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Agenda 

ǒCore Brand Portfolio: 

- Marlboro Brand Family: 

ÅMarlboro Flavor 

ÅMarlboro Gold 

ÅMarlboro Fresh 

- Parliament 

- L&M 

- Chesterfield 

ǒCommercial Approach 
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2013 Tobacco Industry(a)  

Cigarettes Fine Cut 

Cigars/ 

Cigarillos Smokeless(b) 

E-Vapor 

 Products(c) 

 

 

 

 

 

 

 

 

Volume (units billion): 3,055 155 10 19 

CAGR 2009-2013: (2)% 4% 4% 4% 

Retail Value ($ billion) 409 21 3 3 2 

CAGR 2009-2013: 5% 13% 2%  ╖  % 45% 
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(a)  Excluding China, the USA and duty free 

(b)  Excluding chewing tobacco in India, accounting for approximately 550 billion cigarette equivalents in 2012 

(c)  Growth rate refers to CAGR 2010-2013 

Note: CAGR data is in constant currency. Volumes expressed are in cigarette equivalents. Data excludes bidis in India, Pakistan and Bangladesh 

Source: PMI estimates, Industry Profitability Analysis 2013, Euromonitor and Kaiser Associates research 



PMI: Superior Brand Portfolio 
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Note: Pack designs are for illustrative purposes only  
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PMI Top Cigarette Brands (2013) 
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Note: Excluding Chinese brands 

Source: PMI Financials 
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Key Emerging Product Trends 

ǒLighter and smoother tasting products 

ǒSlimmer diameters 

ǒFresher / less lingering aftertaste 

ǒAbility to vary the nature and taste intensity of the smoking experience on 

demand 

 

Industry product innovation significantly accelerated 
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Key Taste / Format Segment Dynamics(a) 
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(a)  Excluding China, the USA and duty free , historical view 

(b) Includes lights, ultra lights and super lights 

(c) Includes slims, extra slims, super slims and micro slims 

Source: PMI estimates 
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Low Tar(b) Slims(c) Menthol 

International Industry: Segments Shares of Market (%) 

+2pp 

Total Volume (units billion): 1,286 362 187 

+6pp +0.5pp 

PMI SoS  

& Growth 
32% +2pp 31% +3pp 46% +18pp 30% 28% 28% 



Key PMI Portfolio Priorities 

ǒContinuously strengthen the equity of our brands 

ǒIncrease our share in all growing segments 

ǒStrive for the right balance between supporting the core and innovation 

ǒLeverage new touch points and channels opened by the commercial approach 
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Global Innovation Corridors to Address Evolving Preferences of 

Adult Smokers 

ǒTaste Smoothness: 

- Lighter, more rounded taste and 

smoking experience 

- No lingering aftertaste / bitterness 

ǒ Fresh Taste Dimensions: 

- Different intensities and varieties of 

menthol 

- Capsules and other means to 

customize the taste experience 
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ǒEco: 

- Additive free tobacco blends 

- Environmentally friendlier materials 

- Authentic tobacco taste 

- Sustainability 

 

ǒEgo-Social Friendly: 

- Minimizing unpleasant smoke 

odor 

- Easy to stub out 



Optimized Innovation Process 

ǒFocus on sustainable and rapidly scalable new product launches 

ǒEnhance support behind core variants 

ǒRationalize the portfolio through morphing 
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(a)  Excluding China and the USA 

(b)  Excluding China and the Philippines 

Source: PMI estimates and PMI Financials  

Marlboro: Summary 

ǒMarlboro is the world´s largest brand and continues to perform well in difficult 

economic environment commanding a share of 9.2%(a): 

- Cigarette volume reached 291 billion units in 2013 

- New products account for 12% of Marlboroôs volume in 2013 
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Marlboro Share of Market (%) 
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Marlboro Flavor 

 

 

 

 

 

Note: Pack designs are for illustrative purposes only 



Marlboro Flavor: Summary 

Performance: 

ǒAchieved 150 billion units in 2013 

ǒMarlboro Flavor alone is the largest cigarette brand in the world with a global 

market share of 4.7%(a) 

 

Strategies: 

ǒEvolve Marlboro Red franchise to Architecture 2.0 

ǒNew Marlboro Red 2.0 global roll-out in 2014 /15 

ǒDeploy focused innovation 

 

14 

 

 

 

 

(a)  Excluding China and the USA  

Source: PMI Financials and PMI estimates 



Video 

(Approximately 75-second video) 
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Marlboro Flavor: New Marlboro Red 

 

 

 

 

 

 

 

Key innovative elements: 

ǒ An intriguing design with new touch and feel 

ǒ A firm filter, easier to stub out 

ǒ Satisfying round taste 
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Note: Pack designs are for illustrative purposes only 



Marlboro Flavor: New Marlboro Red 

ǒExtensive adult consumer research around the globe  

ǒ6 city tests in 4 markets (Brazil, France, Germany, Italy) 

ǒVery promising results, as the move to Architecture 2.0 has proven to evolve 

the brand into the intended territory of enhanced: 

- Smooth taste perception 

- Approachability 

- Ability to command a premium price 

ǒNext steps: global roll-out 
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New Marlboro Red: Point of Sale Activation 
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New Marlboro Red: Point of Sale Activation 
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New Marlboro Red: Point of Sale Activation 
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Innovation in Marlboro Flavor: Marlboro Premium Black 

ǒAn above-premium price Marlboro 

proposition 

ǒ Elegant pack designed in collaboration 

with Pininfarina 

ǒUse of superior tobacco grades  

ǒ Featuring ProFresh 

ǒGCC duty free launches in 2012-2013 

 

ǒMarket Shares(a): 

- Dubai Duty Free 1.4% in 15 months 

- Saudi Arabia: 0.7% in 15 months 

- Kuwait: 1.0% in 13 months 
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(a)  Market shares in shop: Saudi Arabia (December 2013); Kuwait (February 2014)  

Source: PMI Duty Free Volume & Pricing Report, consumer offtake and PMI duty free field estimates 



 

 

 

 

 

Note: Visual execution and pack design is for illustrative purposes only 



Marlboro Gold: Summary 

Performance:  

ǒAchieved 110 billion units in 2013  

ǒReached 3.5%(a) global market share 

ǒExcellent adult smoker profile  

 

Strategies: 

ǒCapitalizing on successful line extensions 

ǒTapping into emerging segments with Marlboro Advance in Asia 

ǒEvolve Marlboro Gold following the roll-out of Marlboro Red 2.0 
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(a)  Excluding China  

Source: PMI Financials, PMI estimates and PMI Market Research 



Marlboro Gold Touch 
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ǒ6.2 billion units in 2013 in 57 markets  

ǒ> 0.5% SoM in 35 markets and in 17 of those >1% 

SoM  

ǒExcellent adult smoker profile 

ǒLess smell benefit highly relevant and appreciated 

 

 

 

 

 

Source: PMI Financials, PMI estimates and PMI Market Research 

2013 Market Shares in Marlboro Gold Touch Key Volume Markets (%) 



Marlboro Gold Innovation: Marlboro Advance 

ǒRecessed filter for an ultimate smooth taste 

with less smell and cleaner aftertaste 

ǒRolled-out in Singapore (0.7% SoM(a)), 

Malaysia (0.4% SoM(a)) and Taiwan 

ǒHigh brand awareness and positive reactions 

after adult smoker trial 

ǒAdditional expansion planned in 2014  
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(a)  December 2013 

Note: Translation from Chinese: ñIncredible blue. New Marlboro Advance blue. This December é progressing forward with you" 

Source: PMI estimates and PMI Market Research 



Marlboro Fresh 

 

 

 

 

 

Note: Pack designs are for illustrative purpose only  


