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£5,412m
profit from  
operations in 2012

694bn
cigarettes sold  
in 2012

180
markets where our  
brands are sold

1 in 8
of the world’s  
adult smokers  
choose our brands

We’re a leading company that’s hugely 
successful worldwide. Our great brands 
are enjoyed by millions of consumers. In a 
controversial industry we act with integrity 
and responsibility.



MORE ONLINE 
Visit our country  
or area websites 
www.bat.com/global

MORE ONLINE 
www.bat.com/aboutus

44
cigarette factories  
in 39 countries
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AMERICAS   
VOLuME (billion) 142

REVENuE (£m) 3,460

EMpLOyEEs 17,336

sHARE Of GROup REVENuE 23%

EASTERN EUROPE, MIDDLE  
EAST AND AFRICA   

VOLuME (billion) 235

REVENuE (£m) 4,074

EMpLOyEEs 12,017

sHARE Of GROup REVENuE 27%

WESTERN EUROPE     
VOLuME (billion) 129

REVENuE (£m) 3,442

EMpLOyEEs 11,703

sHARE Of GROup REVENuE 23%

ASIA-PACIFIC  
VOLuME (billion) 188

REVENuE (£m) 4,214

EMpLOyEEs 15,307

sHARE Of GROup REVENuE 27%

Hypothetical £100 holding 
invested in 2007£100

Value at the end of 2012  
if invested in the fTsE 100£111

www.bat.com/investors

Value at the end of 
2012 if invested in BAT£198

few companies founded in 1902 
are still going from strength to 
strength. fewer still are leaders in 
more than 60 markets.
We sold 694 billion cigarettes in 2012, made in 44 factories in  
39 countries. We employ more than 55,000 people worldwide  
and there are more than 200 brands in our portfolio. 

It doesn’t stop there. Our scientists are working on new products 
that could be much less harmful to health than cigarettes. In the 
tobacco fields, we provide technical support to more than 100,000 
directly contracted farmers. 

Our critics say our success is built on persuading people to start 
smoking, or to smoke more. That’s not true – we recognise 
smoking is bad for health and we are working on less harmful 
nicotine products. Children must never smoke.

Our business is about understanding and meeting the preferences 
of adults who choose to smoke, knowing the risks. It’s about 
competing and growing our share of the market. 

Our successful, well understood and established strategy  
has delivered consistently good returns to shareholders. 
for example, £100 invested in December 2007 was worth 
£198 five years later. The same £100 invested in the  
fTsE 100 would have been worth just £111.

Delivering shareholder value Our leading brands
Dunhill’s roots date back to 1907. More than a century later, Dunhill 
is our premium international brand, sold in more than 130 countries.

since its establishment in 1952, Kent has stood for a modern, 
progressive cigarette. Relaunched in 1997, it is now available in more 
than 90 markets.

Based on its rich legacy dating back to 1871, Lucky strike is the 
American original, now a popular choice throughout the world with 
a presence in more than 80 countries.

pall Mall is the third biggest cigarette brand in the world, sold in 
over 110 markets. for more than 110 years its core proposition has 
centred on a high-quality value offering.

We have many other famous international and local brands, 
including Rothmans, Vogue, Viceroy, Kool, peter stuyvesant and 
Benson & Hedges.

About us



Marketing

Distribution

sourcing
Tobacco grows in more than 100 countries. We work 
with tobacco farmers and other suppliers to promote 
high ethical, environmental and workplace standards 
across our supply chain. And we report publicly on 
our progress on our website. We make significant investment into the development of 

our product and packaging innovations, as well as into 
research and development for less harmful alternatives 
to conventional cigarettes. These innovations vary across 
our brands and markets, and our approach enables our 
companies to adapt their offerings to meet local needs. 

The health risks of tobacco use rightly demand 
considerable responsibility in marketing. Laws 
and our own extensive International Marketing 
principles ensure high standards are upheld.  
for example, we never use product placement 
even if the local law allows it.

Retailers large and small are our vital business  
partners and we have over 10,000 trade marketing 
and distribution staff. Our routes to market allow us to 
quickly roll out innovations around the world and to fully 
meet consumer demand. Direct to store sales help us to 
build even better relationships with retailers.

Our supply chain spans the 
globe and our companies 
and our people ensure it is 
managed as responsibly as 
possible – from the crop in the 
field through to the consumer. 

MORE ONLINE 
www.bat.com/sourcing

MORE ONLINE 
www.bat.com/production

MORE ONLINE 
www.bat.com/innovation

MORE ONLINE 
www.bat.com/marketing

MORE ONLINE 
www.bat.com/distribution

What we do

01

Manufacturing tobacco products is  
a large-scale operation and we have  
44 cigarette factories in 39 countries.  
As well as tobacco leaf, we purchase a  
wide variety of other goods and services 
from suppliers and we encourage 
continuous improvements in business 
practices. Quality is a top priority. 

production

InnovationConsumers
If you’re an adult smoker, you 
are at the centre of our business. 
We invest in understanding your 
preferences – taste, price and 
where and when you like to buy. 
Only by meeting your needs can 
we hope to keep your loyalty 
or persuade you away from a 
competitor’s brand. 

MORE ONLINE 
www.bat.com/consumers
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05We are developing industry-wide 
supply chain security systems  
with other international tobacco 
companies, including identifiers to 
allow consumers and authorities  
to validate a product’s authenticity. 



 SUPPLy ChAIN

We have a rich heritage and, we believe, a bright future.  
The sustainability of that future will depend on us satisfying not 
only our shareholders, but also our many other stakeholders.

We recognise that our business starts with our consumers and our 
brands, and our balanced portfolio is designed to deliver continued 
growth. We offer brands to suit different tastes and budgets, and 
innovations allow us to compete to grow our share of the market. 

Our determination to act responsibly spans the whole business, 
from our commitment to addressing the issues of child labour and 
working with farmers, to looking at how we can reduce the risks of 
our products and lessen our environmental impact.

But that’s not the half of it. We are determined to develop nicotine 
products that are much less harmful than ordinary cigarettes. And we 
invest to ensure our supply chain – from the crop in the field to the 
consumer – is managed as responsibly as possible. We are measured 
against other international companies in independent surveys such 
as the Dow Jones sustainability Index.

Our sustainability agenda
We were the first tobacco company 
to publish a social report more than 
a decade ago and our approach 
to sustainability has been refined 
ever since. We focus today on harm 
reduction, marketplace, supply chain, 
environment, and people and culture 
issues. Our reporting is independently 
verified by auditors Ernst & young. 
But we are not complacent about 
our sustainability efforts and we are 
currently updating our sustainability 
agenda to ensure it remains relevant 
to the business. 

MORE ONLINE 
www.bat.com/sustainability

Growing our business

We will strive to bring commercially 
viable, consumer acceptable 
reduced-risk products to market.

We will take a lead in upholding 
high standards of corporate 
conduct within our marketplace.

We will actively address the 
impact of our business on the 
natural environment.

We will work for positive social, 
environmental and economic 
impacts in our supply chain.

We will work to ensure we have 
the right people and culture to 
meet our goals.

Our expert local field technicians work with 
contracted farmers to grow the right crop in 
the right way – agreeing contracts, supplying 
seed and advising on things like water use,  
the safe use of agrochemicals, integrated pest 
management and biodiversity. They provide 
access to sustainable farming technologies, 
such as fuel-efficient curing barns, and they 
also advise on how to grow other crops. 
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Our strategy
Our vision is to lead the global tobacco industry, 
aiming to be the very best at meeting consumer 
needs for today’s products and safer next-
generation products. To be industry leaders we 
must continue to demonstrate that we are a 
responsible tobacco Group with outstanding 
people, brands and products.

Our strategy is consistent and understood by 
investors. Growth is achieved by providing high 
quality products that consumers want. It is 
underpinned by productivity and is delivered by 
a winning organisation of great people who act 
responsibly at all times.

MORE ONLINE 
www.bat.com/strategy

11 years
in the Dow Jones 
sustainability  
Index

hARM REDUCTION ENVIRONMENT
MARkETPLACE PEOPLE AND CULTURE



Our four key International 
Marketing Principles

•  We will not mislead about  
the risks of smoking

•  We will only market our 
products to adult smokers

•  We will not seek to influence 
consumers about whether or 
how much to smoke

•  It should always be clear that 
our advertising comes from 
a tobacco company and is 
intended to sell our products

08   WHO WE ARE 2013 WHO WE ARE 2013   09

Our leading brands – Dunhill, Kent, 
Lucky strike and pall Mall – have 
enjoyed considerable global success 
and now account for one in three of 
the cigarettes we sell. Other famous 
international and local brands include 
Rothmans, Vogue, Viceroy, Kool, peter 
stuyvesant and Benson & Hedges. 

In total there are 200 brands in our 
portfolio covering super premium, 
premium, mid-price and value for 
money. Our innovations such as 
crushable capsules in filters that 
release menthol, packs that ‘Reloc’  
for freshness and ‘all natural’ offerings 
are in demand by consumers.

One of our biggest competitors in 
many markets is the illegal trade in 
counterfeit or smuggled cigarettes 
and hand rolling tobacco. Our value 
for money brands compete for the 
attention of very price sensitive 
consumers while still offering a  
reliable and high quality product.

As a fast moving consumer goods company our success depends 
upon high quality brands that appeal to adult consumers.

Consumers and marketing

It’s about being responsible …
We only promote our products to adult smokers, never children.  
Tobacco marketing should never encourage non-smokers of any age  
to light up. Tobacco marketing is increasingly tightly regulated the world 
over and our own voluntary International Marketing principles add a 
further layer of assurance and protection. for example, even if local 
laws allow, we do not use social media such as facebook or Twitter to 
promote our brands. Compliance with the principles is closely  
monitored and reported publicly every year. 100% is our target.

… and innovative
Consumers love and expect innovation – whether it’s the latest tablet 
computer, hybrid car technology or packet of cigarettes. We led the 
field with packs that slid open at the side or unfolded like a wallet. We 
make cigarettes that are smaller and slimmer and our re-sealable packs 
are very popular. One of our most successful innovations is a crushable 
menthol capsule which lets smokers add menthol with one small click 
of the filter.

Good relationships are crucial
We don’t sell directly to consumers. Our customers are retailers –  
from the largest ‘key account’ supermarket to the smallest corner shop 
or specialist tobacconist. Our army of 10,000 trade marketing and 
distribution staff make it their business to get to know and win the loyalty 
of shop keepers. We want them to stock our brands, position them well 
on the shelves and be knowledgeable if consumers ask. In those few 
countries where the law demands cigarettes be hidden from view at the 
point of sale, our trade relationships are even more important.

60+
markets where  
we are the leader

How do you survive if you can’t advertise?
We don’t sell soap powder or chocolate bars so mainstream media is 
rightly closed to us. We work hard to understand the preferences and 
behaviour of our consumers. We talk directly to adult smokers – giving 
them innovative products at the right price and in the right place. 

01

02

03

04
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As well as seeking to reduce the impact 
of tobacco use on public health, there 
are many other issues that demand 
attention and affect not only us, but 
also our suppliers and consumers.

The challenges

We try to tackle these issues both in the ways we work as a business, and 
through positively engaging with governments and regulators. And we 
support appropriate regulation of our industry that maintains a balance 
between consumer preferences and the interests of society, while allowing 
us to compete commercially as a business. However, we believe certain 
regulations can have unintended and unwelcome consequences for both 
consumers and governments.

MORE ONLINE AT 

www.bat.com/plainpackaging

plain packaging  

– plain stupid

In December 2012 Australia 

became the first country to 

demand tobacco be sold in 

generic packaging with no 

branding, only health warnings. 

A few countries want to do the 

same, but other governments 

have challenged the law through 

the World Trade Organisation. 

There is no evidence that 

unbranded packs will stop people 

smoking, or from starting. We 

worry that counterfeiters will find it 

easier, and the black market is an 

open door for underage smokers.

SMOKING

KILLS

My right to grow tobacco
some critics say tobacco growing 
causes more rural poverty and 
environmental damage than other 
crops. There is no clear evidence 
to support these claims. The fact is 
millions of farmers choose tobacco 
– it can grow in poorer soils, most 
climates and is easily grown in 
rotation with other food and  
cash crops, diversifying income. 
Our directly contracted farmers 
also have our expert help in 
matters such as safe use of 
agrochemicals and pest control.

MORE ONLINE AT 
www.bat.com/leaf

Display bans
A few countries have banned the display of tobacco in shops, arguing it is attractive to children. This makes no sense when purchases are age controlled, and there is no evidence bans are cutting smoking rates. Arguably, hiding cigarettes enhances their appeal to rebellious youth.

MORE ONLINE AT 
www.bat.com/displaybans

No ID – no sale!
We don’t want children to smoke. Education about the health risks is important, but best left to the proper authorities. Our efforts are directed at supporting retailers on the front line with various proof-of-age schemes and retailer training.

MORE ONLINE AT 
www.bat.com/ysp

Tobacco trafficking – a global problem
Criminal gangs the world over are connected to tobacco 
smuggling and counterfeiting – drawn by big profits, 
relative ease of manufacture and transport, low detection 
rates by crime fighters and, if caught, affordable penalties.

Globally an estimated 12% of cigarettes sold are illegal – 
about 660 billion cigarettes every year.

It’s not a victimless crime – governments lose at least 
us$40 billion in unpaid taxes – squeezing taxpayers and 
public services. There are no controls over the quality of the 
cigarettes. Those who sell illegal tobacco sell to children – 
there are no ‘no ID, no sale’ rules on the streets.

We worry that well intentioned new regulations, such as 
plain packaging, will add to the problem of youth smoking, 
not help to solve it.

We are investing heavily in technology to help us and the 
authorities track and trace our products to keep them 
out of the hands of smugglers. But the problem needs a 
stronger global response – industry, governments and law 
enforcement working together more effectively than ever.

MORE ONLINE AT 
www.bat.com/illicittrade

Up to 12% of global tobacco sales 
are estimated to be illegal, making 
cigarettes one of the most commonly 
traded products on the black market.  



The new nicotine story begins
Actions speak louder than words. Nicoventures, a company we 
set up in London in 2011, is preparing to launch a regulatory-
approved nicotine-based inhalation product in the uK. The 
company is working with the uK regulator and has brought 
together pharmaceutical, consumer and brand experts with a 
view to launching a safer product with real appeal to smokers. 

In December 2012 we acquired CN Creative, a uK-based 
business specialising in the development of electronic cigarette 
technologies. Its Intellicig brand sells in 24 countries.

E-cigarettes resemble ordinary cigarettes but do not contain 
tobacco and do not burn. They consist of a power source  
(a rechargeable battery) to run a vaporiser which produces  
an aerosol mist that includes nicotine.
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Looking to the future

MORE ONLINE 
Visit our website written 
specifically for scientists with 
an interest in tobacco-related 
research and related disciplines.

www.bat-science.com
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£171m
spent on research  
and development  
in 2012

We believe that a ‘one product fits all’ approach can’t achieve  
tobacco harm reduction, so our approach is to make available a range  
of reduced-risk tobacco and nicotine products for adult consumers.  
There are many challenges in this: the science is complex; 
collaboration is needed between scientists, tobacco companies and 
regulators; products need to meet consumer expectations; and we need 
a regulatory framework that supports tobacco harm reduction. But we 
are committed to meeting these challenges.

To be able to sell much safer products that are just as enjoyable to 
smokers will be a major benefit for public health. But don’t just take 
our word for it. The uK’s Royal College of physicians said, “nicotine 
itself is not particularly hazardous … if nicotine could be provided in  
a form that is acceptable and effective as a cigarette substitute, 
millions of lives could be saved”.

put simply, the scientific community widely agrees that it is the 
toxicants in tobacco and tobacco smoke, not the nicotine, that cause 
the majority of tobacco-related diseases and deaths.

Conventional cigarettes carry the most risks to health, while some 
forms of low-toxicant smokeless tobacco products, such as swedish 
snus, while not risk-free, are much less risky. Regulatory-approved 
nicotine products that contain no tobacco or smoke toxicants are 
almost risk free.

The support and encouragement of governments is needed to 
accelerate progress. Official stamps of approval will assure everyone 
that the science is sound and the health risks are minimal.

In the short term, such new products are likely to be only a small part 
of our global business, but we are determined to see them grow in the 
mid to long term. A future worth working for.

We’ve been at the forefront of tobacco science for 
more than 50 years. One of our top priorities today 
is research into innovative, low toxicant smokeless 
tobacco and nicotine-based products for adult 
smokers who want a safer alternative to cigarettes.



Join us and you’ll have the pleasure of 
working with great people from almost 
every country in the world. In our London 
headquarters alone there are 64 nationalities.
And it’s a good place to work. Every two years we ask all employees confidentially for 
their views. In 2012, 80% of our people globally said they were extremely satisfied 
with British American Tobacco as a place to work – this compares to a benchmark of 
71% for other fast moving consumer goods companies.  

We still occasionally get asked if you have to smoke to work for us, and the answer 
is no, of course not. And generally speaking the percentage of smokers in any of our 
operating companies is the same as that in the local population at large. 

Whether you are a graduate or a mid-career hire, we offer a rewarding environment. 
We have a devolved structure, with each local company having responsibility for its 
operations. We encourage a culture of personal ownership and value our employees’ 
talents. Diverse perspectives help us to succeed. 

We hire across marketing, sales and distribution, finance, human resources, 
operations (including leaf and factories), corporate and regulatory affairs, research 
and development, information technology and legal. 

high flying careers

Our leadership teams the 
world over are an example 
of our commitment to 
promoting and developing 
the very best people, 
wherever they are from.

About two thirds of 
executives are local, 
demonstrating the 
importance of national 
experts. But around a third 
of top team members are 
expatriates – so if you are 
the best and internationally 
mobile, your career could 
be on the fast track. 

Our people

55,000+
employees  
worldwide

MORE ONLINE 
If you are reading this, you are probably 
thinking you might join us. If you are 
in search of a challenge, believe in 
individual responsibility and consumer 
freedoms, then go to our careers 
website or our LinkedIn page now.

www.bat-careers.com

www.linkedin.com/company/
british-american-tobacco/careers
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   The need to think both creatively and intellectually 
to develop and deliver commercially successful 
campaigns is the thing I love most about my role 
at BAT. The company offers great opportunities for 
growth within and genuinely values diversity. After a 
year out of the business, I couldn’t wait to come back.   
Emilie Isaacs, Campaign planning Manager, united Kingdom

   Working in BAT Nigeria has been an exciting  
experience. The catch phrase ‘work hard and play 
harder’ resonates in everything we do. Although there 
are times when you have to stretch in order to meet tight 
deadlines, the sense of fulfilment from a job well done 
more than makes up for the pressure.  
Ibhade Akpede, Brand Executive pall Mall, Nigeria

   BAT is dynamic, international, multicultural, challenging 
and passionate. Having been in the company for over 
seven years I have not only had the opportunity to 
look at separate aspects of the business with different 
responsibilities, but I have always been put in front of 
continuous and different challenges.   
Valerio forconi, Head of Communication, Media Relations & Reputation, Italy

   I have worked for BAT for 20 years and I’ve been 
provided with a wide range of opportunities. I have been 
working for Trade Marketing & Distribution for the 
past 10 years, during which time I’ve held five different 
positions. One of the great things about BAT is that it is 
always providing me with new challenges.  
yutaka Wada, National sales Operation Manager, Japan



Find out more

www.youtube.com/welcometobat

www.bat-science.com

find films and animations about our 
companies and our issues, including 
short videos from around the business 
that are also available on our website 
www.bat.com.

About science, for scientists, by 
scientists, our specialist science website 
offers a look at the work of our Group 
R&D teams and their research into 
tobacco and nicotine products.

youTube

science

www.flickr.com/welcometobat

Our flickr gallery is a useful resource 
for people interested in our business. 
It features photography of our senior 
executives, our global HQ and scenes 
from the business worldwide.

Visit our careers website to find out 
what it’s like to work with us and 
how to join us. you can also follow 
us on LinkedIn.

flickr

Careers

Global
find a complete list of our 
country and area websites, 
as well as links to our other 
corporate websites.

www.bat.com/global

Biodiversity
Our Biodiversity partnership with 
three conservation NGOs – the 
Earthwatch Institute, fauna & flora 
International and The Tropical Biology 
Association – and the projects it 
supports around the world. 

www.batbiodiversity.com
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for more copies of this booklet, the  
British American Tobacco p.l.c. Annual 
Report 2012 or sustainability Report 2012,  
please contact:

British American Tobacco publications, 
unit 80, London Industrial park,  
Roding Road, London E6 6Ls,  
united Kingdom

Telephone: +44 (0)20 7511 7797

Email: bat@team365.co.uk

Editorial team: Mike Butcher  
and paula smedley

We would like to thank all of the British 
American Tobacco people who made this 
booklet possible.

Designed and produced by flag.

photography by David Hares, Mike Abrahams.

References in this publication to ‘British 
American Tobacco’, ‘we’, ‘us’, and ‘our’ 
when denoting opinion refer to British 
American Tobacco p.l.c. and when 
denoting tobacco business activity refer to 
British American Tobacco Group operating 
companies, collectively or individually as 
the case may be.

All performance figures exclude associate 
companies and relate to 2012 unless 
otherwise stated.

find out how we are delivering 
shareholder value. Read our 2012 
Annual Report online or download 
a pDf. you can also watch exclusive 
video content. 

Our 2012 sustainability summary 
Report looks at why sustainability 
matters. Download the pDf from 
our website, or download the app 
from the Apple App store, Google 
play or use the QR codes below. 

www.bat.com/annualreport www.bat.com/sustainability

follow us on Twitter

@BATPress

www.bat.com

ipAD App ANDROID App

www.bat-careers.com

www.linkedin.com/company/
british-american-tobacco/careers

Annual Report sustainability




