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PMI: A Winning Set of Assets to Build From
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(a)  WPP BrandZ Report 2016 (2015 data)

Source: PMI Financials or estimates (H1, 2016)



PMI: Superior Brand Portfolio
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Note: Pack designs are for illustrative purposes only 
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PMI: Powered by Four Key International Brands
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Note: Excluding China and the U.S. Pack designs are for illustrative purposes only

Source:  PMI Financials or estimates

% of Total PMI Cigarette Volume

International Cigarette Share (%)
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(a) Excluding China and the U.S.

(b) Includes low tar nicotine (LTN), ultra LTN and super LTN

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

Source:  PMI Financials or estimates

Key Taste / Format Segment Dynamics(a)
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Low Tar(b) Slims(c) Capsules

International Cigarette Industry Share of Key Growing Segments (%)

+2.1pp +4.5pp +2.3pp
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SoS (%)
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Changing LAS Needs Turned into Global Innovation Focus Spaces
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Note: LAS stands for Legal Age (minimum 18 year old) Smokers

64% 70% 72% 78%
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Changing LAS Needs Turned into Global Innovation Focus Spaces

Á Lighter, more rounded 

taste and experience

Á Less lingering 

aftertaste / bitterness

Á Different intensities 

and varieties of tastes

Á Capsules and other 

means to customize 

the taste experience
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Á Additive free tobacco 

blends

Á Environmentally 

friendlier materials

Á Sustainability

ÁMinimizing unpleasant 

smoke odor

Á Easy to stub out

PERSONALIZATION SUSTAINABILITY

PREMIUMIZATION

CONVENIENCEPLEASURE

Note: LAS stands for Legal Age (minimum 18 year old) Smokers

64% 70% 72% 78%

(% of LAS)
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New Product Launches: Fewer, Better
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(a)  Based on YTD August, 2016 submissions, annualized basis past trends 

(b)  Based on latest available share for 2015 launches

Note: Strike rate is defined as % of innovations meeting a pre-defined threshold, 12 months after launch. Share of market based on in-market sales and offtake data

Source: PMI Financials or estimates

Number of New Product Launches
(index = 2012)

Strike Rate
(index = 2012)

Latest Estimate(a) Latest Estimate(b)
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(a) FY 2015. Excluding China and the U.S.

(b) Excluding duty free 

(c) Excluding China

Source: PMI Financials or estimates
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Marlboro: Summary

ǒ Marlboro is the world´s largest brand and continues to perform well in difficult economic 

environment commanding a cigarette share of 9.6%(a):

- Cigarette volume reached 286 billion units in 2015

- In the last five years, innovative new products have contributed 12.5% of Marlboroôs volume
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Marlboro Cigarette Share of Market (%)
20152014 H1, 2016

+0.3pp (0.8)pp +0.7pp +0.6pp

Variance

(H1, 2016

vs. 2014)



Marlboro 2.0: Image Assessment in Key Markets 
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(index = Before 2.0)

Note: Pack designs are for illustrative purposes only

Source: PMI Market Research
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Marlboro Smooth 2.0: Continued Success into ESF
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Marlboro Touch:

ǒ>1.0% cigarette SoM in 27 markets 

ǒ>0.5% cigarette SoM in 12 markets 

ǒ+5 markets in 2016

Marlboro Advance:

ǒSold in 19 markets 

ǒ>0.5% cigarette SoM in 3 markets 

ǒ+4 markets in 2016

Note: ESF stands for Ego-Social Friendly

Source: PMI Financials or estimates (FY 2015)



Note: Pack designs and visuals are for illustrative purposes only 13

Marlboro Innovation: New Taste Dimensions

LAUNCH

2015

(Latin America)



Note: Pack designs and visuals are for illustrative purposes only 14

Marlboro Innovation: New Taste Dimensions

LAUNCH

September 2016

(Japan)

2015

(Latin America)



Note: Pack designs and visuals are for illustrative purposes only 15

Marlboro Innovation: New Taste Dimensions

LAUNCH

September 2016

(Japan)

September 2016

(Indonesia)

2015

(Latin America)



Note: Visual is for illustrative purposes only 16



Note: Visual is for illustrative purposes only 17



Note: Visual is for illustrative purposes only 18



Note: Visuals are for illustrative purposes only 19



New Global Engagement Platform: "Neuland"

ǒAn innovative engagement platform for 

LAS with online and offline experiences, 

tied into "You Decide"

ǒDesigned to:
- Enable collaboration and reward participation

- Increase our digital footprint

- Generate word of mouth 

ǒ20+ markets for 2016 roll-out, driven by 

the EU Region

ǒGlobal roll-out in 2017 

20Note: LAS stands for Legal Age (minimum 18 year old) Smokers. Visuals are for illustrative purposes only
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