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Important information

BRITISH AMERICAN
ToBACCO

This presentation has been prepared by British American Tobacco p.l.c. ("British American Tobacco") for
information purposes only and does not constitute, or form part of any offer or invitation to acquire, or
any solicitation of any offer to acquire any securities of British American Tobacco.

The information on which this presentation is based has been obtained from sources which we believe to
be reliable as at the date hereof, but we have not independently verified such information and do not
guarantee that it is accurate or complete and all information and opinions are subject to update,
correction, revision or amendment without notice. No representation or warranty, express or implied, is
therefore made by or on behalf of British American Tobacco, its directors or employees or any other
person as to, and no reliance for any purposes whatsoever should be placed on, the accuracy,
completeness or fairness of the information or opinions contained in this presentation and no
responsibility or liability is accepted for any such information or opinions.

This presentation includes certain forward-looking statements with respect to British American Tobacco's
financial condition, results of operations and business and certain plans and objectives of the British
American Tobacco's board of directors with respect thereto. By their nature, forward-looking statements
involve risks and uncertainties because they relate to events and depend on circumstances that may or
may not occur in the future. Forward-looking statements are not guarantees of future performance and
British American Tobacco's actual results of operations, financial condition, |IC|UIdIt¥, Brospects, growth
and strategies and the development of the industry in which the British American Tobacco o(ferates may
differ materially from those expressed or implied by the_forward-lookln% statements included in this
presentation. Events that may cause actual results to differ from such torward-looking statements
Include, but are not limited to fluctuations in the capital markets; fluctuations in interest and exchange
rates; increased regulation or regulatory scrutiny; the occurrence of unforeseen disasters or catastrophes;
political or economic instability in their principal markets; adverse outcomes in litigation; general local and
global economic, political, business and market conditions. Except as required by its legal or requlatory
obligations, British American Tobacco does not undertake any obligation to update or revise publicly any
forward-looking statement, whether as a result of new information, future events or otherwise.

Recipients of this presentation who intend to acquire any interests in securities which British American
Tobacco may issue in the future are reminded that any Such acquisition should only be made on the basis
of the offering document prepared in connection therewith, which may be different from the information
and opinions contained in this presentation.
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Back in November 2008...

BRITISH AMERICAN
ToBACCO

=== N previous economic downturns... Bxmian AwsocAN
TOBACCD

Tobacco is not recession proof...

... but recession resistant

Our geographic diversity mitigates risk

Consumers are loyal to their brands

Switching where they buy not what they buy

High unemployment may lead to changing behaviour
Balanced portfolio covering consumer price points
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Group overview

BRITISH AMERICAN
ToBACCO

Focus on Global Drive Brands
+ Vogue & Viceroy

180+ markets

Leadership in over 50
markets

Over 60,000 employees
$65.5 bn gross turnover
$22.8 bn net turnover

$7.2 bn adjusted profit from PA-['L m-['['
Operatlons VICEROY
Market capitalisation — top 10 Vosque

In the UK P P @
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Consistent market outperformance

BRITISH AMERICAN

ToBACCO

Annual total shareholder return of 25%%*

Daily BATS Relative performance to FTSE100 since 2000 31/12/1999 - 01/11/2010 (GMT)
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A strategy that works

BRITISH AMERICAN
TOBACCO

ACHIEVE LEADERSHIP OF THE
GLOBAL TOBACCO INDUSTRY

GROWTH PRODUCTIVITY RESPONSIBILITY

WINNING ORGANISATION
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Delivering through good times and bad

BRITISH AMERICAN
TOBACCO

CAGR 2004 to 20009:
Adjusted EPS 14%

152.8
Dividends per share 17%
128.8
108.5
66.6 99.5 +13%
89.3 83.7 87.1
76.6
66.2
55.9
470 +19%
41.9 33.2
2004 2005 2006 2007 2008 2009 H1 2010

@ Adj EPS B Div per share
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The business model W

BRITISH AMERICAN
ToBACCO

Organic volume growth

= 2008 +0.4%

= 2010 9mths -3.0%
l Organic revenue growth

= 2008 +7%

= 2010 H1 +2%
l Organic profit growth

= 2008 +10%

= 2009 +7%

= 2010 H1 +8%
,— Adjusted EPS growth

= 2008 +19%

= 2009 +19%

= 2010 H1 +13%
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Competitive edge through:

BRITISH AMERICAN
ToBACCO

Geographic diversity
Strong emerging markets exposure
Top 5 markets

Canada

Brazil | |

South Africa Cc_)mmodlty-based economies
. with stable currencies

Russia

Australia
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Competitive edge through:

BRITISH AMERICAN
ToBACCO

Diversified and balanced brand portfolio

Balance between premium, mid and low priced
segments

Global drive brands have maintained growth despite
recession

Strong regional and local brands
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Competitive edge through:

BRITISH AMERICAN
ToBACCO

Marketing expertise
Trade marketing and distribution

Successful trade partnerships
Mutually beneficial relationships

Rated best overall supplier in the FMCG industry in 13 out of 22
markets surveyed

Extending direct distribution — over 50% of volume
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Competitive edge through:

BRITISH AMERICAN
ToBACCO

Marketing expertise
Trade marketing and distribution

Consumer insights
World class understanding of consumer trends and tastes
Responding to the needs of consumers
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Competitive edge through: W

ToBACCO

Marketing expertise
Trade marketing and distribution

Consumer insights

Leader in innovation

Nanotek — first successful king-size
super-slim

Accounts for 16% of Kent global volume
Kent Nanotek 1.2% share in Russia
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Competitive edge through:

BRITISH AMERICAN
ToBACCO

Marketing expertise
Trade marketing and distribution
Consumer insights

Leader in Innovation

Dunhill “Reloc” packaging
Almost 10% share in GCC
Dunhill share growth in Malaysia
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Competitive edge through:

BRITISH AMERICAN
ToBACCO

Marketing expertise
Trade marketing and distribution
Consumer insights

Leader in Innovation

Success with capsule technology
Kent, Kool and Lucky Strike
Broad geographic roll out
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Competitive edge through:

BRITISH AMERICAN
ToBACCO

Marketing expertise
Trade marketing and distribution
Consumer insights

Leader in innovation
Global Drive Brands: volume growth index - 1999-2009
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240 - Tobacco
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Competitive edge through:

BRITISH AMERICAN
ToBACCO

Productivity

5 year programme 2003-07
Annualised cost savings of £1 billion by 2007
Focus on overheads and indirects and the supply chain

5 year programme 2008-12
Targeting 35% operating margin by 2012

Target
35.0%
31.4%
28.1%  28.7%
24.3%
22.8%
2003 2004 2005 2006 2007 2008 2009 2012

O Group operating margin
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Competitive environment:

BRITISH AMERICAN
ToBACCO

Recession’s Impact on consumers continues
Key markets have been less affected
Volumes continue to hit by down-trading to illicit
Continued good pricing
Revenue growth despite softer volumes
Governments’ share higher in 2010
Bi-polar recovery
East v west
Developed v developing
Currencies may be volatile
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Outlook

BRITISH AMERICAN
ToBACCO

Good momentum with brands and market share

Well positioned in those markets least affected by
recession

Innovations pipeline Is strong

On track for another good year of earnings growth
Strong cash flow

Productivity strategy Is delivering
Balance sheet in excellent shape
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