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Important notice

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.
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Important notice (continued)

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

Despite the challenging trading environment, the Tobacco industry
continues to be resilient

Challenging Trading Environment

Resilient Industry NTO growth

Big 4 NTO Growth ,
YoY Growth in %
@ constant rates
6.3%
6.0%
0,
| - >-6% 5.4%
- | 7%
SMOKING BANS PRICE INCREASES DISPLAY BAN
EVOLVING CODES OF CON§G]VIPTI
2.9%
2.0%
2011 2012 2013 2014 2015 2016

Source: BAT Internal Estimates
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BAT continues to outperform the Industry: 2014-2016

BAT vs Industry Volume Big-4 Market Share Evolution BAT Net Turnover Growth

2014-16 CAGR 2014-16 2014-2016 CAGR

5 -

5.@ 7%

-0.2%
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2014

Source: BAT Internal Estimates Nielsen RMS data T40 markets exclude USA, China and India Company data
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An outstanding story of Portfolio Transformation...

GDBs now over 50% of BAT volume GDBs driving BAT Performance

2010-16 CAGR VOLUME
6.1%

Aicleies > +60bps
DUMILL -2.2% +100bps
T BAT Internal Estimates +120bps
GDBs % =@—Corporate Share +90bps
y =@-—GDB Share
54%
200 +40bps
32% *etops +50b +30bps
ps
—— ® +40bps
+20bps +10bps
_ +40bps +10bps .
2010 2017 H1 2010 2011 2012 2013 2014 2015 2016 2017 YTD
Source: Company data Nielsen RMS data T40 markets exclude USA, China and India

e

BRITISH AMERICAN
TOBACCO




...and strong momentum across Key Growth Segments

GDBs growing in high Growth Segments

GDBs growing ASU30 share

GDBs T40 ASU30 Share YTD 2017 vs. SPLY

14.4%

V NP Acimed (X Finl® Cut
10.3% +4@ 1. A ) / 3, +1.0pp

2011 2012 2013 2014 2015 2016

Source: Consumer Track Nielsen RMS data T40 markets exclude USA, China and India
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Product Innovation: A major driver for GDB growth

37% of BAT volume on Innovations

NOVEL FLAVOURS CAPSULE DOUBLE CAPSULE TUBE + CAPSULE ONYX _
) —_ MIX PACK Innovation as % of
o | T L =L 0 P o & total GDBs volume
Fﬂlmll" / @ e r 5 . @ @ ;.
. w N - e = [ O &
=  DUNHILL v e
©  Jomaces P!,J..":!'%'s it " ke E uckies 1 59%
= |
< i $S CAPSULE - : | |
3 0 chieS SS CAPSULE ) .
= vf e KDL W W = y
o =NT o -y
- <
[FN ]
] - =
116 Markets 04 SKU's 14 Flavours L"”"i:‘:ﬂis L2 31%
(1]
= s BROWNING = TUBES .
ec DUNHILL Q _ : :f .
e s 0% inclusion over2015 o =NT Pé.lnl-‘lzl‘l;la W
8 ; Plan to move to 20% E oy -
. 3 wors THE HOMENT
9 3 L e mumu")
: 3 |
— O 48 Markets 450 SKU's Al Farmcs 2011 2017YTD

Source: Company data

BRITISH AMERICAN
TOBACCO




A differentiated & winning Next Generation Products strategy

Vapour: BAT, a market leader THP: Glo > Expectations

BAT Market Share

> Vype : 11 markets globally

> BAT Market leader in UK, US & Poland

> Japan: 1.1mn Glo Devices

1.8%
Wk-2
National

> Korea: 31k Glo Devices

BAT Volume Growth
H1’17 vs. SPLY

9.3% 10.4%
. 0

<

Source: Company data * CVS-B share in Tokyo, Osaka & Miyagi ** Share in Handlers

1.4% SENDAI

Dec-16 Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 W42 W44
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Deep Consumer understanding at the heart of our Strategy

One view of the Consumer Across Multiple Platforms

Switching
Nicotine )
: Repertoire L =
WORLD'S BEST Beliefs 1 &
AT SATISFYING
CONSUMER
MOMENTS IN
AND BEYOND | Usaae
| | Moments g
' Barriers
Consumption
Drivers
ACROSS T40 MARKETS
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The Consumer reality

Balance between PLEASURE & RISK

PLEASURE
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Consumers seeking lower risk alternatives

Risk Continuum Model

Snus

Position
Position confirmed Position confirmed
through to be through
epidemiology? confirmed* epidemiology?

Low

High ‘

//

*Clinical data suggests reduced exposure®

. **UK pubic health suggests reduced risk®
a. Doll & Hill (1954) BMJ 1954: 1451-1455

b. Fearon et al 2017 Poster 113 GFN Conference http://bit.ly/2xRPVvD
c. Lee (2013) Harm Reduct J 10: 36, doi: 10.1186/1477-7517-10-36
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Accelerating Fragmentation... and a Growing Consumer Pool

Total Consumer Pool (T-40 Markets*)

356 360
NGP
e -
DNP FMC
2010 2011 2012 2013 2014 2015 2016

Source: BAT Internal Estimates, Mn consumers *T40 markets exclude USA, China and India
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Pace of Fragmentation varies by Market Typology

Developing Markets Developed Markets

T

2011 2012 2013 2014 2015 2016 2011 2012 2013 2014 2015 2016

B nGe B FC DNP FMC [l op FmC

Source: BAT Internal Estimates *T40 markets excludes USA, China and India
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Fragmentation: Driving growth across most CPG Categories

Fragmentation in other Categories

Latte !(i)
Americano ’i
Chai Latte :fi
|
Frappuccino ﬁ
Cappuccino :
Espresso L

-
Porter &
Stout i
i
Cider é}
-

Ale F

Weiss B
RTD 5
Pilsner -
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Balance between Pleasure & Risk: Multiple dimensions

Balance between PLEASURE & RISK

© Performance Affordability ()

© Self-Balance Social Consideration ()

(© Connectedness Risk Perception ()

(O Exploration

ﬁ%ﬁ?&%% BRITISH AMERICAN
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Combustibles, THP and Vapour address different combination of needs

COMBUSTIBLES
PERFORMANCE
SELF BALANCE ~ AFFORDABLE
| SOCIAL
CONNECTEDNESS N | " CONSIDERATION
EXPLORATION POTENTIAL FOR

REDUCED RISK

() COMBUSTIBLES

Source: BAT Internal Consumer Studies

These qualities do not necessarily mean this product produces less adverse health effects than tobacco products ToBAcco 1z



Combustibles, THP and Vapour address different combination of needs

THP VAPOUR

PERFORMANCE PERFORMANCE

o
2~
~ >

SELF BALANCEE// \\\AFFORDABLE SELF BALANCE _ . AFFORDABLE

\ SOCIAL ‘ SOCIAL
CONNECTEDNESS \  \ "~ CONSIDERATION CONNECTEDNESS 4 / CONSIDERATION
"\ /
AN / /
\\ / 4/
\ OTENTIAL FOR OTENTIAL FOR
EXPLORATION REDUCED RISK EXPLORATION REDUCED RISK
) COMBUSTIBLES ® THP © VAPOUR

Source: BAT Internal Consumer Studies
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Multi-Platform Future: BIG & DISTINCT Potential

Estimated 2020 CPTO

£15bn
THP

19m+
consumers

£300bn £15bn

Cigarettes Vapour

80m+
consumers

90% of
Industry Value

Source: BAT Internal Estimates (T40 markets + USA)
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GDBs delivering long-term sustainable growth

BENCHMARK OF THE LEADING THE PLEASURE THE MOST
CONTEMPORARY PROGRESSIVE ity -1 POPULA ASPIRATIONAL VFM
PREMIUM STATUS BRAND ICON TEBACHOTERANE BRAND
s
e MoweNT | | i N
DUNHILL DALLMALL - = Seolhmans
TE PR | PRCl)_EEAF\QIEISNSIC\;/IEBF(Q:AC\)NNDSlI.JI\II\/IER THE BIGGEST BAT BRAND FASTEST GROWING
e R ol SEGMENTS OF NFF, F&S S ke IN TERMS OF MARKET BRAND GLOBALLY FOR
’ VOLUME IN 5 CONSECUTIVE
SRS GLOBALLY & PIONEER IN SHARE AND NTO THE LAST 4 YEARS

YEAR OF GROWTH

LAST 6 YEARS.

NGP

Source: Consumer Track, Smoker share in Emerging markets T40 Nielsen Segment Share Indexed to market sha ompany data T40 Nielsen Market Share and Company data Growth in term-sl of volume and Nielsen share (2013



THE BENCHMARK OF CONTEMPORARY STATUS

The Most Globally Recognised Premium Tobacco Brand

NEW STANDARDS IN PREMIUM

Continued investment in modern

\h

STANMENS
LONDOW 9

packaging and product differentiation

TASTE DISCOVERY
Accentuating taste in tobacco and

beyond - extending capsule potential

REFINEMENT
New progressive innovations in formats

& taste refinement without compromise

LONDON SWE

:DUNHuLI

oooooooooooooooooo
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THE BENCHMARK OF CONTEMPORARY STATUS

The Most Globally Recognised Premium Tobacco Brand

Volumes: 56.8 bn (FY2016), Share: 2.4% (2017 YTD)

PLAYING STRONG IN ROMANIA I

Sustained growth in Romania- the largest
super premium Brand in the market (record

share of 6.8% in 2017 YTD)

INDONESIA’s #1

In Indonesia, Dunhill remains the largest
international Kretek brand in the market

with a 4.7% share in 2017 YTD

N

GLOBAL TUBE ROLL OUT

Dunhill Flow Filter has now been
deployed on over 23% of our global
volume, uplifting image & improving

modernity ratings across markets

m
S
Seh

DUNHILL

Source: Nielsen RMS data (Jul17), Company data

cccccccccccccccccc
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I\

10 CREATE A BETTER WAY

@]

AMBITION

To be the world’s most
progressive brand in
tobacco enjoyment

CEN

T EXISTS TO

_)‘ ki

INSIGHT

Change is disturbing when it
is done TO us, exhilarating
when done BY us

©

PRODUCT IDEAL

Pioneering better ways to
experience tobacco and
beyond

CONSUMER
BENEFIT

“| feel liberated and enjoy
the inspiration of exploring
the leading edge for
myself.”

IDEA

A new optimism

=Q’:\bs

NGAGEMENT
PLATFORM

J
Pioneering minds creating the

future of tobacco enjoyment.
Join us in the inspired search
for a better way

23



BUILDING THE WORLD’S

MOST PROGRESSIVE

IN TOBACCO ENJOYME

+10% 2.5

22%

VOLUME GROWTH HIGHEST SHARE EVER
JULY’17 SOM i.
I

SUCCESSFUL FREE TO GROWTH IN SLIMMER PROMISSING RESULTS IN SHAPPING PROGRESSIV FASTEST GROWINGEMC BRAND & BUI
KENT MIGRATION GENERATION STRATEGIC SEGMENTS CONSIDERATION ' NEW GENERATION EXPERIENCES

6 § 1.8% & 67% @06 O42% 8.3%

bn sticks : - : ) )
Jul’l7 SOM Jul’l7 SOM Jul’17 SOM Jul’l7 SOM Jul’l7 SOM

(Franchise retention + SOB attraction) (KENT Demi 90mm —in 9 months) (KENT SOM +3.1 pp vs Jul’'16) (KENT DS Switch - 4 months) (KENT SS 100’s) (KENT THP SENDALI)

KENT'S STRATEGY TO ACCELERATE GROWTH AND SHAPE PROGRESSIVE CONSIDERATION IS WORKING

Source: Nielsen RMS data (Jul17), Modern Trade, Company data 24



LUCKIES: THE NEW GENERATION IDENTITY

CONSTANT GROWTH IN GLOBAL SOM (YTD +0.2¢er)
VOLUME UP +12.5% IN H1’17 DRIVEN BY BLACK SERIES (+4.5% VS SPLY) AND INDONESIA

Chile 4. Spain
registered staggering 19.5% record share @ Fastest growing brand in Spain driven by Black
inJune ‘17 Series reaching record share of 1.95% in June’17

(+0.83pp vs June 16) (+0.61pp vs June’16)

Germany
Biggest Market in WER and reaching record high
" _share inlune

(+0.6pp vs June’16)

Indonesia
/ Successful Geo-expansion

Colombia " (8bn Sticks in 2017; 1.64pp YTD SOM)

v SOM reached a record

9.4% in June’l7
(+2.30pp vs June ‘16)

Source: Nielsen RMS data



BRAND CODE TO FURTHER FUEL FAST GROWTH ACROSS KEY MARKETS

+1.4 SOM YTD’17 VS. ‘16

@  FASTEST GROWING BRAND IN BWAP ﬁ . FASTEST GROWING BRAND IN SERBIA

L RECORD SOM GROWTH

GERMANY

+0.6 SOM VS. SPLY (JUN'17)

STIMULATION & INNOVATIONS

I DRIVING GROWTH THROUGH
< +2.1% SOM VS. SPLY (JAN'17)

Z

<

S

O

nd

Source: Nielsen RMS data

EXTRA CUT PREMIUMNESS &
INNOVATION DRIVING +1.1 SOM YTD’'17 VS. '16

<
m
x
%)
FROM TO
A 100 Bn st A
GLOBAL

8% SOM IN KEY KSA CITIES IN 1YR

MAXIMIZING EXCISE OPPORTUNITY
BECOMING BIGGEST BRAND IN ARAB LOW

e FASTEST GROWING BRAND IN MEXICO
O
&
x
L
p=

ARUBA SUNRISE (MANGO/BERRY) AT
0.93% SOM WITHIN 3 WEEKS OF LAUNCH

26
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Creative ldea:

“Made Of” SIGNATURE

TASTE

Engagement Platform




| /ROTHMANS: BENCHMARK OF ACCESSIBLE STATUS

Fastest growing brand in the category for the 3@ consecutive year!
+38% volume, +0.6pp volume share growth, and + 0.7pp value share growth

THE # 1 DEMI SLIMS OFFER IN RUSSIA, UKRAINE AND
KAZAKHSTAN

-
- SOM 8.2% IN (Jun’17 YTD)
Russia

® som11.3% (Jun’17 YTD)
Ukraine

® sOM 9.4% (Jun’17 YTD))
Kazakhstan

€ TURKEY - Most successful brand in past 10 years
@3.9% SOM (Jun’17 YTD)

WINNING MIX OF:

* PREMIUM PACKAGING
» BEST PRODUCT
* TUBE FILTER

Source: Nielsen RMS data

“™ RUSSIA - No.1 Capsules SKU in the market
Demi Core, 4.1% Share (Jun’17 YTD)

Demi Capsules, 2.9% Share (Jun’17 YTD)

#& AUSTRALIA — RECORD MARKET SHARE
@16.6 % (Jun’17 YTD)
THE HIGHEST ROTHMANS SHARE GLOBALLY

SUCCESSFUL RE-LAUNCH IN
A HIGHLY REGULATED

MARKET ENVIRONMENT

WITH PLAIN PACKAGING

28



NGP Consumer Engagement

A very different marketing “job-to-be-done”

ACUSTON el SNEEEE _

Con’terce

& Service

Preferred

e
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NGP Social Selling approach

A route to consumer model to drive NGP consumer conversion and loyalty at scale

CONVERSION i LOYALTY
BUILD BAT NGP
SMOKERS SEEKING HYPERCARE BAT NGP USER ALWAYS-ON CONSUMER’S
PROGRAMME ENGAGEMENT
B TTVES LONG-TERM VALUE
BRAND AMBASSADORS DE AUTOMATED HYPERCARE
PROGRAMME DIGI1T OUTBOUND COMMUNICATIONS LOYALTY PROGRAMME
eCOMMERCE
SERVICE , ,
ﬂ OWNED RETAIL HYPERCARE CONNECTED’ DEVICES

RETAIL BRANDED FLAGSHIO

e
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>1,000

Stores or kiosks
in Poland,
UK and Ireland

with e-commerce

Govvype, Ten Motives
& VIP

new and repeat
purchase consumers

>10mn 34 s

A 8| (TN

AP =

.......
--------

312 markets

Establish retail
until 2020

Al |- ke

>3,000

Stores or kiosks
until 2020
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We are in a strong position to continue to Grow

. N . Excell in Activati
Strengthening Our GDBs Investing in NGPs xc(::%nir:‘cne‘érrl E,f;;";::ﬁ:ni"d

ENJOY B
THE MOMENT /4

PALLMALL

TOBACCO OF LONDON LTD

e
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