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— prepared in accordance with IFRS

m  Sales were 2,967 MSEK (3,002)
m Inlocal currencies, sales were up 1 percent

m  Operating income amounted to 528 MSEK
(1,924; 507 excluding settlement income from
UST of 1,417 MSEK)

m  Net profit for the period amounted to 340 MSEK
(1,140; 319 excluding settlement income from
UST of 821 MSEK)

m  EPS amounted to 1.04 SEK (3.44; 0.94 excluding
settlement income)
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Sales for the first quarter decreased by 1 percent and amounted to
2,967 MSEK (3,002). Inlocal currency terms, sales were up by
1 percent.

For snulff, sales declined by 6 percent to 703 MSEK (751) and
operating income by 8 percent to 324 MSEK (354). The decrease
in sales and operating income is primarily due to lower average
prices in the US following the repositioning of the Timberwolf
snuff brand, as well as a larger share of US volumes for the value
priced brand Longhorn. In total, US snuff volumes were in line
with last year. Together, Sweden and Norway experienced lower
volumes by 1 percent, but the product mix improved as a result of
volume growth for pouched snuff. Operating margin was 46.0
percent (47.1).

Sales of cigars increased by 7 percent, to 734 MSEK (687) and
operating income grew by 6 percent, to 136 MSEK (129).
Operating margin amounted to 18.6 percent (18.8).

Group operating income for the first quarter reached 528
MSEK (1,924). The closure of the match factory in Valencia, Spain
was completed during March and has impacted operating income
by 31 MSEK. Negative currency translation effects, after
translating subsidiaries’ results into Swedish Crowns, amounted
to 9 MSEK. Last year’s first quarter Group operating income
included a gain of 1,417 MSEK regarding the settlement with UST.

Group operating margin during the first quarter was 17.8
percent. Excluding settlement income from UST the operating
margin during last years’ first quarter was 16.9 percent.

EPS for the first quarter was 1.04 SEK (3.44). Excluding the
UST settlement income, earnings per share during last years’ first

quarter amounted to 0.94 SEK.

Smokeless Tobacco
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Summary of Consolidated Income Statement

January-March Full year
MSEK 2005 2004 2004
Sales 2,967 3,002 13,007
Operating income 528 1,924* 3,561*
Profit before tax 507 1,878 3,397
Net income for the period*™ 340 1,140 2,061

*Including income from settlement with UST and expenses from match impairment charges
and provisions.
** Including minority’s interest.

Net sales by product area, %
January-March 2005

j

Pipe tobacco 7% ‘ \

Other operations 21% Snuff 24%

Matches 10%
Lighters 5%

Cigars 25%

Chewing tobacco 8%

Operating income by product area*, %
January-March 2005

Matches -3% Snuff 55%
Lighters 2%

Pipe tobacco 10%
Chewing

tobacco 12% _~
Cigars 23%

* Excluding Other operations.

Swedish Match has an international presence in smokeless
tobacco, and sells products on most major smokeless markets.
Swedish Match is a market leader in snuff in Sweden and
Norway. On the largest snuff market in the world, the US, as
well as in South Africa, Swedish Match has a significant
position. In the US, Swedish Match is the largest manufacturer
on the market for chewing tobacco. Smokeless tobacco
products are increasingly recognized as having significantly
lower health consequences than cigarettes. This knowledge,
together with increased restrictions for cigarette smoking
creates good conditions for organic growth, especially for snuff.

Snuff
Sweden is the world’s largest snuff market when it comes to
consumption per capita. In Sweden, a substantially larger
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Sales by product area 12 months

January-March Change ended Full year
MSEK 2005 2004 % Mar 31, 2005 2004
Snuff 703 751 (6) 3,033 3,081
Chewing tobacco 242 254 5) 1,045 1,058
Cigars 734 687 7 3,218 3,171
Pipe Tobacco & Accessories 216 211 2 906 901
Matches 294 324 )] 1,349 1,378
Lighters 143 146 ) 578 582
Other operations 635 628 1 2,843 2,836
Total 2,967 3,002 (1) 12,973 13,007
Operating income by product area 12 months

January-March Change ended Full year
MSEK 2005 2004 % Mar 31, 2005 2004
Snuff 324 354 (8) 1,346 1,376
Chewing tobacco 69 73 5) 300 304
Cigars 136 129 6 575 567
Pipe Tobacco & Accessories 60 60 0 254 254
Matches (17) (19) (11) (12)
Lighters 12 8 46 17 13
Other operations (56) (98) (180) (222)
Subtotal 528 507 4 2,301 2,280
Income from settlement with UST - 1,417 - 104 1,621
Match impairment charges - - - (150) (150)
Provision for acquisition of shares in Wimco Ltd. - - - (90) (90)
Total 528 1,924 (73) 2,165 3,561
Operating margin by product area 12 months

January-March ended Full year
Percent 2005 2004 Mar 31, 2005 2004
Snuff 46.0 471 44.4 447
Chewing tobacco 28.6 28.7 28.7 28.7
Cigars 18.6 18.8 17.9 17.9
Pipe Tobacco & Accessories 27.6 28.4 28.0 28.2
Matches (5.6) (5.7) 0.8 0.9
Lighters 8.6 5.7 2.9 2.2
Group 17.8 16.9* 17.7* 17.5*

* Excluding income from settlement with UST and expenses from match impairment charges and provisions.

In this interim report amounts are stated in Swedish crowns rounded to the nearest million. The figures in the report are based on data from the consolidation
system which are in thousands of Swedish Crowns. By rounding the figures in the interim report, totals may not always equal the sum of the included

rounded numbers.

proportion of the male population uses snuff compared to
cigarettes. The number of women using snulff is steadily
increasing. The Norwegian market, which is substantially smaller
than the Swedish, is at present showing strong growth. The US is
the world’s largest snuff market measured in number of cans and is
approximately five times larger than the Swedish market. In
Sweden and Norway Swedish Match has the leading position. In
the US, the Company is well positioned in the faster growing value
price segments. Some of the best known brands include General,
Ettan, and Grov in Sweden, Timberwolf in the US and Taxi in
South Africa.

Sales for the first three months amounted to 703 MSEK (751),
a decrease of 6 percent. In Sweden and Norway combined, sales
volumes decreased by nearly 1 percent. In Sweden the decrease
was nearly 2 percent, while sales in Norway increased. In Sweden,

there were two fewer shipping days during the first quarter of
2005 than in 2004. Loose snuff declined on the Swedish market,
while sales of pouched snuff increased. The proportion of
pouched snuff shipped during the period on the Swedish market
amounted to 57 percent (54). Competition on the Swedish market
has increased. Swedish Match’s market share amounted to 96
percent according to the latest Nielsen estimates.

In the US, sales volumes were in line with previous year
measured in number of cans. Sales of Longhorn were considerably
higher than the year before, while sales for Timberwolf were lower.
After the repositioning of Timberwolf in the US in the end of 2004,
the average daily shipments of Timberwolf have increased in each
of the past three months through March 2005. Swedish Match’s
total market share in the growing US market amounted to 9.1
percent (9.0) for the period according to Nielsen estimates.



Operating income amounted to 324 MSEK (354),
down 8 percent. The decrease is mainly due to the

US market where lower prices for Timberwolf
and lower volumes, especially in the
beginning of the year, have resulted in
lower sales and operating income. The
effect of the volume decrease in
Sweden was almost compensated by
an improved product mix and lower
costs. Operating margin was 46.0 percent
(47.1).

Chewing Tobacco

Chewing tobacco is sold primarily in the North
American market, with concentration in the southern US.

Cigars and Pipe Tobacco

Well known brands include Red Man and Southern Pride.
Swedish Match is the leading producer of chewing tobacco
in the US and the market share is above 43 percent
according to Nielsen estimates. The chewing tobacco
segment declines each year due to relatively few
new consumers. Some consumers choose to use
snuff instead.

Sales for the first three months declined by §
percent to 242 MSEK (254) and operating
income declined by 5 percent to 69 MSEK (73).

The sales decrease is attributable to a weaker US
dollar. Higher average prices compensated for volume

loss and sales and operating income increased somewhat in local
currency terms. Operating margin amounted to 28.6 percent
(28.7).
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Swedish Match is one of the world’s largest operators within
cigars and pipe tobacco. Organic growth opportunities are
mainly within cigars, while the consumption of pipe tobacco
decreases.

Cigars

Swedish Match is the second largest producer of cigars and
cigarillos in sales value. The US is the largest cigar market in the
world and Swedish Match has a leading position in the premium
segment, and is well established in the segment for machine made
cigars. After the US, the most important cigar markets are in
Europe, where Swedish Match is well represented in most
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countries, with an especially good market position in The
Netherlands and Scandinavia. In Europe, machine made cigars
dominate. Swedish Match offers a full range of different cigars and
brands. Well known brands include Macanudo, La Gloria
Cubana, White Owl, Garcia y Vega, La Paz, Justus van Maurik,
and Wings.

Sales for the first three months amounted to 734 MSEK (687),
an increase of 7 percent. In local currency terms, sales increased
by 12 percent. Volumes grew for premium cigars in the US and for
machine made cigars in Europe. Volumes continued to be strong
for machine made cigars in the US, but were slightly lower than
the first three months last year as a volume increase for flavored
cigars did not fully compensate for a volume decrease for other
products.

Operating income for the first three months increased to 136
MSEK (129), an increase of 6 percent. In local currency, operating
income increased by 10 percent. Operating margin amounted to
18.6 percent (18.8).

Pipe Tobacco and Accessories

Swedish Match is one of the largest pipe tobacco companies in the
world and its products are marketed worldwide. The brand
Borkum Riff is exported to over 60 countries. The Company has
its most significant presence in South Africa, where local
production takes place. Best Blend and Boxer are major brands in
South Africa. Pipe tobacco consumption declines on most
established markets, as the segment attracts relatively few new
consumers. However, the demand is increasing in certain smaller
export markets.

Sales for the first three months amounted to 216 MSEK (211).
Improved price levels and a stronger South African Rand
compensated for lower volumes. Operating income was 60 MSEK
(60). Operating margin amounted to 27.6 percent (28.4).
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Visiting address:

Rosenlundsgatan 36

Telephone: +46-8-658 02 00

Corporate Identity Number: 556015-0756
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