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This presentation and related discussion contain statements that, to the 
extent they do not relate strictly to historical or current facts, constitute 
“forward-looking statements” within the meaning of the Private Securities 
Litigation Reform Act of 1995. Such forward-looking statements are based on 
current plans, estimates and expectations, and are not guarantees of future 
performance. They are based on management’s expectations that involve a 
number of business risks and uncertainties, any of which could cause actual 
results to differ materially from those expressed in or implied by the forward-
looking statements. PMI undertakes no obligation to publicly update or 
revise any forward-looking statements, except in the normal course of its 
public disclosure obligations. The risks and uncertainties relating to the 
forward-looking statements in this presentation include those described 
under Item 1A. “Risk Factors” in PMI’s Form 10-K for the year ended 
December 31, 2008, and Form 10-Q for the quarter ended March 31, 2009, 
filed with the Securities and Exchange Commission.

ForwardForward--Looking and Cautionary StatementsLooking and Cautionary Statements
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PM Turkey Management TeamPM Turkey Management Team
Turhan Talu

Managing Director

Matthias Knoop
Director Operations

Onur Pehlivan
Director Sales & Distribution

Taner Kerman
Director Finance

Ilker Kaytancı
Director Marketing

Oebel Harmsma
Director Business 

Development & Planning

Cliff Rumbold
Director Human Resources

Bisharah Baroudi
Director Corporate Affairs

Çağatay Erten
Senior Counsel
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Top 10 Largest Cigarette Markets (Top 10 Largest Cigarette Markets (20082008))(a)(a)

95 92 91

249 247

122 107 107 105

Russia Japan Indonesia Ukraine Turkey India Brazil Korea Italy Spain

(bio units)

(a) Excludes U.S.A and P.R.C.
Source: PMI estimates.

405
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AgendaAgenda
Turkey-at-a-glance
Economic environment
Evolution of the cigarette industry in Turkey
Consumer trends
Key PMI strategies
Conclusions
Questions & Answers
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Turkey atTurkey at--aa--glanceglance

Population of ~ 72.0 mio (growth: 1.3%)(a)

Urban and young age profile
GDP/capita ~ $10,500(b)

Aspiring EU member
AK Party led government

(a) Turkish Statistics Institution (2008).
(b) IMF WEO Database (GDP current prices), data as of 2008.
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-3.6

1.1

4.6

6.9

8.4
9.4

5.3

-4

-2

0

2

4

6

8

10

12

2003 2004 2005 2006 2007 2008

Strong growth through 2007
Global crisis now hurting 
Turkey
Banking sector has 
weathered the storm well
Negotiation of new IMF 
stand-by agreement ongoing
Turkey has overcome 
economic crises in the past
Economic recovery expected 
to be gradual

GDP Growth
(%)

EconomicEconomic EnvironmentEnvironment

(a) Turkish Government’s estimate (2009 growth rate). 
Source: IMFWEO Database (2003-2008 data).

2009

(a)
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15.8

5

10

15

20

Jan-07 Jul-07 Jan-08 Jul-08 Jan-09

Unemployment
(%)

Mar-09

5.2

0

5

10

15

Jan-07 Jul-07 Jan-08 Jul-08 Jan-09

Inflation
(%)

May-09

EconomicEconomic EnvironmentEnvironment

Source: Turkish Statistics Institute.
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Exchange RateExchange Rate

1.1

1.2

1.3

1.4

1.5

1.6

1.7

1.8

1.9

Jan-07 Jul-07 Jan-08 Jul-08 Jan-09

(TRL/USD)

Global crisis deepens

Dec-09

1.5 TRL/USD

Current 

Range

1.6 TRL/USD

Currency stabilizing at TRL 1.50-1.60 to $
Source: Central Bank of Turkey.
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PMI StrengthsPMI Strengths
Market leader with 42.4% share in Q1, 2009
Superior distribution and sales network
Very broad portfolio with strong brands in all the 
profitable price segments
Segment share above 90% in resilient premium 
segment

Source: A.C. Nielsen.
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Historical Market SharesHistorical Market Shares

84.7%

37.1%

41.4%

13.2%

1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005

TEKEL

PMI became market leader in April 2005
Source: A.C. Nielsen and PMI estimates.

TEKEL

PMI

(SoM%)
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Competitive LandscapeCompetitive Landscape

80-90’s 2000 2002 2004 2006 2008

New Entry

Acquisition

New Entry New Entry

New Entry New Entry

Acquisition

by

by

Action Plan

TEKEL

JTI
ET GALLAHER

KT&G

BAT

IT

GALLAHER JTI

TEKEL BAT

PMI
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Tekel PrivatizationTekel Privatization

2008: BAT acquires Tekel with bid of $1.72 billion
− Asset transfer agreement 
− Tekel market share (Q1, 2008): 25.8% 

• Tekel 2001 11.9%
• Samsun 6.6%
• Tekel 2000 3.2%

− 6 manufacturing facilities, 3 operational

Source: A.C. Nielsen for shares.  BAT press release for Tekel bid.
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0

10

20

30

40

50

Jan-08 Apr-08 Jul-08 Oct-08 Jan-09

Competitive LandscapeCompetitive Landscape
(SoM%)

Source: A.C. Nielsen.

Mar-09

(Q1, 2009)

42.4%

32.1%

18.3% 

3.6%

3.4%

34.6%

15.9%

BAT’s Tekel Acquisition

BAT

BAT

TEKEL

JTI

ET

IT

PMI

(Q1, 2008)

40.8%
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108.6
107.2

2003 2004 2005 2006 2007 2008

Cigarette Cigarette Industry Volume Industry Volume 
(bio units)

Maturing market, but favorable underlying demographics
Source: PMI estimates.
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Consumer DataConsumer Data

Smoking incidence: 35.5%

− Adult males: 48.8%

− Adult females: 22.0%

Average daily consumption: 18.9 sticks
− Adult males: 20.8 sticks

− Adult females: 14.6 sticks

Source: Global Consumer Tracking Survey (2009 Wave1).
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94.6

5.4

0

25

50

75

100

1990 1995 2000 2005

Cigarette BlendsCigarette Blends

BlendedOriental

Fading appeal of oriental cigarettes

(SoM%)

Q1, 2009

PMI SoS
Q1, 2009

45.0%

-

Source: A.C. Nielsen and PMI estimates.
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PMI SoS
Q1, 2009

18.2

65.8

8.1

0

25

50

75

100

1990 1995 2000 2005

Packaging and LengthPackaging and Length

Increasing consumer preference for box packaging

100’s Soft KS Box

KS Soft

Q1, 2009

45.3%

0.7%

63.2%

(SoM%)

Source: A.C. Nielsen and PMI estimates.
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PMI SoS
Q1, 2009

82.5

15.0

2.5
0

25

50

75

100

1990 1995 2000 2005

Taste SegmentationTaste Segmentation

Predominantly a full flavor market

Full Flavor

LTN
SLTN

44.2%

10.6%

36.8%

Q1, 2009

(SoM%)

Source: A.C. Nielsen and PMI estimates.
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PMI SoS
Q1, 2009

31.1

68.9

0

25

50

75

100

1990 1995 2000 2005

CharcoalCharcoal

Increasing consumer preference for charcoal filter products

Non-Charcoal

Charcoal

75.2%

27.7%

(SoM%)

Source: A.C. Nielsen and PMI estimates.

Q1, 2009
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0

5

10

15

20

Mar-07 Jul-07 Nov-07 Mar-08 Jul-08 Nov-08 Mar-09

Recessed Filter SegmentRecessed Filter Segment

Increasing popularity of recessed filter cigarettes

(Q1, 2009)
16.4%

(SoM%) 

Source: A.C. Nielsen.
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0

5

10

15

20

Mar-07 Jul-07 Nov-07 Mar-08 Jul-08 Nov-08 Mar-09
25

50

75

Recessed Filter SegmentRecessed Filter Segment
(PMI SoS%)

PMI has 60% + of the fast growing recessed filter segment
Source: A.C. Nielsen.

(SoM%) 

PMI SoS
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14.4 14.3 14.4 14.3 14.3

40.1 40.0 40.4

26.4 26.2 25.9 26.1 24.6

19.1 19.5 20.4 21.0 20.7

38.639.3

Q1-08 Q2-08 Q3-08 Q4-08 Q1-09

Premium
Mid
Low
Cheap

Price SegmentPrice Segmentss
(SoM%)

Q1, 2008 vs.   
Q1, 2009

+1.6 pp

-1.8 pp

+0.3 pp

-0.1 pp

Source: A.C. Nielsen.
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Competitive LandscapeCompetitive Landscape

Low-
price

PMI

Cheap

Mid-
price

Premium

Q1, 2009
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Competitive LandscapeCompetitive Landscape
PMI IT ETBATQ1, 2009

Low-
price

Cheap

Mid-
price

Premium

JTI 
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28.3

93.3
26.5

5.5

63.2

45.2

33.6

3.21.2

PMI BAT JTI

Premium
Mid
Low/Cheap

Price Segment MixPrice Segment Mix (Q(Q1, 1, 20020099))
(%)

Source: A.C. Nielsen.
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20.2

Growth ModelGrowth Model

Strategic 
Initiatives

FISCAL STRATEGY
PORTFOLIO MANAGEMENT

MICRO-MARKETING
ORGANIZATIONAL READINESS

REGULATORY FOUNDATION FOR THE FUTURE
INFORMATION TECHNOLOLGY

COST REDUCTION
PRODUCTION EXCELLENCE

11.0

13.3

44.5

2008

Premium
Mid
Low/Cheap

Source: PMI Finance.

(bio units)
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20.2

Growth ModelGrowth Model

Strategic 
Initiatives

FISCAL STRATEGY
PORTFOLIO MANAGEMENT

MICRO-MARKETING
ORGANIZATIONAL READINESS

REGULATORY FOUNDATION FOR THE FUTURE
INFORMATION TECHNOLOLGY

COST REDUCTION
PRODUCTION EXCELLENCE

11.0

13.3

2008

44.5
Premium
Mid
Low/Cheap

Source: PMI Finance.

(bio units)
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Fiscal EnvironmentFiscal Environment
Tax Structure

(June 2009)

VAT

Ad Valorem 
Excise

Specific 
Ratio

Minimum 
Excise Tax

Total 
Excise

18%

58% of retail price

-

TRL 2.05 / pack 

58% minimum

Source: Ministry of Finance.



Philip Morris International

30

TURKEY

1.92
2.36 2.56

2.80

7.85 9.07 9.70 10.88

2005 2006 2007 2008

VAT

Excise

Government Government Tax Tax RevenuesRevenues From CigarettesFrom Cigarettes

(TRL bio)

All Tobacco Products SCT / Total Tax 6.5%
PMI (All Taxes) / Total Tax 4.1%

Source: Turkish Ministry of Finance.
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Price GapsPrice Gaps
Mar-05 Mar-07 Mar-09

Premium

Mid-price

Cheap

TRL 3.50

TRL 2.60

TRL 1.25

Source: PMI market observations.

180%

35%

TRL 4.60

TRL 3.50

TRL 2.15

113%

31%

TRL 5.00

TRL 3.90

TRL 2.60

92%

28%
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Marlboro Premium

Portfolio Portfolio StrategyStrategy

Source: A.C. Nielsen.

• Flagship brand, iconic, flavorful
enjoyment

• Sophisticated and refinedParliament
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PremiumPremium StrategyStrategy
Reinforce premium segment leadership:
− Marlboro:

Increase relevance for Legal Age (min. 18) - 24 consumers 
through continuous innovation
Reinforce leadership via new brand architecture touching all 
consumer preferences and motivations

− Parliament:
Sustain growth momentum and retain the #1 prestige brand 
position
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PMI Premium PMI Premium VolumeVolume

Q1-08 Q1-09

(bio units)

4.4
4.5

Parliament growth more than off-setting slight decline in Marlboro
Source: PMI Finance.
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0

5

10

15

Mar-07 Sep-07 Mar-08 Sep-08 Mar-09

MarlboroMarlboro PerformancePerformance
(SoM%)

(Q1, 2009)
10.7%

Source: A.C. Nielsen.
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Marlboro has the highest esteem of all cigarette brands amongst 
Turkish adult smokers

MarlboroMarlboro Consumer PerceptionConsumer Perception

The most liked brand in the 
market among all smokers

The brand with the stongest 
brand equity

Excellent taste 

Highest quality tobacco

Attractive pack

Consistent quality

Product Perception
Prestigious 

Highly visible

Modern

Stylish / elegant

Brand Perception

Source: PMI Brand Equity Study 2008.



Philip Morris International

37

TURKEY

Marlboro Marlboro Brand FamilyBrand Family
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Pack & Tipping 
Paper Revamp

Jun 07

Online Laser 
Perforation

Nov ‘06

Reserve 
Launch
Oct ‘07

Super Slims 
Launch
Apr’04

Pack 
Revamp
Jun’04

2004 2005 2006 2007 2008

Pack 
Revamp
Jan ‘06

ParliamentParliament Market ShareMarket Share

Superior performance driven by continuous, consumer-relevant 
enhancements

(Q1, 2009)
8.4%

Source: A.C. Nielsen.

(Q1, 2004)
3.6%
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ParliamentParliament Brand Brand FamilyFamily
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Portfolio Portfolio StrategyStrategy

Premium

Mid-
price

Source: A.C. Nielsen.

Sophisticated and refinedParliament

Marlboro Flagship brand, iconic, flavorful
enjoyment

Distinctive elegance

Affordable international brandL&M 

Muratti
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MidMid--Price StrategyPrice Strategy
Reinforce our position:
− Muratti:

Strong sales support nation-wide

− L&M:
Nurture traditional L&M smoker base
Reposition L&M brand for future growth
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0

3

6

Jun-03 Jun-04 Jun-05 Jun-06 Jun-07 Jun-08 Mar-09

MurattiMuratti Market ShareMarket Share

(Q1-2009)
5.1%

Muratti has become a major player in the mid-price segment

(SoM%) 

Source: A.C. Nielsen.
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MurattiMuratti
Distinctive elegant style
16.5% share of growing charcoal filter segment in   
Q1, 2009
Build on regional strongholds and develop national 
presence and appeal

Source: A.C. Nielsen.
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L&ML&M
Declining performance of traditional L&M due to aging 
smoker profile and price sensitivity
L&M Mark introduced to reposition L&M for future 
growth
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0

3

6

9

12

Mar-07 Mar-08 Mar-09

L&ML&M Market ShareMarket Share
(SoM%) 

L&M Mark launch has slowed the decline of the L&M brand family

Q1, 2009
6.8%

Source: A.C. Nielsen.
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Portfolio Portfolio StrategyStrategy

Low-
price

Source: A.C. Nielsen.

“Premium” of low-price segment

International heritage

Lark 

Bond Street 

Premium

Mid-
price

Sophisticated and refinedParliament

Marlboro Flagship brand, iconic, flavorful
enjoyment

Distinctive elegance

Affordable international brandL&M 

Muratti
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Lark  Lark  
The “premium” of the low-price segment:
− Premium packaging, value price

Fastest growing brand on the Turkish market:
− In-switchers from competitor brands
− Launch of Lark Recess Blue

Source: A.C. Nielsen.
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0

3

6

9

12

Mar-07 Mar-08 Mar-09

LarkLark Market ShareMarket Share

Lark is the fastest growing cigarette brand in the market

(Q1, 2009)
8.6%

(SoM%) 

Source: A.C. Nielsen.
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21.8%

78.2%

28.3%

26.5%

45.2%

Balanced Brand PortfolioBalanced Brand Portfolio

Premium

Mid-
price

Low-
price

Q1, 20091999

Premium

Mid-
price

Source: A.C. Nielsen. 
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92.7%

45.6%

29.3%

Premium Mid-price Low-price

Other
PMI

PMPMII Share of Share of Price Price Segments (QSegments (Q1, 1, 20020099))

5.2 bio 6.3 bio 10.2 bioSegment Size:

Source: A.C. Nielsen.
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Sales & Distribution InfrastructureSales & Distribution Infrastructure

District Centers
District Centers with DSD

Istanbul

Bursa

Izmir
Antalya

Ankara

Trabzon

Adana

Factory

Retail 
Universe

Districts & 
Warehouses

~1
50

,00
0P

OS

Distribution 
Channel

DSD
(24%)

EZD
(69%)

KA (7%)
Source: PMSA.
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Sales ArchitectureSales Architecture

DISTRIBUTION 
CAPABILITIES
DISTRIBUTION 
CAPABILITIES

%100 Coverage

in EZD Area

#1 in Field Force Execution

Low‐End

Segment

FLEXIBLE
PAYMENT
TERMS

FLEXIBLE
PAYMENT
TERMS

+4 Days 

Payment Terms

Bank Guarantee 

in DSD

CONSUMER 
ENGAGEMENT
CONSUMER 

ENGAGEMENT

Adult Smoker

Dialogue

Sales Support

NEW PRODUCT 
LAUNCHES

NEW PRODUCT 
LAUNCHES

L&M Mark

Lark Recess Blue
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MicroMicro--Financing InitiativeFinancing Initiative
Microfinance – DSD News Coverage

Weekly credit line

Bank guaranteed credit sales 

“First” for cash collection in 
FMCG 

Source: PMI and Turkish media.
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Consumer EngagementConsumer Engagement

Adult Consumer Dialogue:
− Provide adult consumers with 

factual product information
through:

• PMI sales force

• Sales support employees with 
extensive training in 33 key cities
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Market Leadership by Province (JunMarket Leadership by Province (Jun--08)08)

BAT leading province
PMI leading province

Source: A.C. Nielsen.

Market Share

# of Leading Provinces
41.2%

38
34.0%

43

BATPMI
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Market Leadership by Province (MarMarket Leadership by Province (Mar--09)09)

Market Share

# of Leading Provinces
42.5% (+1.3 ppt)
61 (+23 cities)

31.3%
20

BAT leading province
PMI leading province

New PMI leading province
Source: A.C. Nielsen.

BATPMI
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1,535 employees
− 99% Turkish nationals
− 90% in Sales, Marketing, Manufacturing

Organizational Organizational ReadinessReadiness
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1,535 employees
− 99% Turkish nationals
− 90% in Sales, Marketing, Manufacturing

Sustained drive for growth & agility
− “Culture Shift” and “Speed-to-Win” initiatives
− Empowerment and open communication

Organizational Organizational ReadinessReadiness
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1,535 employees
− 99% Turkish nationals
− 90% in Sales, Marketing, Manufacturing

Sustained drive for growth & agility
− “Culture Shift” and “Speed-to-Win” initiatives
− Empowerment and open communication

Employer value profile
− Focus on talent recruitment & retention, people and career 

development
− Talent source for PMI
− Sustained market credibility as career-oriented employer

Organizational Organizational ReadinessReadiness
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ConclusionsConclusions
Large and profitable market
Successful strategies have been implemented: 
− 90+ % of premium segment with Marlboro and Parliament 
− Superior, balanced brand portfolio
− Excellent Sales & Distribution infrastructure

PMI market share grew 1.6pp to 42.4% in Q1, 2009
Increased speed-to-market
Very talented organization 
State-of-the-art manufacturing facility

Source: A.C. Nielsen.
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