N LL

JT International
20094 BIVV-IXCEEEBGER)
(unaudited)

February 10, 2010
Tokyo, Japan

quality commitment innovation synergy

| Ad

1
FRCAEATIRBEICONTOTEE m

AEMCRHESNTS, BB LTI -TICEETIRERBL. FHE. i, BEHEE. BR. TE.
EXRORH - FFMFC L, FRICAT RIS BRMNBEEAFLTCVBIERICE I AEMDOB R
(CHTBFA. AR, BE. 5TE. RB#H. FHFEERELTRBSNTVBICBEE . T, REBEL-FEHK
BEEETHEHICE. BEICHETE VERICRHSNTERLUMNC, REBL FEETIEHICRAIRELBS—E
DfTR (RE) EEALTNET , CNoDREBRA O LERFLEETR (RE) (COVWTIE. T E £ BEHMICIE
HETHHIEVIMRIELFRZDBEVCRETIEIORIALHIE B, Tz, HOBIHER. FEROER, ETDMD
BRICMDLY | BICHHMFRORBLEZRETERRIFEN, CNODOER BV LERFLEENR (RE)
M BRI EETHOENFRERLGVDEVIATEMEDREERNIPVADPERII Z HHNET . ZOA.
R R CTRENSIELBLOELT, UTOLIBEEEEFIIENTEET (BHENMNBUATPERIIINLOE

HICEoNBEDTIEHNEEA) -

1) EMECEHTIEELOBEOEX

2) FRIICETIERNOESRAICLZRFNEOEA - L E (8. KR RBDORTE. T TV RY
FRAICETIBFORHE) . BIECRHT RERFI RUBFICLIAENZESE

3) ERSNOFRIRDEIM

4) BEREEFIEE. BHNCEIEEUNNSALLTILHHEDEER

5) ERMLBEELKRE. BARENOEREEZRINEED L1T0FER

6) MHEICHITBMhtEDFHEFRIL. BAETFNEL

7) BUREIRADZAEICESIEE

8) ERNSORFEFKR

9) ABLEIRURMHEDEE




Pierre de Labouchere

President
&
Chief Executive Officer

- JT International 20094 45 -

20094 E N34+ LU

>

>

EBITDAR&BHRIN—-ATZHHE

FEETHOETEMSTIIPE

BIERILB TS FADIRE

REBELIITHERDOZHDEES B R DX e

>

BULWERRREODTORRGES




20094 FENIF—IVA m

Year-over-Year Growth
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Note: (1) Net Sales excludes revenue from distribution, private label, contract manufacturing and other peripheral businesses 5
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EBITDA Roadmap 2008 to 2009
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3,966
2008 Business 2009 Constant Currency 2009
Reported Currency Reported
EBITDA EBITDA EBITDA
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Market Volume Growth
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Note: (1) Sourced from AC Nielsen & JTI Internal Data 7
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2008 2009 ppt. change
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Note: (1) Data sourced from AC Nielsen, Core EPOS and JTI Internal Data 8
(2) 12 month moving average share of market
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Volume EBITA
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Note: (1) Definition of mature and emerging market as per World Bank classification 9
(2) EBITA excludes distribution, private label, contract manufacturing and other peripheral businesses
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SECURITY OF QUALITY LEAF SUPPLY

DIRECT
RELATIONSHIP WITH
TOBACCO GROWERS

ENHANCED TALENT
POOL

IMPROVED QUALITY
OF LEAF
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EBITDA and EBITDA Margin Growth o a 35%

30%

2000 2001 2002 2003 2004 2005 2006 2007 2008 Currency Reported
Neutral 2009

2009
T 27% 1
CAGR

Roland Kostantos

Chief Financial Officer
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($MM / BNU) Change
2008 2009 Abs. %

Currency Neutral

- Net Sales after tax 10,445 11,192 747 7.2%
- EBITDA 3,452 3,966 515 14.9%
Reported

- Net Sales after tax 10,445 9,682 (762) (7.3%)
- EBITDA 3,452 2,964 (488) (14.1%)
Volume

- Total 445.9 434.9 (11.0) (2.5%)
- GFB 245.5 243.4 (2.1) (0.9%)
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Note: (1) Net Sales excludes revenue from distribution, private label, contract manufacturing and other peripheral businesses 13

JBEVEAVAL LU

2009 Total Volumes vs. 2008 Adjusted Total Volumes (BNU)
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Note: (1) Adjustments relate to specific events in Iran, Ukraine and Philippines 14
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2009 GFB Volumes vs. 2008 Adjusted GFB Volumes (BNU) S S S S S WS S ,

% of

Total
Volumes

Note: (1) Adjustments relate to specific events in Iran and Philippines (No GFBs were impacted by events in Ukraine) 15
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Price Increases in key markets in 2009

Net Sales Roadmap 2008 to 2009

E Italy Feb, Dec
eoey i Spain Jan, Jun
France Nov
UK Feb, Apr, Nov
Russia Jan, Mar, Nov
i Turkey Mar, Jul
2008  Volume Price/ 2009 Currency 2009 ! Taiwan Jun
Net Sales Mix Constant Reported |
Currency Net Sales '
Net Sales
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Note: (1) Net Sales excludes revenue from distribution, private label, contract manufacturing and other peripheral businesses 16
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FOREX RATE vs. USD

2008 2009 Jan 2010 2008 vs 2009 vs
Average Average Average 2009 2010

RUB 24.84 31.77 29.81 -21.8% 6.6%
GBP 0.53 0.65 0.61 -18.3% 5.3%

EUR 0.68 0.73 0.68 -6.6% 6.4%
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(BNU) s GFB volume B Total volume —— Net sales per ‘000 (indexed) Index
(Year 2005 = 100)
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(1) 2008 & 2009: Net Sales excludes distribution, private label, contract
including cigars, pipe tobacco and snus, but exclude private label and contract manufacturing products and joint venture, whose revenues are not included
(2) 2007: Like for like basis for fGLH acquisition
(3) Net Sales per ‘000 on a reported basis only

businesses and Net Sales per thousand cigarettes is based on total volume,

ing and other
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JT1 Key Brand Share of Market

—s&—\Winston —&— LD —*—Peter 1 —~— More —e— Camel
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Note: (1) Data sourced from AC Nielsen
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Disposable Personal Income relative to average

Index cigarette prices
(Year 1999 = 1)
3.5

3.0

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Note: (1) Economic data sourced from Global Insight. Average cigarette price from AC Nielsen 2 2
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E—— ; Shopping Mall
Registration Calpaign
Showcasing

Winston Sobranie
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South and West Europe: GFBRE

(BNU) = GFB volume = Total volume —4— Net sales per '000 (indexed) Index
(Year 2005 = 100)
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(1) 2008 & 2009: Net Sales excludes distribution, private label, contract manufacturing and other peripheral businesses and Net Sales per thousand cigarettes is based on total volume,
including cigars, pipe tobacco and snus, but exclude private label and contract manufacturing products and joint venture, whose revenues are not included

(2) 2007: Like for like basis for fGLH acquisition

(3) Net Sales per ‘000 on a reported basis only

24
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JT1 Key Brand Share of Market

—a— Camel —a— Winston —s— B&H
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Note: (1) Data sourced from AC Nielsen 2 5
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. ; Index
(BNU) Bm GFB volume ®m Total volume —e—Net sales per '000 (indexed)
(Year 2005 = 100)
60 T T 140
130
120
110
100
90
- 80
2005 2007 2008 2009
(1) 2008 & 2009: Net Sales excludes distribution, private label, contract ing and other i businesses and Net Sales per thousand cigarettes is based on total volume, 27
including cigars, pipe tobacco and snus, but exclude private label and contract manufacturing products and joint venture, whose revenues are not included
(2) 2007: Like for like basis for fGLH acquisition. Volume excludes private label and Net Sales excludes distribution business
(3) Net Sales per ‘000 on a reported basis only

Note:
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JT1 Key Brand Share of Market

—=&— Mayfair —&— Silk Cut —»—B&H —e—Sterling - -*- - Amber Leaf
35%

14%
14.4% 14.3%

12% 30.0%
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Cigarette Market share
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(1) Data sourced from EPoS 28
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ROLLING TOBACCO

ou
moking seriously harms ¥
> and others around you

Smoking serious|
y harms
and others around youyou

Point of Sale Supporting Material

ROLL UP IN 4 WE'’RE ON
STYLE ' A ROLL!

Benson & Hedges

Rest of the World

(BNU) s GFB volume = Total volume —— Net sales per ‘000 (indexed) Index
(Year 2005 = 100)
150 t T 130
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(3) 2005: Japan carve out

(1) 2008 & 2009: Net Sales excludes distribution, private label, contract manufacturing and other peripheral businesses and Net Sales per thousand cigarettes is based on total volume,
- . (4) Net Sales per ‘000 on a reported basis only

including cigars, pipe tobacco and snus, but exclude private label and contract manufacturing products and joint venture, whose revenues are not included
(2) 2007: Like for like basis for fGLH acquisition
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JT1 Key Brand Share of Market
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Note: (1) Data sourced from AC Nielsen 3 1
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2009 Net Sales 2009 Volume

CIs+ CIS+
49.3%

RowW 26.8% Row

26.9%

b

North & South & North &

Central West Central South &
Europe Europe Europe EWest
19.5% 10.9% urope
2e.0% ’ 14.8%
35
Note: (1) HQ Net sales including in Row
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Russia Ukraine

1 GFB 11 Non-GFB " GFB ' Non-GFB

40% 35%
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4 25%
o 4 49
20% 99
9
15%
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0%
2005 2006 2007 2008 2009 2005 2006 2007 2008 2000
Source: AC Nielsen Source: AC Nielsen
Kazakhstan Romania
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3 3 1 i 20%
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10%
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9
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0% . - - 0% T - : 36
2005 2006 2007 2008 2009 2005 2006 2007 2008 2009
Source: JTI Internal Data Source: AC Nielsen
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Italy

1 GFB I Non-GFB

2005 2006 2007

Source: AC Nielsen

France

1 GFB I Non-GFB

2005 2006 2007

Source: JTI Internal Data
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2008
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Spain

M GFB ' Non-GFB
25%

15%

10%

:

0%
2009 2005 2006 2007 2008 2009

Source: JTI Internal Data

Greece

1 GFB 11 Non-GFB

2009 2005 2006 2007 2008 2009 37

Source: AC Nielsen
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Source: Core EP0S (2008 - 2009), AC Nielsen (2005 - 2007)

2008

2008

i LL

Sweden

M GFB I Non-GFB
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Source: AC Nielsen

Ireland

" GFB ' Non-GFB

51%

50%

49%

48%

47%

46%

45%

44%

43%

42% 38
2009 2005 2006 2007 2008 2009

Source: AC Nielsen
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Turkey Taiwan
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