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Disclaimer

Certain statements in this presentation

constitute or may constitute forward-looking

statements. Any statement in this

presentation that is not a statement of

historical fact including, without limitation,

those regarding the Company’s future

expectations, operations, financial

performance, financial condition and

business is or may be a forward-looking

statement. Such forward-looking statements

are subject to risks and uncertainties that

may cause actual results to differ materially

from those projected or implied in any

forward-looking statement. These risks and

uncertainties include, among other factors,

changing economic, financial, business or

other market conditions. These and other

factors could adversely affect the outcome

and financial effects of the plans and events

described in this presentation. As a result,

you are cautioned not to place any reliance

on such forward-looking statements. The

forward-looking statements reflect knowledge

and information available at the date of this

presentation and the Company undertakes

no obligation to update its view of such risks

and uncertainties or to update the forward-

looking statements contained herein. Nothing

in this presentation should be construed as a

profit forecast or profit estimate and no

statement in this presentation should be

interpreted to mean that the future earnings

per share of the Company for current or

future financial years will necessarily match

or exceed the historical or published earnings

per share of the Company.

This presentation has been prepared for,

and only for the members of the Company,

as a body, and no other persons. The

Company, its directors, employees, agents

or advisers do not accept or assume

responsibility to any other person to whom

this presentation is shown or into whose

hands it may come and any such

responsibility or liability is expressly

disclaimed.

CAGNY | 20 February 2020
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Introduction & 

Strategy for Growth

CAGNY | 20 February 2020

Dominic Brisby

Joint Interim CEO
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Creating Something Better for the World’s Smokers

CAGNY | 20 February 2020

Resilient tobacco growth and attractive NGP opportunity

Adapting to consumer behaviour change

USA remains an attractive market; 

Imperial well placed for growth

Imperial Brands investment proposition

Clear strategy for growth in nicotine: 

tobacco and NGP 

Dominic Brisby

Joint Interim Chief 

Executive Officer

Neil Southey 

Global Brands

Director

Dominic Brisby

Joint Interim Chief 

Executive Officer
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Our Strategy
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Creating Something Better for the World’s Smokers

Next 
Generation 

Products

Tobacco 
Maximisation

BELIEVE BUY

BUY
AGAINBELONG

Right Markets Right Brands
Quality
Growth

Strong
Cash
Flow

Shareholder
Returns

Reinvest
High

Margins

Creating value for stakeholders

Market Repeatable Model

blu Adoption Model 
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Our Sustainability Strategy 

• maintaining sustainable agricultural 

practices to ensure a consistent, quality 

supply of tobacco

• developing alternative products that are 

potentially less harmful to health

• behaving responsibly at all times and 

providing a safe and rewarding work 

environment for our employees

CAGNY | 20 February 2020
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Multi-category nicotine usage increasing

56%

23%

10%

11%

Nicotine Consumption is Evolving

CAGNY | 20 February 2020

Environment shaping developments

Source: 2018: Global Cross Category Survey (USA, UK, Germany, France, Italy, Japan, Russia).

56%

Government

Consumer 

choices 

Industry

Regulation

Affordability

MediaInnovation

Lifestyle

Two 
categories

Three 
categories

Four 
categories

Single Category 

Consumers

Multi-category 

Consumers

44%
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Brand Building

Leveraging our Capabilities Across Categories

CAGNY | 20 February 2020

Consumption evolving; addressing category opportunities

• Right brands, right markets

• Addressing demand shifts

• Focus: simple & effective closed systems

• Biggest opportunity in our footprint

Combustible 

Tobacco

Vapour

• Opportunities in specific geographies

• Created optionality
Heated Tobacco

• New formats; all white & tobacco free

• Expanding into new markets
Oral Nicotine

• Evolving consumer/regulatory attitudes

• Investments in Canadian cannabis

Other Growth 

Adjacencies

Science & Regulation

Technology & Innovation

Consumer Insights

Route to Market

Low-cost Manufacturing
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Focused Product Portfolio Across the Nicotine Categories

CAGNY | 20 February 2020

Providing smokers with potentially reduced risk options

Tobacco FreeNon-Combustible TobaccoCombustible Tobacco

Level of Toxicants

Cigarettes 

Heated 

Tobacco

Products

Snus Vapour Products
Oral Nicotine 

Delivery
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Tobacco Strategic Focus: Informed Choices

CAGNY | 20 February 2020

Assets and capabilities aligned to growth opportunities 

Codified 

Route to 

Market Model

Simple 

Operating 

Model

Investment 

Focus on Asset 

Brands in 

Priority 

Markets

Execution 

Focus by a 

Lean and Agile 

Organisation

Clear Capital 

Allocation 

Priorities:

Brands/Markets

Lean Ways of 

Working
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Key Imperial markets

No or immaterial presence

Right Markets: Affordability Supports Pricing
Focus on the tobacco profit pools with best pricing outlook
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Priority Imperial markets
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Imperial Brands PLC

CAGNY | 20 February 2020

Recent Trading Update – 5 February

Lowered vapour expectations: slower demand and US flavour ban 

Cost programme to partly mitigate short-term impacts

NGP remains an attractive medium-term growth opportunity

Tobacco remains in line with expectations; weighted to H2

Regulation critical for creating a stable, orderly, investable market
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2020: Focus on Delivering Against Strategy

• Tobacco strategy is delivering 

– Investment prioritised on Asset Brands and priority markets

– Tobacco economics remain attractive

• NGP provides growth opportunity for Imperial

– But NGP investment right-sized to reflect current challenges

– Refining our investment model

• Meeting changing consumer needs

Tobacco delivering

CAGNY | 20 February 2020
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Neil Southey

Global Brands Director 

Picture?

Adapting to consumer 

behaviour change
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FORMATS

Consumer Behaviours are Changing

1999 CONSUMER 2019 CONSUMER

Data Source: Global Category Survey (USA, UK, Germany, France, Italy, Japan, Russia), used in last weekCAGNY | 20 February 2020

AVERAGE DAILY 

CONSUMPTION 20 sticks
Soloist:

14 sticks

Dualist:

12 sticks +

CATEGORIES 

CONSUMED

INTERACTION 

WITH NGP

56% soloists92% soloists

Tobacco only 25% of smokers also use NGP
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A New Global Consumer Segmentation

Data Source: Internal Data and Kantar study

Enhancing our Knowledge

Life 

Attitudes

Category 

Attitudes

Category 

Behaviour

+

Consumer 

Groups
+

CAGNY | 20 February 2020

7
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Our Multi Category Brand Portfolio

With our Multi Category Brands and consistent KPIs

Strong multi category brands

EVU multi-category metric 

1.5 times 1.9 times 3.2 times 3.6 times3.4 times 3.6 times

76542 31

Traditional, loyal Progressive, polygamous

Data Source: Internal Data and Kantar study

Targeting Different Category Attitudes and Behaviours 

CAGNY | 20 February 2020

1 time
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Tobacco Demand Shift Growth

+101 bps

+93 bps

+71 bps

FY16 FY17 FY18 FY19

Demand Shift Categories Demand Shift Growth 

Progressive

Traditional

Demand Shift Growth in Tobacco Demand Shift Categories 

Data Source: Internal Data

7 6 5 4

23 1

CAGNY | 20 February 2020
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A Consumer-led Brand focus

CAGNY | 20 February 2020

Quality growth from traditional demand shiftsQuality growth from progressive demand shifts

KEY 

DEMAND 

SHIFTS

+24bps

KEY 

DEMAND 

SHIFTS

Total Market Share Stable 

Data Source: Internal Data MAT to Jan 20 

+12bps
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Applying Consumer Learnings to NGP

CAGNY | 20 February 2020

FOCUS on relevant NGP brands TARGET relevant consumer groups 

Growth Opportunities 

LOW HIGH

Attitudes and Behaviours 

1x 1.5x 1.9x 3.2x 3.4x 3.6x 3.6x 
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Regular Consumers

Strengthening blu

CAGNY | 20 February 2020

6.6m

FROM TO

165k

12.2m

574k

40% 64%
Availability

2018 2019

Organic Traffic 

Availability
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Market Tests for new NGP 

CAGNY | 20 February 2020

Heated Tobacco

Modern Oral Nicotine

LEARNINGS BUILDING AVAILABILITY
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Adapting to Consumer Behaviour Change

• Some consumers are extending their repertoire 

• Strong multi-category portfolio in place

• Tobacco remains resilient and stable

• Strengthening NGP Portfolio

• Strong foundations for the future 

CAGNY | 20 February 2020
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Dominic Brisby

Joint Interim CEO

USA: Growing Share, 

Revenue & Profit
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USA: Total Market Cigarette Volumes
2019 volume impacted by pricing & NGP development

-0.4%

-0.7%

-1.0%

-4.7%

2018

-1.3%

-0.2%

-1.5%

-5.6%

2019

-0.2%

+0.1%

-1.2%

-4.0%

2017

-2.6% Historic decline in smoking prevalence 

Evolving regulation will shape future impact

Macroeconomic factors e.g. economic growth, 

political climate

Pricing & tax impact between 1% to 1.5%

Increased size decline driven by growth of Next 

Generation Products (vape, oral)
Market Size

Secular

NGPs

Macro

Price/SET*

Drivers

* State Excise TaxesCAGNY | 20 February 2020

USA Industry
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Total Tobacco Market Resilient & Growing
Affordability continues to supports growing revenue

0

100

200

300

0.0

10.0

20.0

30.0

40.0

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Volume Net Revenue

Price/mix 4.4%

7.1%

Net Rev $Bn Volume Bn 

Industry revenue +25% over past 10yrs

Volume -2.0%

-4.4%

2010-2016 2016-2019

Net Rev +2.4% +2.7%

Price more than offsets volume

Source: Company  DataCAGNY | 20 February 2020



27 |

Strong Position in Growing Segments

CAGNY | 20 February 2020

Investment in focus brands and segments

-0.0%

+2.4%

-2.8%

+0.5%

Industry Price Segments 

% of Total 2019 v 2015 *

Imperial Brand 

Positioning

Traditional 

Premium

Premium 

Value

Traditional 

Discount

Deep

Discount

* Shows segment % of total cigarette market – movement v 2019 versus 2015 
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Managing Portfolio in Key Segments

CAGNY | 20 February 2020

Investing behind core brands 

12.5%

12.4%

11.4%

2019

2017

2015

Winston share of Premium Value 

Kool share of Premium Value 

10.9%

10.0%

9.9%

2019

2017

2015

Source: MSAi, August MAT
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Managing Portfolio in Key Segments

CAGNY | 20 February 2020

Growing segment share in discount segments

Sonoma share of Deep Discount

Maverick share of Traditional Discount

7.1%

4.9%

2019

2017

Sonoma price repositioned from discount   

to deep discount segment in 2017

11.9%

10.5%

10.9%

2019

2017

2015

Source: MSAi, August MAT
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Simplification of Cigarette Portfolio

CAGNY | 20 February 2020

Enhances focus behind core brands

28% 21%

100 156

FY16 FY19

Tail brand % of     

total volumes

Profitability index

More efficient management of tail brands supports re-investment in core 
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65%

5%

35% 95%

Market Imperial

Natural wrapper

Homogenised wrapper

5%

22%

Homogenised Natural

Cigars Mix Segment Growth*

Mass Market Cigars: Growing Share of Natural Segment

CAGNY | 20 February 2020

Backwoods growing from strength to strength

* Revenue growth 2019 v 2015

Backwoods share of Total MMC 

7.3%

5.1%

3.5%

2019

2017

2015
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EVP: Sector Growth Stalled

CAGNY | 20 February 2020

Regulatory clarity to provide stability & growth 
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Source: IRI data

• Category growth 

impacted by volatile 

regulatory environment

• Flavour ban & minimum 

age ‘21’ now in force

• Investment reprioritised; 

greater focus on Online 

• Regulatory engagement 

to encourage higher 

product and marketing 

standards

Units (m)

EVP Category
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FY16 FY17 FY18 FY19

Market Share

CAGNY | 20 February 2020

Portfolio strategy supports growth in cigarettes & MMC

-40bps

+132bps

+48bps

Cigarette Market Share % MMC Market Share %

-30bps -30bps

-6bps

+10bps

48 48

FY16 FY17 FY18 FY19

- 40bps

+132bps

+48bps +48bps

Source: MSAi, August MAT for FMC and September MAT for MMC
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$3.0bn net revenue a year

$1.3bn operating profit a year

30% of total Group revenue & profit

+6% profit CAGR since 2016

USA Delivering Strong Returns

CAGNY | 20 February 2020

Well positioned to drive continued growth and returns

$1.5bn 2007 Commonwealth Brands

$7.1bn 2015 USA assets acquisition

$8.6bn direct USA acquisition

USA acquisition investment

USA financial delivery

Robust USA performance, growing:

• Cigarette and MMC share

• Revenue

• Profit and cash

Cigarette portfolio positioned to meet 

demand

MMC underpinned by Backwoods



35 |

Investor proposition

CAGNY | 20 February 2020

Creating Something Better for the World’s Smokers

Capital discipline & cash generationResponsible behaviour

NGP additive opportunityQuality growth from tobacco

Sustainable shareholder returns

Driving cost efficiencies

Simple 

Operating 

Model

Strong governance 

& sustainability 

agenda

Undemanding 

valuation and 

progressive 

dividend growth

Rigorous capital 

allocation & 

strong cash 

generation


