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Total Volume
GFB Volume

Net Sales

EBITDA Margin

08 vs 07 Growth

41%

5 10 15 20 25 30 35 40 45
(%, ppt)

‘ w Reported = Like for Like ‘

%

Notes:

(1) Like-for-like = 2007 includes Gallaher pro-forma
(2) Net Sales and EBITDA margin excludes Distribution business
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Net Sales Roadmap: 07 to 08
($MM)
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2007 Vol Price/Mix FX 2008
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Notes: (1) 2007 like-for-like includes Gallaher pro-forma

(2) Net Sales excludes Distribution business
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EBITDA

Volume

Vs. 2007

Vs. 2007 Vs. 2007 Vs. 2007
+4 ppt

0 ppt 0 ppt -4 ppt

Mature
61%

» BRFEHED30%(IMATIS . FIRD39%BFHEHIGZE, BNIHEIER
- FEWBE. BHNICRABLESUADEROIN, REIMICIEER S EOBAIEERT

Notes: (1) Emerging / Mature based on World Bank classification (GNI per capita > US$ 11456 = mature)
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GFB Portfolio: 54%06 of 2008 Total Volumes % of Total  YOY

Vol. % gwth.
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Notes: (1) Year on year growth based on like-for-like comparison
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($MM) EBITDA and EBITDA margin Growth
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Notes: (1) 2007 like-for-like includes Gallaher pro-forma 8

(2) EBITDA includes Distribution business
(3) EBITDA margin excludes Distribution business
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(EBEWREA—X)

(BAL:ER)

2007 2008 HT4ELL ISR
ERFTHE 4,302 4,523 221 5.1%
| GFBERE %= 2,166 2,455 289 13.3%
(BEAL:BARIL)
Tt Gl = 9,076 10,652 1,576 17.4%
EBITDA 2,830 3,452 622 22.0%

» FEABGFBIRGEMEMRRLELIFICINTHRIRT ESIF17.4%/BEK
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Notes: (1) Like-for-like = 2007 includes Gallaher pro-forma
(2) Net Sales excludes Distribution business
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Key Currency Forex Rate vs. USD
RA Local 08 Average |Feb. 6, 2009 08709
ELFEZaRrE US$ RUB 24.84 36.37 -32%
MHEBIRE Euro/Local GBP 0.53 0.68 -22%
ZD#HIARE Local EUR 0.68 0.78 -13%

NDBEEDEGENKEL
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(BNU) 11 Camel ® Winston M Mild Seven I Salem [/ B&H | Silk Cut m LD 1 Sobranie m Glamour
CAGR
14.4%
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Notes: (1) 2007 like-for-like includes Gallaher pro-forma
(2) Salem excluded from 2007 onward due to reclassification of Global Flagship Brands
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$) Net Sales per '000

24.0

22.0

20.0

18.0

16.0

2004 2005 2006 2007 2008

7
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Notes: (1) 2007 Like-for-like includes Gallaher pro-forma
(2) Net Sales per mille excludes Distribution business
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(BNU) BN GFB Volume Bl Total Volume —€— Net Sales per '000 index Index
(Year 2004 = 100)
250 150
- 140
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50 +
90
0 - 80

2004 2005 2006 2007 2008
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Notes: (1) 2007 Like-for-like includes Gallaher pro-forma 14
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i Prestige

2004

Seagment Share of Market

Premium #iSub-Premium @ Mid-Price/Popular #Value ' Base

2005 2006 2007 2008

10%

JT1 Key Brand Share of Market

—=— Winston —— LD —=—Peter 1 —=— More —e— Camel

8%
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0%

2004 2005 2006 2007 2008

L7 LT AV MIBIVT37.8% L DEEIHG

(1) Market data sourced from Business Analytica in 2004 & AC Nielsen 2005 to 2008
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Year on Year Growth (in Ruble)

—a—Cigarette Prices —s—Inflation —— Disposable Personal Income

2000
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(Year 1999 = 100)
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Index A N N
relativ Ver: igare ri
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s YT b—TAVTMEETVBICEEDL Y 1999F(CEERZEIET—

FEOIMAE(L 318

Notes:

(1) Average cigarette prices sourced from Business Analytica to 2004 and AC Nielsen thereafter
(2) All Other economic data sourced from Global Insight
(3) Disposable Personal Income (DPI) relative to average cigarette prices (ACP) - PDI / ACP and then indexed
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(BNU) = GFB Volume m=m Total Volume —4—Net Sales per '000 index Index
(Year 2004 = 100)
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North and Central Europe: GFBOE iR EL(EL T m
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Notes: (1) 2007 like-for-like includes Gallaher pro-forma
(2) Net Sales per ‘000 excludes Distribution business
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Segment Share of Market JT1 Key Brand Share of Market
(BNU) M Prestige & Premium @ Sub-Premium ' Mid-Price # Value & RYO —o— Mayfair —s—Silk Cut —as—Amber Leaf ——B&H Silver —— Sterling
12%
1906 P 12% 12% =

0%
2004 2005 2006 2007 2008 2004 2005 2006 2007 2008
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» RMBHE - lRFEARE. BIEMHIESNET S RERE, BNk E

Notes: (1) Market data sourced from AC Nielsen 19
(2) Super Value included in Value segment
Il m o A I,

Rest of the World:¥=byho17 L BEE LTS LU

(BNU) mum GFB Volume = Total Volume —e—Net Sales per '000 index Index
(Year 2004 = 100)
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s FEREDHIBICELVTIY—=y bV 7I3EEML. Near East, ML, AFA AVHZ7,

Notes: (1) 2007 Like-for-like includes Gallaher pro-forma
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B ERE
(B {ER)
2007 2008 BiT 2 LL 1R
REH=E 3,856 4,523 667 17.3%
| GFBERFEEE 2,032 2,455 423 20.8%
(BB AaARIL)
BikGELS 8,027 10,652 2,625 32.7%
EBITDA 2,452 3,452 1,000 40.8%

Notes: (1) Net Sales excludes Distribution business
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Planned Factory Clos
e Turkey

e Romania

e Singapore

e Canary-Islands

e Ukraine

o Cardiff 23
o Austria-Linz
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Russia Ukraine
1 GFB 1 Non-GFB 1 GFB 1 Non-GFB

35%

30%

25%

20%

15%

10%

5%

0%

2004 2005 2006 2007 2008 2004 2005 2006 2007 2008
2004:Business Analytica - MIC, 2005-2008: AC Nielsen Global Track One 2004:AC Nielsen MIC, 2005-2008: AC Nielsen Global Track One
Kazakhstan Romania
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2004-2008: AC Nielsen RA 2004:AC Nielsen MIC, 2005-2008: AC Nielsen Global Track One 24
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Italy Spain
" GFB 1 Non-GFB 1 GFB 1 Non-GFB
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o
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8%

10%
6%

9

4% 5%
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0% 0%

2004 2005 2006 2007 2008 2004 2005 2006 2007 2008

2004 & 2005:AC Nielsen MIC, 2006-2008: AC Nielsen Global Track One 2004 - 2008: Distributor to Trade MIC

Erance Greece
¥ GFB 1 Non-GFB " GFB 11 Non-GFB
15%
14%
14%
13%
13%
12%
12%
11%
2004 2005 2006 2007 2008 2004 2005 2006 2007 2008
2004 - 2008: Distributor to Trade MIC 2004 & 2005:AC Nielsen MIC, 2006-2008: AC Nielsen Global Track One
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Austria Sweden
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UK Ireland
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2004 & 2005:AC Nielsen RAL, 2006-2008: AC Nielsen Market Track 2004 & 2005:Industry pool, 2006-2008: EPOS
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Turkey
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2004:Shared Shipments, 2005-2008:Canada Market Model 2004 & 2005:AC Nielsen MIC, 2006-2008: AC Nielsen Global Track One 2 7
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