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of a document being developed for eventual presentation 10
Director by their respective Repgional Export Managet, trying

1 attach a draft
{ approach 10 Export Channel Management.

each Regional

to define 2 globa

ews as my line boss and the Regional

d be grateful for your Vi

1 woul
her:-

Director as 10 whet
ument coherant‘?

1. Overall is the doe
7. Arcthe StrategiC Principles to which endorsement 1 being

souglt cle ar?
7. Having read it, do you geta feeling that the people managing
exports know what they are doing ina strategic sense?
1 the Regional Export managers wish to kill off

This latter point iskey as al

the "BATUKE Cowboy" 1mage.
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Attch
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fisnon
270 define the Lh-ch ess.
 To analysé the cur? situd vOT Analyst )
3.To propose 4 stratefie focus.
4 To seek darsement from the BATCO yoard 10 the strategic pr'mc'xp\as
7, Mission
Tp build BATCO'S share of the g!ubnl export pusiness, 50 as to contribute 0 the
achiavemunt of BATCO'S pverall wolunt and profit goals:
This will be achievezl t gement BATCO of Exports a5 @ single
channel pcusing o8 ! , strategic bra in_priorit markets put also
uggressivalg exploiting i 15 where appmprmte in support of cirategic
prands.
3. Definitions
Eaports: .
1n the contex of BATCO. Exports 21¢ sales of company prands maﬂufactured in one
country and soid ano
in most instances this means qales Invo! ed 1 rough B KE, and from /1195 will
inchud pwiT and Souzd uz brands in those € ntries 10T whic cois
responsioie ATCE prands 218 currently javoiced ! rough B¢ £ for the relevant
markets Sel Appeﬂd‘r( A for definitions on nestic warkets. GT and Duty Eree - the
-channels of Exports
A M
1t is propo 4 that the core focus of the BXP pusiness be oF the development of
BAT Industnes strategic inter ational brands, 1 these wit hich we will build yalue
share and areé aizo most A jsk of "eakage" ne market 1o another Therefore
while the (mportance © prands 1K Hilton plmont 218 recognise for their
regional jupartance: {he scope @ {ljned below rincipall focused © strategic
tmdemarks.
1992 1993
prand Global Vol Bus M %
555 22.3 20.6 91.5
& 153 5.0 32.9
PGL 1.2 2.7 24.1
Kent 17.7 3.8 2.2
1.Strike 14.8 0.2 12
Barclay 4.6 0.0 0.1
Hilton 170 %9 11.2
322 1.4 4.3
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See Appe“d.\ B fes SwOT Apaiysis of Lxports ¢ and share of
rBL.
s, priorilies
Each RBU has gefined 'S pr'\or'\ﬁcs in terms of Markets within the f gspective region
and als® the Bf 'md poutfolio with which attack these prio orities See ppendm C for
the & global prand pr'\ormes split pween st ategic and 12 (actical prands.
us {0 increasé

6. grratesit principles
munuge all export routes into each entd market 5¢
if total market-

Tos l‘ru!«.gu.u”
BA TCo's st atedic prand's
n cach end market

e retail price
of supply. * In
ective, AR

share ¢
islod achieve th

@ sub- _channel

The goal for the strategic ¢ brands i
ositioning ¢ requl aired by nebranu gwners ifT gspectt
the short arm there efore e yolurme is tmmed the pncmg obi
eneral gach M qarket M will \n ve excl sivity of s¥ upply &f rangememsv dxsmbutor
gignificant olume gains | the short m will norma\\y pe achieve with ractical
Hrands, where volume cather than 2 specific price point 1l be the objective;to gain
(o facilitate distribution the serategic Of nd and to prov vide the trade
ck cost irategic orat s
tedd risks

market share.
y 50 3810 e able 10 €&
pe-export of stre ategic Brands, put to take calenht

with cast
fvcusmg on prt tority markets:

e- e*cported To

nise the threal of £
prands 318 not 1
opportumtms

To minir
W1 strategy when

witltin overt
well estabhqh proccdures exist to e ure strategic
seek 10 e\xmx nate the risk attogether would be 1© deny 870 gwih
anticutarty 18 n new markets. A m00re flexible attitude 0 fsk witl e (aken in those
g top PMo ity in & ®BU, still applying the ncrm rmal control
response

defined 2

ces as ApPO
g, price and

markets

procedu priate.

To odop!
fime.
faciitate the

mber o}

The role of 17
yolumes alone are ne
U'ste fu\ﬁ“ the above
RBU as t‘ne

marks across 1
of manuiacture not ne cwsmﬂy 1 the same

e hisirness

customers in each sub—chnnnel nd develop long t

To ulumﬁ' ey
s with thens.
o Group.

v of the biggest in the
for 80%

puilding ST teyie
The cu stomu:s ved in the B* ort business are 500
s o idet atify by b-channt he 20%6 of customers accounting
there are clear plans in place 10 have ? ’\ppropnate tevels

The intention !
of the usiness.dm 4 ensuft that t
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of BATCe manageme
Some customers @

pm\‘uss':u-.'-.n‘.‘.y as & "Sainsbuw's“

To clurify (he role of BATCo
Munugers for the domes
DutyFree Channel.

This implies:
1dentifving
Implememing pert‘ormnnce r

Setting BOAIS for improvin
Trading Chain, O that. the €08

and BATCo.

dentifying the training needs
programmes, e.g

Neypotiation Skills
National Account Skills
Competitive Edge Skills
Prcscmmional Skills

To adopt best practises acro
Theough

7 Pricing

Strategic Brands will be positiont
will be through SEM sign off on Terms
eors selling strategi

o
Control
monitoring of all custom

Price.

goals.

End murket pricin
Conditions.

e will scek 10 jmplement CIF t
This will reduce likelihood ofjeakage.

in line with the principlus

nt contacting
1 business,

are involved pring

of anil Ared Aanugemen

fic expor T muarkets, and penchmur

and monitoring the pmﬁtab’di(y by channel, region, market and ¢u

eiated dist ribut
i paTCo

1 saving

of BATCo management, and imple

ss RBU'S
jhe mechanism of the Export Me

Tuctical pramils will be sourced and pric

g will pe continuo

of Trade aarkeiing.
put shoutd pe managed as

t as Distributor
& supplier 10 the

istomer.

ot/customer contracts.

srofiability through improving efficiency in the
s achieved can e shared petween

the customers

menting appropriaié

Distribution
W arehousing
Freight
Finance

eting (the monthly meeting of al) REM's) t0

ensure that successful learming S (ransferred across RBU's

1 in line with 1BG guidelines in end markels.

of Trade changes, and monthly
¢ brands below 2 penchmark Nett Nett

pd flexibly 50 as fo nchieve the strutegic

usly monitored, a8 will Trude Terms and

s a8 standard:
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8. Contrals and Seenrity

ndertaken by the LExp
tion 18 unacsep
farmation,and speci
t Meeting in Q3 1994.

to cnsure adequate security is
s of too widespread availability
orrect the situation

ort Mesting

table in tenn

A review will be u
fic proposals 10 C

achieved. The current sifus
of commercially sensitive in
will be presented to the Expo

9, R’m:mumended Action
1.BATCo Board to endorse the Strategic principles autlined above.

2. BATCo Board to hold respansible REM's for delivery of the strategic
al Export Manager responsible for

principlcs,witb the Senior Region

overall co-ordination.

3.Plans to be prepared by RBU in line with Priavity Market/Brand
definitions

4.Quarterly progress reports to be presented to the Export Meeting

BA
TCo document for Lon Sch Hyg & Trop Med 14 February 2002
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Appendix A

Definitions

Domestic Markets are those where exports are made to well established customers in
countries where the product is sold duty paid, usually with country/territory specific
pack markings, for consumption primarily within that country.

GT refers to exports made for onward sale to another market other than the market to
where product was shipped, and where the packaging would narmally be non market
specific. Such products would often have substitute coding to identify the customer

and therefore the intended end market.

Duty Free refers to exports 10 the operators or concessionaires of facilities enabling
them to self the product without the inclusion of duty/excise in the price. In most cases
ings required. In some instances DF product pengtrates into

there are no specifc mark
ness can be regarded as GT.

the local domestic market, and in this context DF busi

Zivitanes



Appendix B (1)

SWOT of Current Export Business.
Strengths

Highly profitable.
Tax efficient through BATUKE.

L]
s High volume, and growing.
» Significant levels of Marketing Support.
o GT business tightly controlled.
« Portfolio of UKIBs and USIBs.
Weaknesses
e Til defined overall strategy for all channels in combination.
s Uncoordinated appreach to opportunily markets across regions.
« Fragmented portfolio for opportunity markets.

3 » Aversion to risk.

; « Business not evaluated by consumer value share in end market.
s Poor understanding of competitors strategies, plans and activities.
Opportunities
« Untapped markets present growth opportunities.

s US1B'sin portfolio.

o Utilisation of GT to build IB business in priority markets where applicable.
«  Mix strategic and tactical brands to build business.

» Utilise OpCos for scurcing Jow cost tactical brands.

s Team approach to problem solving.

Threats

e Volatile nature of GT business.

« Sunday Times factor.

e Destructive effect of re-export and parallel trade.

« Counterfeit.

BATCo document for Lon Sch Hyg & Trop Med 14 February 2002

Competition strategically managing exports better than BAT Co.
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Appondix B (2}

ERPOHTBUSINESS “nitke meoiced ahipmenta "y
: Lan - Mar
1892 1993 ¥TD 1994
R8U Wins Mns Mns
Itica Com 1,89 1541 100
oF 162 &5 25
s 1.226 1907 197
2,547 2704 522
ME Com 3916 4,060 1382
of 155 150 a5
GT 8 12 9
4,073 4222 1,417
AP Dam 4,208 4 844 1,981
DF 3,018 3820 1,691
GT 20993 22289 7.028
26,220 34,050 10,698
EU Dom 1,958 1639 238
DF 1,808 2,001 418
GT 0 23 4
3,774 3,663 658
LA Com 547 480 122
DF 157 120 1
GT 8 1,401 1018
M2 1,000 1,151
Tolal Dom 11,829 12,520 4,021
DF 5,238 5.477 2,180
GT 22235 24962 8245
19,302 42,859 14,448
"Heyional Summary 83
i Africa 2734 526% 522 361%
IE a18C Az22 __ 987% 1417 8.81%;
|aP arpso[Tha2% 10698 _74.06%
e 3663 B38% 658 4 55%)
LA 1980 456% 1380 797%,
| 43,652 qas !
Dom Swrmmary.83 {
' Aica 1511 1297% 300 7 AB%
'ME & 15C 4050 _ 3743 1382 34 3%
(AP e {B3E7T 1981 [ AB2T%
“EU 1635 13.05% 236 587%
‘LA 469 375% 122 302%
! .25 2868 4021 27.83.
BF, Summaty 93 o
Africa 86 1.39% 25 1.15%
ME & 1SC 150 A% 35 1.61%
AP 3820{  61.84% 1,681 _77.57%;
EU 2,001 32 38% A8 18.17%|
LA 120 °.94% 11 0.50%
v 6177 1415 2,180 15.08
{'GT Summary 93 i, e
Larica 1437 455% 197 230%
ME & 18C 12 a
‘AP 2589 Rang  7.026| 7 BE
EU 23 : 4
LA 1401 1018
| aeaer 5797 8245 57.07
(G Breakdovm R = T
HK 11130 44 55% :
|Singapore B.237  230DC% '
FE Others 3022 12 11% .
- Aruba 1401 581% :
;Niger 989 395% :
1831 73%) '

{Clhers

u362

Note: These are unadjusted figures l.e HK & China DF are catrgorised as DF,
Djbouti & Guinea are classified as Dam, The effect of changing these to GTis
te Increase the proportion of GT by 4.65 bn, or from 57 %5 to 63 % of the {ota} business,

14-.un-94
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Appendix C

Export Brand priorities - Global

Strategic

Tactical

BATCo document for Lon Sch Hyg & Trop Med 14 February 2002

High Medium Low
State Express JPS
B&H Capri
JPGL Kool
Kent Silk Cnt
Lucky Strike
Barelay
Hilton Capstan L&B
Viceroy Finesse AC No.1
Embassy Advance Senior Service
Pall Mall Ardath du Manrier
Belmont Casino Players
Gladstone Richland Others
Derby
WGF
| Premium

¢ea:0b

G
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Export Brand prioritics - Asia Pacific

Strategic

Tactical

High Medium Low
State Express JPS
B&H Capri
JPGL Kool
Kent Silk Cut
Lucky Strike
Barcluy
Hilton Capsian AC No. 1
Viceroy Finesse
Embassy Ruby Queen
Pall Mall
4

BATCo document for Lon Sch Hyg & Trop Med 14 February 2002

99256€0G



