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Summing up 2013 

 

Sales in line with last year but decreasing 
profits 

‐ Sales +1% 

‐ Operating profit -5% 

‐ Earnings per share 13.63 SEK (14.33) 

Financially challenging year but many 
actions taken for future growth and 
improved competitiveness 
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Development of the share 

The development of the share compared to Large Cap index since 2013 

+0.7% 

+20.4% 

Source:  Nasdaq OMX Nordic 
January 2, 2013 until May 2, 2014 



   

Dividend per share 

The Board proposes unchanged dividend per share (SEK) 
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Clear financial policy 

Financial net debt well balanced relation to EBITA (billion SEK)* 

* EBITA excluding share of net profit in STG 



   

* Excluding  Other operations, share of net profit in STG, and larger one-time items 

Composition of the Group 2013 

Operating profit by product area (SEK) 
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Snus and snuff 

 Strong category growth for both 
snus in Scandinavia and moist snuff 
in the US 

Continued intense competition in  
the value priced segment in Sweden 

Weak volume growth for moist snuff 
in the US 

 Increased investments in Swedish 
snus in the US 

MSEK 2013 2012 Change 

Sales 4,868 5,049 -3.6% 

Operating profit 2,195 2,349 -6.6% 

Operating margin 45.1% 46.5% -1.4pp 

Lower result driven by tough competition and increased efforts 



   

Swedish market share affected by larger value priced segment 

Market share by price segment in Sweden 
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60,9% 

39,1% 

December 2013 

Premium Value priced 

95,2% 94,6% 

36,7% 35,6% 

73,6% 71,6% 

Total 

January 2013 
December 2013 

Premium Value priced 

Swedish Match market share by price segment in Sweden 

Source: Nielsen 



   

 

 

 Focus on best product quality in all price 
segments in Sweden 

New R&D center established and important 
progress made in the product development 
portfolio 

New, more efficient organizational structure 
in Scandinavia 

 Targeted efforts in growth segments of the 
moist snuff market 

Continued work with developing Swedish 
snus internationally 

Snus and snuff 

Actions for future profitability and long term 
growth 



   

Other tobacco products 

 Weak US dollar resulted in negative currency 
effects 

 Competition from a new deep discount 
segment for cigars 

 Increased share of promoted products 
generally for cigars 

 Good growth for Garcia y Vega but volume 
losses for White Owl 

 Strong year for chewing tobacco with a less 
negative volume trend 

Changed market environment for cigars but better trend for chewing tobacco 

MSEK 2013 2012 Change 

Sales 2,564 2,661 -3.6% 

Operating profit 1,029 1,161 -11.4% 

Operating margin 40.1% 43.6% -3.5pp 

 



   

Other tobacco products 

 
 

 

Cigars 
‐ Innovations and product launches 
‐ Adjustment of pricing on cigars 

‐ Focus on production costs 

‐ Improved distribution 

Chewing tobacco 
‐ Continued focus on highest 

quality and productivity 

 

Actions for future profitability and long term growth 



   

Lights 

 Strong volume growth for lighters 
‐ Increased Cricket volumes in several 

markets in Asia and Eastern Europe 
‐ Higher productivity 

Weaker performance in some markets 
for matches 

‐ Large currency impacts 
‐ Modest deterioration in total volumes 
‐ Slightly higher production costs 

Increased lighter volumes 

MSEK 2013 2012 Change 

Sales 1,332 1,339 -0.5% 

Operating profit 230 222 3.6% 

Operating margin 17.3% 16.6% 0.7pp 

 



   

Lights 

Actions for future profitability and long term growth  

Continued focus on growing key markets 
for lighters  

 Establish presence in new markets for both 
matches and lighters 

 Focus on quality and productivity in 
manufacturing 

 Leveraging our strong brand and extensive 
distributor network to continue growing our 
portfolio of complementary products in 
Brazil 

Fiat Lux disposable razor for the Brazilian market 



   

A way of strengthening our competitiveness 

Swedish Match’s Sustainability Report  2013 will be available on the company website from mid 2014 



   

Regulation and authorities 

 

New tobacco products directive 

 Snus continues to be banned 
(except in Sweden) 

 Flavors and ingredients to be 
regulated in Sweden 

 

Ban on providing information on the 
relative risk of tobacco products 

Modified Risk Tobacco Product 
application for snus 

 Scientific approach 

EU USA 



   

Estimated consumption of snus in Scandinavia 
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Volume development for cigarettes and snus in Sweden since 1916 
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Volume development for cigarettes and snus in Norway since 2002 
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Especially younger Norwegian consumers discover the advantages of snus 

Source: IPSOS Sweden, market report  2013 
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In Norway smokers under the age of 24 have replaced cigarettes with snus 
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 Snus and health 

Lower health risks with using snus than with unhealthy eating habits and insufficient 
physical activity according to the National Board of Health and Welfare 



   

 

 Intense competition in both Scandinavia and the US 

 Long term efforts and clear strategies to improve competitiveness 

 Snus is a growing category with a number of advantages over other tobacco 
categories 

 

 

 

 

Conclusion 



   

THANK YOU! 
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