiisuiiieriiitipro@!,.;z,.ishould
ptr"ortn in accorcianc.-x-.itliriiebrand propositioii.
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Brand Ntan:i,,ement

,lie or'B.@kTCo'siiiarL-eiiii@.:str-t,!@--yli,!SI[% !tn-.i
ofa focusedbr3jidponfolio.

Alldrivebrandsmust havea definedCopy Straie;,y%%hiciifomiithebasedocun*ti,ott-Aliieb

all3spectsoz'thebr3ridareniatia@-,ed.Oitce thcne :Uli,. %kI]! ;-;:

amended unles;therearecoiiiptiliti--,iii@,rk-etrt'.1soiii .-aseof*:n:!:'i@:!@c:%

..ite,it;it!oiialbr::iilistheC,)p@ .%IIIbe

in Nitlibank.

Brand resourcesshould31\4,z\,sbe directedatthefullrevenuesevment ot*tlicmamt! inorderto
drivevalueshareata faverratethanvolume share.Similarlykey brandsharewiilbe--omeas

importanta pe-form3nce indicatorascorporateshareiscurrently.Tacticalnew br,-nd!aunches
are tobe avoided wherever possibleand inallinstancesshould be dra%%n from BA-. Co 3

,:,-,rrentportfolioo(3ctivetr3deniarks.

Brands nianagt-iientmust encompass alleleme-itsof th,:markettn@-,iiiix.tiotsitiip:,.
and promotion. This impliescharmarketingman3-,,emeni@liusthave 3 -all -if
sal---sand distribution,productformulationajidmanuf3ciure,aiidlieCiiiaiic::lini of

these. Operating Companies should demonstrate how they intendtoniana@,,ebranj6sas

businessesintheirown fi.-hr.

A longterm focuson deveiopin-brandbusinessesrequires'milestone'Liiarkersto-.iezsur:!
progressagainstthe eventualo@j@tive. All drivebrands should have measurables@.iortand
mediuni temi targetsto fulfilthismie. These shouldencompass iiototityconsumer shareand

.:x-factorysalesbut distributionlevels.brundand advertisinga%kirtn,-si.sitiok.-r.Lrotiles.trial

r-.Tes.and brallilitna@_,einribtito.

Trade 'vt2rkering

The activemanagement ofTrade Marketing isa key areawithinBATCA inordertohave 2

more effecfivepresenceatthepointofsale.The introductionofa coiniiion oftrade

classifir-ationto-ttherwith ,Dininga competitiveedut throughtheustof lnt'omation

Technology areessentialfoundationsupon which SATCO %villconstructitsfbiureTridt
@vtarketingmanagement, The criticalarms forsignificantlyimproviiii!et'feaivenetisarL:

0 physicaldistribution
a customer profitabilityaccountin,-,

kcl,.1%@CUUIIL
tradechanneliiierctundisin6,

cetitralisedpurch.4iii--,discounts.

Objectii-e:

"Develop and testcol).%.,prodticts.pack2,,ingand lineextensionstr-.ite-.,icsfai-B&-H and

O@aresin lireiiiiutiist-.tiientsincore iii;ji-kets.$55 i%hich.once proven todrii-eittar@-ets

%%illbe rolledotit
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Strate,,v:

BATCA willonlyinvm centrallybehindB&H and 555 imon-stitsLIKInte=tioti3iBrand
portfolio.Fullbrandguidelineswillbeissuedasan integral@ar,artheCompanv ?!anprocess.

Agenc-.,a5sigrunentforthesebrandsistheresponsibilityof InternationalBrand Management in
-Millbank.The agencyof recordfor555 and B&H isBSB and allbrandsupportbud.-etsmust
be channelledthroughthem (bothATL andSTL). Any exceptionstothisrequireprior
approval rom InternationalBrand %Ian3ge.-ne-it.

Any Opt!.-atingCompany thatwishestomarketthesebrandswillbe expectedtoadher-.tothe
internationalbrandsplans.Localvariationsinproductformulationandadvertisingexecution
willonlybe permined on thebasisofquantimtiveresearchevidence.

No signi---Icanteferientofthemarketingmix ofchasekey brandscaiibe altered-.%ithout
qu3nri"atl%-eresearchbackingand *Ilepriorapprovalof ]nt,!mationalBrand

.Mainte.ianceof intemationalqualitystand3rdsisa fundamentalpre-requisiiefortherightto
manufac:urethekeyintem3tionalbrands.OperatingCompanies must indicatehow theyintend
toachieve hesestandardsasmeasuredby QUANT and MASQ and PQRS withina defined
time fr3r-e.

BATCO willfunda developmentpackageforPlayersGold Leafinconjunctionwiihthe
Africanand Sub ContinentOperatingCompanies. Thiswillencompassa new copy strategy.
re,visedpackaging.new advertisingand reformulatedpmduct guidelines.Assuming a
succmfw market tesi,thiswillform thebasicbrandpackaoetowhich Oper2ringCompanies
willbe expeacd toadhere.In theinterim,new launctlesshouldbe avoided.

Usage of311otherBATCO trademarksremaintheperogativeof OperatingCompanies. Brand
plansshouldconform,however,tothemarketingprinciplesoutlinedabove.

Objecti%-e:

To develop in 2ecordancewiththe Br-and0%%-ners,bestbtisinessbtiildin-Cstr3re-.,iesror
Lucky Strike,Barciavand Kent.

Strate,,y:

lntemationalbrandstrategywillremaintheresponsibilityofBro%vn& Williamsonbut
BATCo's marketingofthesebrandswillbe co-ordinatedand controlledthrou,,htheUSIB unit
inMillbank.Accordingly.allproposalsaffecingstrategyforthesebrandsshouldbe
channelledthroughtheUSIS unitin Millbankintherirstinsi,2nc*..

The oper3ringprinciplesgoverningthekey UK internationalbrandsappivequalivtotheB&W
cr3dein3rks.Brand guidelineswillbe issued;ispartoftheCompany Plan process.
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Objecti%,e:

"Tobuildand hirethebestniai-ketinutalent%%orld%%ide."

Sirate-,%-M.'

To iniplet,,itntiii.-iiiarkeiii6itrite@itsoutliiitjab,)%c.BATCL iice..Isitic!I@,ficst
qualitvmark-etin,-,professiormis.Our policyistodevelopand proiiioteiiiiem3livo%er
thelongerterm.Howe%-er.untilthequalityof internalmarketingiiianagershas
artainedtherequiredstandard.itwillbe necessaryto supplementour interrutresources
with some extematrecruitmentof mid camr protessionals.

BATCO willcontinuetofocusupon'onthejobtraining'%viiiithelinemani.,:rhaving
theprimeresponsibilityforthis.Tliede%elopnieiiiofiiiatiulurtrziiiiii---andsubject
specicicseminarsby BATCO willcontinuetoassistwiththisprocesi.Operating
Companies shouldconstructcleartrainingplanstoijtipro%-ctli,!qualicyof their
marketingstart.

The new '@tarketinL,StaiTPlznnin,,svstem willbe pro-ressiveiviiiipleiiienteddunnz
1993 withproactivecareerplanningformanauers on Grade 10-tplusthosebelow
Grade 10 butide-.itifiedashavingpotential).:hetherintematioii;31ornationalstaty.
This new system %villmure thatBATCO is!zertini!thebestvalue1roinitsstaffwhtist
developingindividualstotheirmaximum potential.
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