
 

 

TRANSCRIPT - OUR VISION FOR SUSTAINABILITY 
 
 
Q1: What does a sustainable tobacco business look like?  
 
Jim Kirke, Leaf Sustainability Manager: A sustainable business is one that’s thriving, 
growing in the future, and that’s built on responsible performance, responsible 
behaviour. 
 
Justine Williamson, PhD, International Scientific Affairs Manager: As a tobacco 
company we have 5 main goals. Those are to bring reduced risk products to the market, 
to make sure we’re marketing our products responsibly, to ensure that we’re looking 
after the environment and also to bring societal, economic and environmental benefits 
to our supply chain. And then last of all to make sure that the people who work for us 
and the culture of the business will support us meeting the goals. 
 
Gareth Cooper, Head of Regulatory Futures: I think one of the great achievements 
on the sustainability front is that this company has been in the Dow Jones Sustainability 
Indexes for over a decade, so I think that’s a heck of an achievement. 
 
Jim Kirke: I believe that if we act responsibly, and we take a comprehensive view of 
risk management, to deliver a growing business, I think we will be sustainable. 
 
 
Q2: What are the biggest challenges you face in your area? 
 
Jim Kirke: We’re a tobacco business, leaf is in the product, and therefore a 
sustainable, reliable supply, a thriving supply of leaf for the business is key for the 
business. 
 
Jim Kirke: We’ve always been working with the farmers to help them be able to 
produce a better crop, be able to be efficient in terms of fuel use. I think what has 
happened is that individual approach at various country levels is becoming much more 
of an international approach and we are doing it in a manner that is consistent. 
 
Jim Kirke: We’ve had something in action for the last 12 years called Social 
Responsibility in Tobacco Production programme. And that programme really is an 
approach that helps our suppliers, whether its on their approach to managing business, 
or it’s the way they manage the farmers in the field, their approach to agronomy, their 
processing, and the areas around that. 
 
Jim Kirke: It’s a journey of continuous improvement that we’re working on. And having 
been on that road for 12 years, we know that it is making real change. Part of the sign of 



 

 

that is that while we introduced it 12 years ago, other companies in the industry have 
adopted it as well with our blessing so now it’s become an industry standard. 
 
Gareth Cooper: It’s not British American Tobacco’s intended strategy to increase the 
number of smokers, but rather to compete for smokers who have made the choice to 
smoke cigarettes. 
 
Gareth Cooper: People are going to continue to smoke, and we would say to 
regulators that there should be some real-world view taken on managing that issue, 
providing appropriate information to consumers to allow them to make a choice about 
how they approach the issue of smoking, and not to pass regulations which have a 
knock on effect, often unintended consequences such as an increase in youth smoking 
because of the availability of illicit product for example. 
 
Justine Williamson, PhD: Not all policy makers are able to agree on the approach to 
harm reduction. So we just have to be putting our science out there to help inform that 
type of debate. 
 
Justine Williamson, PhD: I’ve seen a real shift in our approach to the science to 
support harm reduction. We’ve moved from not only focusing on chemistry and 
toxicology, to now moving into more biological areas of science.  
 
Justine Williamson, PhD: What we are starting to see is the transparency around our 
science. We now have BAT science website...and I think this increased level of 
transparency around our science sets us apart from other tobacco companies. 
 
Gareth Cooper: As for consumers, they're provided with more information than ever in 
relation to the products available, the nature of those products and the health impacts of 
those products, so I think consumers are in a good space compared to where they 
would have been many years ago. So I think it’s a very transparent industry, in fact I 
don’t know many other industries in the world that are as transparent today as British 
American Tobacco.   
 
Justine Williamson, PhD: Our main aim is to develop a wider range of reduced risk 
products, and those might include reduced toxicant cigarettes, oral tobaccos like Snus, 
or regulatory approved nicotine products.  
 
Justine Williamson, PhD: And of course we all know people who smoke and have had 
smoking related diseases, it’s not like we live in a bubble, and like the rest of society we 
want to do something about it, and that’s what we’re trying to do. 
 
 
 



 

 

Q3: Why do you work for British American Tobacco? 
 
Justine Williamson, PhD: I hadn’t really realised that tobacco companies had 
Research & Development Centres, so to see the amazing laboratories British American 
Tobacco had and the breadth of science that they were undertaking that was a real eye 
opener for me. 
 
Gareth Cooper: As an employee working in that industry, you have to be very clear that 
it’s a responsible company; you’re comfortable with the company. I certainly am, having 
been here some 12 years. I think that we’re a very responsible in the way that we 
market our products. We don’t market to youth. We put clear warnings on our products. 
You can go on our websites and you will see a number of our positions which endorse 
what the public health authorities say about tobacco and the harm caused by tobacco. 
 
Jim Kirke: You first of all think joining a tobacco company and agriculture you’re going 
to be working with farmers just doing tobacco. But you don’t. You work on everything 
with the communities, with other crops in terms of making sure the farmers are doing 
the right things and rotating properly.   
 
And it’s just been a great privilege to work with an organisation that has really put 
something back into the communities we work with.  
 


