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PMI Top-10 Cigarette Brands (2011)
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(units billion)

+1% +2% +9%(a) +2% +12% +1% +1% 12% +17% +10%
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300

Growth 
vs. 2010

(a)  Based on full-year 2010 Fortune volume
Source: PMI Financials



Key Product Trends

● Lighter and smoother-tasting products
● Slimmer diameters
● Refreshing / less lingering taste
● Smart buys
● Ability to vary the nature and taste intensity of the 

smoking experience on demand
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Industry product innovation
significantly accelerated
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PMI Capsules

+189%
Non-Menthol to Menthol

● Capsules present in 53 markets (2011)
● Capsules deployed to 19 brands (2011)
● PMI Total Capsules Share 2011: 49%(a)

Menthol-to-Menthol
2.7

7.8

(a)  Excluding China, the USA and duty free
Source: PMI Financials and PMI estimates

(units billion)

PMI Total Capsules
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Note: Excluding China and  the USA
Source: PMI estimates

Key Segment Evolution(a)

Segment 
Share of Market

PMI
Share of Segment

2007 2011 2011

Low Tar 38.9% 41.4% 32.2%

Slims 4.8% 9.5% 27.9%

Menthol 5.5% 6.0% 50.9%

PMI SoM 25.0% 28.1%



● Strengthen the equity of our brands to maximize the 
retention of our existing adult smoker base

● Increase our share in all growing segments
● Address key competitive brands areas of strength

Key PMI Portfolio Priorities
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New Commercial Approach: 
Innovation in our Consumer Engagement
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● Expand touch-point universe
● Identify consumer profile by shop and time of the day 
● Use new tools to profile adult smokers based on their 

sphere of interests
● Maximize effectiveness of consumer engagement 

activities 

8



● Identify retailer profile based on multidimensional 
segmentation

● Engage retailers to deliver product messages
● Activate more than one brand at the point of sale 
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Multiple Tablet  Applications

New Commercial Approach: 
Innovation in our Trade Engagement
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Marlboro: Summary

● Brand performed extremely well in difficult economic 
environment:
- Volume reached 300 billion units in 2011
- Larger than BAT’s four global drive brands combined and larger 

than JTI’s top four global brands combined
- Share of market increased by 0.1pp in 2011 to 9.2%(a)

- Share of premium segment up 0.4pp vs. PY(a)

● New brand architecture rolled out worldwide:
- In total 497 launches and revamps over the last three years
- Marlboro new products accounted for 51% of PMI global brand 

introductions in 2010 and 2011

11
(a)  Excluding China
Source: PMI Financials and PMI estimates



Marlboro: Summary

● Share of market for Marlboro Gold and Fresh is up
● Marlboro Flavor market share is stable in a declining full-

flavor segment
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(a)  Excluding China and the USA
Source: PMI estimates



Marlboro: Strategies

● Develop a new global image campaign
● Capitalize on the new brand architecture 
● Leverage innovation and line extensions in opportunity 

markets
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Marlboro offers the best, most enjoyable smoking experiences in 
a charismatic, engaging, fresh and innovative way

Brand Promise

“Superior tobacco 
taste satisfaction”

“Progressiveness in
smooth taste”

“Refreshing taste
sensations”
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Be Marlboro: The New Global Campaign

● Modern interpretation of the timeless brand values:
- Freedom, authenticity, confidence and leadership

● In sync with emerging global societal trends
● A new Marlboro voice, with a strong point of view 
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Be Marlboro: Germany
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Be Marlboro: Germany 
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Be Marlboro: Germany 
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Be Marlboro: Germany 
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Be Marlboro: Germany 
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Be Marlboro: Germany 
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Investor Day – Brand Portfolio and Commercial 
Approach

Cinema Commercial

(Approximately 1:10 min video – please stand by)



Be Marlboro: Germany
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Be Marlboro: Germany

24



Be Marlboro: Germany
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Be Marlboro: Germany
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Be Marlboro

Note: Visual execution is for illustrative purposes only 27



Be Marlboro

28Note: Visual execution is for illustrative purposes only



Be Marlboro

29Note: Visual execution is for illustrative purposes only



Investor Day – Brand Portfolio and Commercial 
Approach

Cinema Commercial

(Approximately 1:30 min video – please stand by)



Be Marlboro: Germany Early Results

● “Don‘t be a Maybe” is the key message & well understood
● 1 out of 2 LA (min. 18) – 39 years old smokers have 

already seen the “Maybe” visuals
● 1 out of 2 adult smokers talked about the campaign
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Welt Kompact (March 27, 2012)

Source: Consumer research March 2012

57%

Prompted
“Have you already 

seen this bill board?”

56% talked about it …



Be Marlboro: Campaign Summary

● The new campaign is working
● A flexible platform that can be tailored to different 

environments
● “Be Marlboro” will be deployed in 40 markets during 2012
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Be Marlboro is our new global campaign



Marlboro Flavor: “Superior Tobacco Taste Satisfaction”

Note: Visual execution is for illustrative purposes only 33



● Achieved 158 billion units in 2011
● Marlboro Flavor alone is the largest cigarette brand in the 

world
● 98% of global volume transitioned to new brand 

architecture throughout Q1, 2012
● Continuously upgrade our product quality in line with 

changing adult smoker preferences
● Deploy focused innovation
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Marlboro Flavor

Source: PMI Financials



Innovation in Flavor: Marlboro Premium Black
● An above premium price Marlboro proposition
● Elegant pack designed by Pininfarina
● Use of superior tobacco grades 
● Featuring the “Profresh Seal”

35Note: Visual execution is for illustrative purposes only



Marlboro Filter / Flavor Plus
● Delivers tobacco taste in a low-tar cigarette thanks to innovative filter 

technology
● Achieved 5.1 billion units in 48 markets in 2011:

● > 0.5% Share of Market in a total of 27 markets
● > 1% Share of Market in 13 markets 

36Source: PMI Financials and PMI estimates



● A shorter Marlboro Red in a convenient pack size 
● Allows us to offer Marlboro quality at a more affordable price
● Currently available in 12 EU markets

Marlboro Pocket Pack
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Greece (July 2010)Spain (October 2008)



Marlboro Beyond

38Source: PMI estimates

● Innovative offer with a capsule in the filter enabling smokers to change from 
regular taste to a fresh taste

● Pack design featuring new “sideways” roofline
● Launched in Q3, 2011. Available in 7 markets within the EU Region 
● Already reached 0.5% share of market or higher in 4 markets 



Marlboro Gold: “Progressiveness in smooth taste”

Note: Visual execution is for illustrative purposes only 39



Marlboro Gold: Market Share

● Achieved 113 billion units in 2011, up 1.4% vs. 2010
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● Modern and innovative slimmer Marlboro offer
● Achieved a total volume of 5.0 billion units in 48 markets in 2011
● 0.5% share of market or higher in 26 markets
● Strong performance amongst LA (min.18) - 24 smokers

Marlboro Gold Touch / Fine Touch

Source: PMI Financials, PMI estimates and PMI Market Research 41



Marlboro ClearTaste Russia

● Innovative line of Marlboro products just launched in Russia
● Marlboro’s response to Russian adult smokers taste preferences
● Unique four-chamber filter with activated carbon and cellulose beads 

for smoother taste sensations 
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Marlboro Fresh: “Refreshing taste sensations”

Note: Visual execution is for illustrative purposes only 43



Marlboro Fresh: Market Share

● Achieved 29 billion units in 2011, up 15.8% vs. 2010
● 56 Fresh new products and line extensions in 2011
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Marlboro Black Menthol

Source: PMI Financials and PMI estimates 45

● Paved the way for high-cooling taste sensation products
● The first black Marlboro packaging
● Achieved 6.3 billion units in 2011 across 16 markets
● Already reached 0.5% share of market or higher in 5 markets



Marlboro Ice Blast
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● Marlboro Ice Blast delivers high cooling taste thanks to the Iceball capsule in 
the filter

● Achieved 4.7 billion units in 2011 across 21 markets
● Reached 0.5% share of market or higher in 7 markets
● Positive “halo” effect on the brand’s image 
● No impact on Marlboro Black Menthol performance

Source: PMI Financials and PMI estimates



Marlboro: Conclusion

● Impressive performance in difficult economic times 
● Be Marlboro campaign is the tool to strengthen the image 

of the brand
● New architecture is one of the most successful brand 

management initiatives
● Unprecedented level of product innovation
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Parliament
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● Built around its unique recessed filter technology
● Undisputed above premium quality, prestige and status
● Achieved 39 billion units in 2011 (+ 12% vs. 2010)
● High profitability
● New communication campaign redefining luxury
● Innovative consumer engagement

Parliament: Summary

49Source: PMI Financials
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Parliament: Global Brand Performance

● EEMA and Asia represent 97% of the global volume
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Key Markets Share of Market Development (%)

Source: Nielsen and PMI estimates



51Note: Visual execution is for illustrative purposes only



52Note: Visual execution is for illustrative purposes only



53Note: Visual execution is for illustrative purposes only



54Note: Visual execution is for illustrative purposes only



● A unique pack design together with a series of inspiring 
and premium events  
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Parliament: Midnight Magic Platform

Note: Visual execution is for illustrative purposes only
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L&M LibraL&M Core Line L&M Loft

L&M: Core Line and Innovative Slim Formats



L&M: Summary

• Third largest brand in the world, growing in EU, EEMA and 
LA Regions; stable in Asia

• Achieved 90 billion units in 2011 (+2% vs. 2010)
• Mainly present in EEMA and EU Regions
• Good value for money, friendly image, international
• New image communication platform 
• Introducing relevant innovation and premium experiences 

in mid/low price segments

57Source: PMI estimates and PMI Financials



L&M: Global Brand Performance

● Number 2 brand in the EU after Marlboro
● Showing signs of recovery in Russia

58Source: Nielsen and PMI estimates
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L&M: New Communication Platform

Note: Visual execution is for illustrative purposes only 59



L&M: New Communication Platform

Note: Visual execution is for illustrative purposes only 60



L&M: New Communication Platform

Note: Visual execution is for illustrative purposes only 61



L&M: New Communication Platform

62Note: Visual execution is for illustrative purposes only



L&M U-Spin
Adjust the taste intensity

L&M Extra Menthol
Cool filter thread

L&M: Product Innovation 
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L&M Forward
Regular to Fresh Capsules
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Chesterfield



● Achieved 37 billion units in 2011
● Mainly present in EEMA and EU
● Significant expansion of geographic footprint
● Built around heritage, prestige and uniqueness
● A new global campaign ready to be deployed 
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Chesterfield: Summary

Source: PMI Financials



66Note: Visual execution is for illustrative purposes only



67Note: Visual execution is for illustrative purposes only



68Note: Visual execution is for illustrative purposes only



Chesterfield: Building Relevant Innovation

Ukraine: Super Slims 100s
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Chesterfield: Building Relevant Innovation

Russia: Super Slims King Size in sliding-lid format

70



71



Conclusions

Accelerated organic growth

● Strong brand portfolio
● New and relevant communication platforms for all our 

global brands
● Successfully deployed an unprecedented level of product 

innovation across our portfolio
● New commercial approach to optimize our infrastructure 

and implement our brand initiatives with excellence

72



Investor Day – Brand Portfolio and Commercial 
Approach

Questions & Answers



Reconciliations of non-GAAP measures included in this 
presentation to the most comparable GAAP measures are provided 
on our website at: www.pmi.com/2012InvestorDay/RecSlides 




