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Important notice

BRITISH AMERICAN
TOBACCO
This presentation in relation to British American Tobacco p.l.c. (“BAT”) and its subsidiaries has been prepared solely for use at this presentation. The presentation is not directed to, or intended
for distribution to or use by, any person or entity that is a citizen or resident or located in any jurisdiction outside of the United States and the United Kingdom where such distribution,
publication, availability or use would be contrary to law or regulation or which would require any registration or licensing within such jurisdiction.

The material in this presentation is provided for the purpose of giving information about the Company to investors only and is not intended for general consumers. The Company, its directors,
employees, agents or advisers do not accept or assume responsibility to any other person to whom this material is shown or into whose hands it may come and any such responsibility or
liability is expressly disclaimed. The material in this presentation is not provided for tobacco product advertising, promotional or marketing purposes. This material does not constitute and
should not be construed as constituting an offer to sell, or a solicitation of an offer to buy, any of our products. Our products are sold only in compliance with the laws of the particular
jurisdictions in which they are sold.

The information contained in this presentation does not purport to be comprehensive and has not been independently verified. Certain industry and market data contained in this presentation
has come from third party sources. Third party publications, studies and surveys generally state that the data contained therein have been obtained from sources believed to be reliable, but
that there is no guarantee of accuracy or completeness of such data.

Forward-looking statements

Certain statements in this communication that are not historical facts are “forward-looking” statements made within the meaning of Section 21E of the United States Securities Exchange Act of
1934. These statements are often, but not always, made through the use of words or phrases such as “believe,” “anticipate,” “could,” “may,” “would,” “should,” “intend,” “plan,” “potential,”
“predict,” “will,” “expect,” “estimate,” “project,” “positioned,” “strategy,” “outlook” and similar expressions. The absence of these words does not necessarily mean that a statement is not
forward-looking. All such forward-looking statements involve estimates and assumptions that are subject to risks, uncertainties and other factors that could cause actual future financial
condition, performance and results to differ materially from the plans, goals, forecasts, projections, budgets, expectations and results, whether expressed or implied, in the forward-looking
statements and other financial and/or statistical data within this communication. Such forward-looking statements are based on numerous assumptions regarding BAT’s present and future
business strategies and the environment in which it will operate in the future. Circumstances may change and the contents of this presentation may become outdated as a result. Among the
key factors that could cause actual results to differ materially from those projected in the forward-looking statements are uncertainties related to the following: the failure to realize
contemplated synergies and other benefits from mergers and acquisitions, including the recent merger of Reynolds American Inc. (“Reynolds”) and BAT; the effect of mergers, acquisitions and
divestitures, including the merger of Reynolds and BAT, on BAT’s operating results and businesses generally; the ability to maintain credit ratings; changes in the tobacco industry and stock
market trading conditions; changes or differences in domestic or international economic or political conditions; changes in domestic or international tax laws and rates; the impact of adverse
domestic or international legislation and regulation; the ability to develop, produce or market new alternative products and to do so profitably; the ability to effectively implement strategic
initiatives and actions taken to increase sales growth and the market position of BAT’s brands; the ability to attract, convert and retain new or existing consumers; the ability to enhance cash
generation and pay dividends; adverse litigation and dispute outcomes and the effect of such outcomes on BAT’s financial condition; adverse decisions by regulatory bodies and changes in the
market position, businesses, financial condition, results of operations or prospects of BAT.



Important notice (continued)

BRITISH AMERICAN
TOBACCO
Additional information concerning these and other factors can be found in BAT’s and Reynolds’s filings with the U.S. Securities and Exchange Commission (“SEC”), including
Reynolds’s most recent Annual Reports on Form 10-K, Quarterly Reports on Form 10-Q and Current Reports on Form 8-K and BAT’s registration statement on Form F-4, which
was declared effective by the SEC on June 14, 2017, and Current Reports on Form 6-K, which may be obtained free of charge at the SEC’s website, http://www.sec.gov, and
BAT’s Annual Reports, which may be obtained free of charge from BAT’s website www.bat.com. Readers are cautioned not to place undue reliance on these forward-looking
statements that speak only as of the date hereof and BAT undertakes no obligation to update or revise publicly any forward-looking statements or other data or statements
contained within this communication, whether as a result of new information, future events or circumstances otherwise.

No statement in this communication is intended to be a profit forecast or profit estimate and no statement in this communication should be interpreted to mean that earnings
per share of BAT for the current or future financial years would necessarily match or exceed the historical published earnings per share of BAT.


http://www.sec.gov/
http://www.bat.com/

ASPAC

BRITISH AMERICAN

TOBACCO
* 4 billion people, nearly 60% of world population?, growing +0.9% p.a.”
* Growing middle class? +7.8% p.a.
* Consumer disposable income3 growing at +6.9% p.a.
* Improving consumer confidence* at 107 vs. global index of 97
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1) United Nations ESCAP 2) Econemist-3) Euromonitor 4) Nielsen CClI Report Q2 2015 * All growth numbers quoted-are.CAGR 2010 - 2014
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Challenging external environment since 2013

* GDP growth?! slowing down to +5.6% p.a.
(2012 to 2015), yet outperforming global
GDP growth (+3.4%)

* FMCG growth? impacted in 2013 — 2014

- Early signs of recovery in 2015

e Strong FX headwinds since 2012

- USD appreciation of 59% vs. JPY, 32% vs.

AUD and 47% vs. IDR

* DP Industry volume? impacted
(-1.0% p.a.in 2012 to 2014)

Source:

1) IMF

2) Nielsen FMCG Growth Reporter
3) BAT APR
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Regional Highlights: Aspac

e BAT volume outperforming industry trend
- +2.7ppt vs. Industry (H1 2015 vs. SPLY)

e Robust portfolio - GDBs 42% of business

* Strong share growth +0.7ppt in H1, outperforming all
competitors

e Growth across strategic segments
* Emerging markets positioned for sustainable growth
e Operating margin improved to 41%*

e Accelerated Growth of ASPAC Talent

* At current rates

BRITISH AMERICAN
TOBACCO
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Emerging markets focus
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BAT GDB Volume

Market Share %
(2015 Hi vs. 2010) 2015 H1

2010 2014 H114 H115

BAT NTO

BAT Premium Share Growth
(2015 H1 vs. 2010)

H115

2010 2014 H114 H115
Source: BAT Shipment, Company-data, Financials at constant rates & Nielsen Retail Audit
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Regional Performance: Aspac

Volume
avg growth p.a

Financial

avg growth p.a
at constant rates

Share

cumulative growth

*HY 2015 vs FY 2014
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-1.0%

2.4%

3.3%
4.3%

0.2pp

0.5pp

1.2pp

BRITISH AMERICAN
TOBACCO

2012 - 2014 HY 2015 vs HY 2014

‘J -3.4%
-0.7%
-2.8%

-2.6%

-0.5pp

0.7pp*

0.9pp*



Regional GDBs: Aspac

I<ENT DUNHILL PALLMALL / 244 “Rothmans

y LONDON LIMITED

Winning in key / Stronger equity;
segments; SK Share +1.6pp
Share +0.6pp ID Share +1.1pp

_ GDBs driving premium share growth (+1.8pp)

Source: BAT Shipment & Nielsen Retail Audit, H1 2015 vs:H1 2014

¥ Biggest brand;
Share +2.6pp

[S< 4 Gaining fair share;
Share+11.1pp
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4= AUSTRALIA

BRITISH AMERICAN
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Total tobacco market growing Illicit at an all-time high

* 2014 Est at 14.5%

17.3 17.5
e +25% growth since 2012
2012 2014
Total tobacco volume: Million kg ‘Illicit tobacco in Australia’, KPMG 2015

Australian Government’s plain packaging objectives
* Reduce youth smoking rates 0

* Reduce overall smoking rates 0

* Increase the effectiveness of health warnings 0

Australian Government’s release of PP PIR is delayed. Expected to be released within next 2 months

Source: The Australian National Drug Strategy Household Survey (NDSHS) — Australian Institute of Health and Welfare (AIHW)

‘The possible effect of plain packaging on smoking prevalence in Australia: a trend analysis’ — Kaul and Wolf, 201

Historical trends in Australian tobacco consumption: A case study — EY, 2014 / Roy Morgan Research

‘Evaluation of the health warnings and explanatory messages on tobacco product packaging 2008’ — Department of Health and Aged.Care, Oct ‘09
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DP Industry volume stabilising Low segment growth stagnating

M Low Price 4 VFM & above
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2010 2011 2012 2013 2014 H12015
Shipment Volume: Bn sticks 2010 2011 2012 2013 H114 H214 Q115 Q215
Winfield share stabilising Rothmans gaining fair share
12.6
22.8
H1 stable at 17.1%
2010 2011 2012 2013 H114H214 J15 F M A M ) Q114 Q214 Q3 14 Q4 14 Q115 Q215

* BAT maintained value share leadership at 42.2%
* +12.5% Excise increase in September 2015

Source: Industry Exchange/ Aztec //Niéiégl':Retail Audit
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INDONESIA

Dunhill building solid foundation for Growth S

Strong consumer connect

L
Filter ASU30 Index 146

Source: BAT Internal data/ Nielsen-RetailAudit

8th biggest brand =market share (%)

AMild GGSurya Djarum Marlboro U Mild DSS Kretek GG Intern. Dunhill  Clas Mild A Hijau

Super
Dunhill — Established critical mass
=== \Volume SOM (%) 4.2
— o I
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Bentoel vol‘e transition

2010 2012 2015

Source: Bentoel volume, 3MMA in MN sticks
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. Fastest growing company in Japan Winning share in key segments

12.7% Low Tar +1.3pp
. HIES Slimmer +1.7pp
12)'36 Fresh +1.2pp

. BAT share Stronger equity post re-launch

Image ?s’.;‘:é'és m.;;;co
13.0 Premium 100 121 *
{ ‘ Trendy / Cool 100 117 %
Q2’15 share atzii:.l4% (+1.7ppt vs. Dec 14) Yy fiovative 100 10

* Superior to competition

Source: TIOJ (H1 15 Share vs. FY-2010)/ Nielsen Retail Audit/KA Offtake/Track/BLM



c BAT Volume and SOM

57.5%

= Vol SOM

68.5%

38.6% I
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PAKISTAN & BANGLADESH

BRITISH AMERICAN
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BAT Volume and SOM
\
= \/o| SOM 47.2%

Driving value growth, pricing! +16%, profit! +46%

26
2010 2011 2012 2013 2014 H1 15 2010 2011 2012 2013 2014 H1152
e Pall Mall driving GDB growth, 45% of BAT portfolio, 3x vs. 2010 e ASU30 share growth +2.5pp (1H 15 vs. SPLY)

* Maintaining premium leadership at 98%

Source: BAT Shipment / Nielsen-Retail Audit/Track, Financials at constant rate

1) CAGR 2012 —-2014; 2) YTD April 2015



Regional Summary: Asia Pacific

BRITISH AMERICAN
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Continued strong underlying performance despite external challenges

* YOY volume outperforming industry by 3.4ppt?!

Strong GDB growth! — volume +9.5%, share +1.2ppt Understand consumer

moments

* Share growth? in 10 out of 11 key markets
* Growing in ASU30, premium, menthol and slimmer segments?

* Growing Operating Margin to 41%*

Act like owners

e Continued investment in brands and capabilities to build the
foundation for long term growth

A new deal with consumers
and society

Delivering the group strategy

1) 2012to 2014; 2) H12015vs. FY 2014; * at current rates
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