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Structure for growth 
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The Swedish experience as a model for growth 
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Basic beliefs - new organization

Á Strong brands drive value

Á Both global and regional brands

will claim importance in our portfolio

Á PR, Internet and permanent point of 

sales (coolers) strategic tools for 

our business

Á One common R&D

Á Global supply chain

Á Strategic procurement for Swedish Match 

generates unexplored synergies

Á A strong and dynamic team
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Organization
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