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[bookmark: _Toc118105551]Executive Summary

Market competition provides the fertile business environment in which entrepreneurs can flourish. They are allowed to take risks, innovate, create whole new products and services, challenge the status quo, and receive monetary compensation for doing so; thereafter entire nations will enjoy the fruitful results of wealth creation (Poverty Cure, 2022). This report aims at exploring the market competition of tobacco industry in Bangladesh in relation to Japan Tobacco International (JTI).

JTI is an organization of 40,000 employees, representing 110 different nationalities and operating in 77 different countries, is a part of this company. We have undergone substantial changes since our founding in 1999, transforming us into a truly global business. JTI is very proud of its rich history and diversified staff, which are essential to the company's long-term success through fostering innovation and creativity. Every nation and member of our network has a significant role to play in ensuring our ongoing success. JTI encourages everyone to contribute new ideas, challenge the established quo, and provide their best effort as a result. Employees are by far the biggest investors, and we are convinced that if we take care of them and continue to invest in their advancement, we can grow and extend our company.

Since JTI is one of the leading tobacco giants around the world, I tried to research and find out of different dimension of that company by doing intern there to learn something new. And hence, I could realize that, with the product quality and time worth service, they become the leader amongst tobacco industry around the world. Based on the study, several recommendations are forwarded for further improvements..
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[bookmark: _Toc118105554]Introduction
The third-largest transnational tobacco corporation in the world is Japan Tobacco Worldwide (JTI), the international arm of Japan Tobacco Incorporated. JTI, which was established in 1999, has experienced tremendous growth as a consequence of a worldwide business strategy that could serve as a template for other Asian tobacco companies. This study examines how Japan Tobacco Incorporated has expanded internationally since the 1980s in reaction to market openness, foreign competition, and a diminishing domestic market share. The ongoing pivotal role and investment by the Japanese government, as well as an expansion ambition based on mergers and acquisitions, are important aspects of its global strategy.

[bookmark: _Toc118105555]Origin of the report
In actuality, a student's academic education falls short of assisting them in achieving their final goal. As a result, the learner must acquire information or knowledge about the other world as they lack subject-specific expertise. I have the opportunity to learn more about a particular issue generally thanks to this report.

[bookmark: _Toc112615292][bookmark: _Toc118105556]Significance of the report
A bold strategy of significant foreign acquisitions, licensing agreements, and joint ventures with a variety of tobacco product producers, leaf farmers, and distributors has allowed JTI to emerge as the third-largest TTC. New smoking technologies have been developed and diversified along with this.
The business will nevertheless face significant difficulties in the future decades, just as the tobacco sector in general. The declining percentage of smokers in Japan is exacerbated by declining smoking rates in many of its main markets, most notably Russia and the UK, as well as the prospective effects of more adoption of tobacco control measures in Eastern Europe.

[bookmark: _Toc112615293][bookmark: _Toc118105557]Objectives of the report
To gain knowledge of the mission that can support the portfolio of globally renowned brands while paving the road for Reduced-Risk Products and innovative business practices. JTI is dedicated to make its company the most innovative and sustainably run of its kind, in addition to having the fastest rate of growth.


[bookmark: _Toc112615294][bookmark: _Toc118105558]Detailed Objectives
· To acknowledge about tobacco industry in Bangladesh
· To familiarize oneself with the upcoming global tobacco industry marketing plan.
· To identify the uses and consciousness amongst the consumers of tobacco.
· To provide some suggestions in light of the analysis.

[bookmark: _Toc112615296][bookmark: _Hlk100800574][bookmark: _Toc118105559]Methodology
Every study—including reports, research papers, and other types of studies—needs to have a firm grasp of technique. It focuses on research design, which is an important aspect of any study. To get my data, I turned to a variety of sources.

Analyzing techniques of the collection data

Sources
· Several articles.
· Monthly periodicals.
· JTI annual reports.
· websites managed by JTI
· Books, papers, newspapers, and journals that are pertinent.
· Information from numerous researches and the Internet.

[bookmark: _Toc112615299][bookmark: _Toc118105560]Scope of the report
During the course of writing this report, I was able to gain a thorough understanding of the different tobacco industry as well as the JTI in Bangladesh. I wanted to learn about a tobacco giant like JTI and others as well. Like BAT and others about how they attract the different consumers of different ages. What would be the mental issues after having smoke after a period of time. What is the business margin of that tobacco giant including JTI and BAT among Bangladesh and around the world also?
Probably, I was not quite successful in completing my internship with fulfilling all the requirement I need to gather, but I was completely happy to work with them and prepare the report.


Limitation
During preparing this report the limitations were faced: 
· Insufficient data about the relevant topic
· Unable to accumulate some confidential data (as per their policy)
· Daily workload
· Limited time for the study









[bookmark: _Toc118105561]CHAPTER TWO
[bookmark: _Toc115176883][bookmark: _Toc115177096][bookmark: _Toc118105562][bookmark: _Toc115176885][bookmark: _Toc115177098]INDUSTRY ANALYSIS























[bookmark: _Toc118105563]History of Tobacco
[bookmark: _Toc118105564]Early Tobacco History
Indigenous inhabitants of Mesoamerica and South America were the first to discover tobacco; they later brought it to Europe and the rest of the world.
According to archaeological evidence, tobacco usage by humans in the Americas may have started thousands of years earlier than previously believed, at just 12,300 years ago.
When European settlers arrived, tobacco usage was already a common practice in the Americas. They brought it to Europe, where it quickly became a hugely popular habit. Eastern North American tribes have a long history of using pipe ceremonies to smoke tobacco, whether for ceremonial purposes or to properly seal a treaty or alliance. In addition, they have always traded tobacco in pouches. Tobacco is used medically to heal bodily issues as well as being used in ceremonial and religious rites. It has occasionally been used as a poultice and as a pain reliever for toothaches and earaches. Some native Californians frequently mix tobacco with Indian balsam, also known as cough root or Leptotaenia multifida, or the leaves of the little desert sage, Salvia dorrii, as a smoking treatment for colds (the addition of which was thought to be particularly good for asthma and tuberculosis). In addition to its traditional medical uses, Native Americans and Europeans began exchanging tobacco as money in the 1620s. Many indigenous peoples, particularly those in the Americas, continue to routinely smoke tobacco for religious reasons. It is offered to the Creator, used in sweat lodges and pipe ceremonies, and given as a gift by the Cree and Ojibwe people of Canada and the north-central United States. When posing a spiritual query to an Ojibwe elder, it is customary to bring tobacco.

[bookmark: _Toc118105565]Tobacco plantation in Asia
Portuguese sailors first brought tobacco to Japan in 1542.
In the late 16th century, tobacco first made its way to the Ottoman Empire, where it caught the attention of medical professionals and eventually evolved into a widely used prescription drug for a variety of diseases. Despite the fact that smoking was once prescribed as medication, later research has led to allegations that smoking causes drowsiness, lightheadedness, a dulling of the senses, and an unpleasant taste or odor in the mouth.

In 1633, Sultan Murad IV made smoking illegal throughout the Ottoman Empire. Ibrahim the Mad, his successor, repealed the ban and replaced it with a tax. Abd al-Ghani al-Nabulsi, a jurist from Damascus, stated in 1682: "Tobacco has now grown highly popular in all the lands of Islam... It has been used and devoted to by people of all kinds. Even young children, around five years old, have been seen working on it." A Damascene townsman noted in 1750 "a larger proportion of ladies than men were seated by the Barada River. Just like the guys, they were eating, drinking, and smoking cigarettes while also drinking coffee.

[bookmark: _Toc118105566]Tobacco from the point of view of Science
In the 18th century, the main medical procedure used to revive drowning patients was an enema of tobacco smoke.
A valuable crop, tobacco has been the focus of extensive scientific and genetic study. The first virus to be discovered was the tobacco mosaic virus, which is also one of the simplest viruses since it can self-assemble from purified nucleic acid and protein. This discovery hastened the development of virology. The first virus to be identified was found as a result of the financial burden of tobacco mosaic disease. Wendell Meredith Stanley's 1935 work crystallizing the virus and proving that it is still active earned him a share of the 1946 Nobel Prize in Chemistry.

[bookmark: _Toc118105567]Size, Trend, and Maturity of the Industry
Market Size: The entire tobacco assiduity is divided into two major categories. Cigarettes and other tobacco-related items, such as pipe tobacco, biri, and biting tobacco (Jarda), etc. The Biri and Jarda member is the one who dominates. A total of 72.6 percent of people who use tobacco products also smoke Biri or use other tobacco products. The rest 27.3 makes up the request for cigarettes. According to the assiduity trend, the cigarette member is growing gradually as more people switch from Biri and other tobacco products to cigarettes.

Market Segment: Four categories of tobacco are available: premium, medium, low, and genuinely low. Since it acts as a step between the Biri and cigarette members, the member that is most implicit in volume terms is actually quite low.
JTI employs people all around the world in more than 70 nations, 119 different ethnic groups, 425 services, 8 R&D centers, 34 locations where it purchases tobacco products, 39 facilities that produce completed items, and thousands of other locations.
(Data compiled as of March 2022)

[bookmark: _Toc118105568]Technological Factors
Growth of JTI Since the year of our founding (1999), our company has expanded tremendously. Another year of increased profits is 2021.
The six guiding principles of JTI
1. Being upfront about the dangers of smoking
2. A dedication to the creation of products with lower risks
3. Openness regarding our products
4. Preventing access by youth
5. Making provisions for smokers and non-smokers

[bookmark: _Toc118105569]Political, Legal and Regulatory Factors
With instruments in 66 nations worldwide, the Top Employers Institute named us a Global Top Employer in 2022 for the eighth successive time. As substantiation of our best- in- class people and artistic practices and as a source of pride for our staff, we also retain original instruments and accolades in a number of different nations. This accomplishment demonstrates our fidelity to icing that every JTI hand can work in a secure terrain, flourish professionally, and be they at work.
Although our sector is evolving, we're always committed to offering consumers choices. We're evolving to offer a larger range of high- quality goods, including those that may lessen the hazards connected with smoking.
Due to our multilateral outlook and Asian strain, we're dynamic and inventive as well as precise, quality- concentrated, and long- term- acquainted. We aspire to exceed their prospects by making opinions that take into account the demands of our guests, shareholders, workers, and the larger society. Our respect for mortal rights, enhanced social and environmental impact, and good governance is at the heart of this; they serve as the foundation for how we conduct business and direct us in making the stylish opinions in everything we do.
These accession mileposts are listed;
2011 Ploom agreement 
2015 Logic, e-cigarette USA 
1999 RJ Reynolds 
2016 Natural American Spirit Switzerland (international
2013 Al Nakhla Egypt 
2009 Kannenberg, KBH&C 
2015 Fluxo Brazil 2007 Gallaher
 2009 Tribac 
2014 E-Lites United Kingdom
 2015 Arian Tobacco Industries Iran
 2011 Haggar Sudan 
2012 Gryson Belgium 
2013 Megapolis 
2018 Donskoy Tabak Russia 
2017 Mighty Philippines
 2017 PT. Karyadibya Mahardhika Indonesia
 2016 National Tobacco Enterprise Ethiopia 
2018 SEKAP Greece

[bookmark: _Toc118105570]Industry Rivalry
Although there is competition among the major players, this competition is different from that of other sectors because it is directly related to consumer preferences, such as the popularity of a certain cigarette brand. Marlboro, which is controlled by Philip Morris of the Altria group, is an illustration of this; other businesses, like British American Tobacco, who would like one of its brands, like Rothmans, to emulate their success. Competition between the main rivals exists, but unlike rivalries in other industries, it is unique since it is driven by customer preferences, such as the popularity of a certain brand of cigarettes. An example of this is Marlboro, which is under Philip Morris's ownership of the Altria group; other companies, like British American Tobacco, would like to equal their success with one of their brands, like Rothmans. There is competition among the major rivals, but this rivalry is distinct from that of other businesses in that it is based on consumer preferences, as demonstrated by the success of the Winston cigarette brand, for instance. Marlboro, which is controlled by Philip Morris of the Altria group, is an illustration of this; other businesses, like British American Tobacco, would like to match their success with one of their brands, like Rothmans.

[bookmark: _Toc118105571]Summary of Challenges and Opportunities
· [bookmark: _Toc118105572]Challenges
Due to shifting macroeconomic conditions and shifting consumer comprehensions, challenges might pose a trouble to a company's business strategies. Pitfalls cannot be excluded but can be managed. Deficit of educated mortal coffers given the significant staff development and growing reliance on creative results, the company name may soon encounter issues relating to professed mortal coffers.
Baby boomers are retiring, and the youngish generation is having a delicate time replacing their purchasing power. As a result of youthful people's lower brand fidelity and lesser openness to trying new effects, Japan Tobacco may see an increase in short- term earnings at the expenditure of a longer- term periphery reduction.
The growing technological prowess of original businesses in the import assiduity- For Japan Tobacco, the prospect of losing IPR is one of the main obstacles to partnering with original players in the import request. In arising nations, especially China, the legal terrain for intellectual property rights isn't veritably robust.

· [bookmark: _Toc118105573]Opportunities
Openings are areas with eventuality for growth, gains, and request share that the company Chan has linked. Rapid technology advancements are adding assiduity productivity and enabling suppliers to produce a wide range of goods and services. This may enable Japan Tobacco to expand considerably into affiliated products.
Rapid Economic Growth the US frugality is growing more snappily than any other bucolic frugality, giving Japan Tobacco the chance to increase its presence there. Japan Tobacco formerly has the chops necessary to contend in the US request. Low affectation increases request stability and makes it possible for Japan Tobacco guests to gain credit at cheaper interest rates. As a result, further Japan Tobacco products will be consumed.




[bookmark: _Toc118105574]CHAPTER THREE
[bookmark: _Toc118105575]ANALYSIS OF JAPAN TOBACCO INTERNATIONAL


[bookmark: _Toc118105576]Introduction
Japan Tobacco International (JTI), a JT Inc. attachment and a top global tobacco ande-cigarette establishment with headquarters in Geneva, Switzerland JTI was innovated 23 times ago when Japan Tobacco bought RJ Reynolds'non-US conditioning. Since also, our strong worldwide staff has fuelled two decades of growth. We're the possessors of several well- known global brands, including Winston, the alternate- best- dealing cigarette brand worldwide, and Camel. MEVIUS and LD are two further well- known global brands. Our collection combines the rich history of traditional tobacco with the newest scientific and technological advancements in Reduced- threat Products (RRP).

[bookmark: _Toc118105577]JTI Group
When our parent firm, JTI Group, purchased R.J. Reynolds' non-US operations, JTI was created in 1999. Since then, two decades of growth have been fueled by our diverse staff.
The basis of our brand portfolio is made up of eight well-known international companies. Each is unique in its character and history, and they are all united by our unmatched devotion to quality.
[image: winston]  [image: camel]  [image: LD]          [image: MEVIUS logo updated]       [image: Silk Cut]        [image: American spirit]  
[image: Benson]   [image: Sobranie logo]
We take great satisfaction in maintaining our dedication to the quality, tradition, and innovation at the core of our products as an aspirational worldwide company.
To provide our consumers with the best possible products, we import tobacco leaves from all around the world.
JTI tobacco products can be divided roughly into five major categories.

1. Cigarettes
2. Rolling Tobacco
3. Reduced-risk Products
4. Snus
5. Cigars

[bookmark: _Toc118105578]Specification of the Industry
Japan Tobacco International was innovated in 1999 when Japan Tobacco Inc. acquired R.J. Reynolds'(RJRI)non-US operations, but our roots go back to some of the most well- known tobacco pots in the world, dating all the way to the late 16th century.
This, in our opinion, sets us piecemeal. Although we're an establishment that looks to the future, we also fete and value our place in history. Our ancestors include Austria Tabak, which Emperor Joseph II innovated in 1784, and Gallaher, which was innovated in Ireland's Londonderry in 1857. These are only two of the outstanding cigarette enterprises whose patrimonies we're recognized to guard.
[image: https://www.jti.com/sites/default/files/global-files/multimedia/images/history-box/about-us-1.jpg]
Image of JTI Workplace

[bookmark: _Toc118105579]Overview and History
JTI was founded in 1999 after Japan Tobacco Inc. acquired the global tobacco operations of R.J. Reynolds for $7.8 billion.
Japan Tobacco Inc. bought the FTSE 100 company Gallaher Group in 2007 for GBP9.4 billion. This was the largest foreign accession made by a Japanese pot at the time.
In 2009, the JT Group bought two Brazilian tobacco companies, Kannenberg and KBH&C, as well as a portion of Tribac Leaf Limited's global operations (a company that trades tobacco in Africa). The JT Group also established JTI Leaf Services that same time in a cooperation with two US splint providers, Hail & Cotton Inc. and JEB International.

The operation of tobacco dates back to the early Americas. Tobacco was brought to Europe by Spain, where it snappily gained fashion ability and was laboriously traded to maintain the wide smoking habit. After the artificial revolution, cigarettes gained enormous global fashion ability. Medical exploration in the middle of the 20th century showed that smoking had serious adverse health goods, including throat and lung cancer, which rained a rapid-fire drop in tobacco use.
With the intention of creating" the most successful and estimable tobacco establishment in the world," Tokyo- grounded Japan Tobacco (JT) established its transnational tobacco division in 1999 (Japan Tobacco International (JTI), 2016a). JTI came the third- largest transnational tobacco mammoth in lower than 20 times by clinging to a global business strategy of deliberate expansion grounded on combinations and accessions (TTC). JT, the parent business, was established by the Japanese government in 1985, making it a fairly youthful pot. Up until that point, a state- possessed monopoly that was formed at the end of the nineteenth century managed Japan's tobacco assiduity. The government turned the monopoly into a intimately listed stock establishment in the 1980s, although it still has a sizable stake in the privatized business. Despite JTI's rise to elevation as a significant worldwide player, little is known about how it changed from a domestic monopoly to a dominant TTC. This paper analyzes the specific factors and strategies that have supported JTI's global expansion, and related counteraccusations for global tobacco control, particularly the Framework Convention on Tobacco Control (FCTC), and assesses whether these strategies may give a model for other Asian tobacco companies meaning global expansion. Utmost work on tobacco assiduity globalization treats TTCs as part of a homogeneous assiduity seeking to expand encyclopedically.

JTI was innovated as a result of duty elusion in the nineteenth century and Japan's early twentieth- century service buildup. Up until 1873, when the recently established Ministry of Finance issued the first of a number of taxation measures, tobacco in Japan was classified as an agrarian commodity (Levin, 1997). The Ministry suggested introducing a monopoly system so that it could more nearly regulate it as a result of wide duty fraud. Asemi-monopolistic agreement reached in 1898 was confined to the selling of tobacco leaves due to opposition from the many domestic and foreign directors who had grown to dominate the request. Aiming to drive out foreign interests, particularly the American Tobacco Company from the original request, full nationalization in 1904 was also done to raise plutocrat for Japan's war with Russia, as noted by Levin (1997, 2005).

Before Japan's frugality was rebuilt following World War II, which included the establishment of the Japan Tobacco and Salt Public Corporation in 1949, monopoly practices remained largely unchanged. Domestic tobacco product and consumption increased steadily during the preceding 35 times as the new association took over operation of the whole domestic tobacco assiduity, including the splint assiduity, noncommercial and retail distribution, and tobacco manufacture (Levin, 2005). In 1982, the monopoly reckoned for98.5 of all cigarette deals in Japan, a position of domination brought about by a tariff of 90 on imported cigarettes, state regulation of registered tobacco retail stores, which only permitted a small number of them to vend foreign tobacco products, and especially strict regulations on the advertising and creation of imported brands.

1898
The selling of tobacco leaves was monopolized by the Japanese government in 1898. That was expanded in the early 1900s to encompass all salt and tobacco products as well, which finally led to the establishment of the Japan Tobacco and Salt Corporation (JTS) in 1949 to aid the government maintain steady supply and tax income.

[bookmark: _Toc115176898][bookmark: _Toc115177111]1898
[bookmark: _Toc115176899][bookmark: _Toc115177112]The Japanese government established a monopoly on the sale of tobacco leaves in 1898. In order to help the government maintain a consistent supply and collect taxes, it was enlarged in the early 1900s to include all salt and tobacco products as well. As a result, the Japan Tobacco and Salt Corporation (JTS) was finally founded in 1949.1999
[bookmark: _Toc115176900][bookmark: _Toc115177113]JT was anxious to expand the company's brand portfolio as well as its reach into foreign markets because it aspired to be a truly global business. This resulted in the purchase of other businesses around the globe, most notably RJRI in 1999, which eventually led to the founding of JTI.

[bookmark: _Toc115176901][bookmark: _Toc115177114]2007
The purchase of RJRI at the time represented the biggest foreign acquisition ever made by a Japanese business. However, in 2007 we surpassed our own mark when we paid 9.4 billion GBP for Gallaher, a company listed on the FTSE 100.
Although the acquisition of RJRI may have effectively established JTI, our 2007 integration of Gallaher and a number of more recent acquisitions in Asia, Africa, and Latin America have increased our workforce to over 45,000 employees. It is impossible to overstate the value of the knowledge and expertise the personnel we have added. With every new purchase, we've also made care to maintain the essence of important brands, from Winston's instantly identifiable traits to Natural American Spirit's additive-free, organic components or, more recently, our Reduced-Risk Products line with Logic and Ploom.

[bookmark: _Toc118105580]Product Mix
Some different types of products produced and marketed by JTI which can be explained as follows;
Hamlet
The Gallaher Group division of Japan Tobacco produces cigars under the Hamlet brand. They are available in both traditional and compact performance sizes. They were often referred to as the "gentle cigar" in its advertising.
Hamlet cigars were first made available in the UK in 1964. They have now been implemented in several more western European nations. Their humorous ads with scenes in which a man who has failed miserably at a commodity is comforted by lighting a Hamlet cigar are what gained them the most notoriety in the UK. Much of the humor in the promotions came from the fact that the product was intentionally vague until the hand cigar appeared, accompanied by the line "Happiness is a cigar called Hamlet" and the song of Bach's Air on the G String sung by French artist Jacques Loussier.

Old Holborn
Richard Lloyd & Sons makes the hand rolling tobacco known as Old Holborn (pronounced Ho' burn)( a attachment of Gallaher Group which itself is a attachment of Japan Tobacco.) The name comes from Holborn in London, where in 1785 Richard Lloyd started blending colorful tobaccos. The chief Auberge in Holborn is shown in the totem. Tobacco is produced in the EU.
Old Holborn comes in four different kinds sweet tobacco in orange packaging, a lighter, smoother variant in unheroic packaging, a important lighter interpretation in white packaging, and dark Virginia tobacco in blue packaging. All four are offered in 30g and 50g sacks, and Old Holborn is also offered in boxes of ten 50g sacks and 100g cans.

The weight of the sacks containing the dark tobacco (blue packaging) in Germany was dropped from 50g to 40g and also to 35g. It's only offered in 30g or 50g sacks in the UK.
The most extensively used" dark tobacco" in England is Old Holborn Blue. Old Holborn Yellow is the most popular tobacco in Greece. Old Holborn came much more well- liked in colorful European commerce around the launch of the twenty-first century. Since 2011, the golden has been for trade.

Amber Leaf 
A brand of rolling tobacco is called Amber Leaf. It's a product of Japan Tobacco's Gallaher Group division. Amber Leaf tobacco is now offered in 30g boxes with papers and pollutants and 30g sacks with rolling papers as of May 2016. In some stores in the United Kingdom and Ireland in 2011 and in former times, promotional Amber Leaf tobacco drums were vended alongside the tobacco. In Japan, the United States, Ireland, and the United Kingdom, smokers between the periods of 12 and 35 are the target request for amber splint rolling tobacco." Amber Leaf golden" was released by Amber Leaf in the UK in 2012. Although it's billed as 30g, the papers and packaging are what give it that weight; the factual tobacco weighs much lower. According to the head of JTI's dispatches," Unlike traditional RYO tobacco, the mix of which is generally dark in color, golden uses a pale multicolored Virginia mix to give a smooth taste. Amber Leaf golden was created to give adult smokers a smoother taste by using an ultra-expensive quality Virginian mix of tobacco. It'll be appealing to both current adult binary smokers and being adult RYO smokers who want to switch to an RYO product.

Wings (cigarette)
Japan Tobacco now owns and manufactures bodies, an American cigarette brand. Bodies, along with a many of B&W's other cigarette brands, were offered in Europe as a division of the enormous British American Tobacco company.
Brown & Williamson introduced bodies in 1929 as a well- liked ten- cent provident brand. A result of the Great Depression was the cigarette brand bodies. Two packs of ordinary cigarettes priced 25, whereas bodies packs were only 10. Due to dearths of essay during the war, the original dark brown marker was latterly replaced with white in 1940. The cigarette length was changed to king- size at that time. It's one of the three American brands possessed by JTI, the other two being Wave and Export A. It's offered in lords and 100s sizes in the colors Red, Gold, and Menthol. And the last product is one is Gustavus Snus







[bookmark: _Toc118105581]CHAPTER FOUR
[bookmark: _Toc118105582]MARKET COMPETITION



[bookmark: _Toc118105583]Service Quality
Products of JTI are well reputed among the smokers of all through the world. Needless to say, they have chosen it as the quality is far better. JTI is serving the smokers for a long time. 

[bookmark: _Toc118105584]Market Competition in the tobacco industry
The two major tobacco companies in Bangladesh include British American Tobacco, which holds 66.6% of the cigarette market by volume, and Dhaka Tobacco Industries (under Akij Group), with 20.5% of the cigarette market. 
[bookmark: _Toc118105585]Tobacco Industry of Bangladesh
In Bangladesh, there are two primary associations for the tobacco business. There are two organizations that speak for the sector: Bangladesh Manufactures Association (BBMA) and Bangladesh Cigarette Manufacturers Association (BCMA).
Bangladesh's top cigarette producers include:

· British American Bangladesh Tobacco, 
· Abul Khair Tobacco, 
· Nasir Tobacco, 
· Azizudin Industry, and 
· New Age Tobacco are among the tobacco companies.

The principal producers of biri are:
· Akij Biri 
· Abdul Biri
· Nasir Biri 6
· Karikar Biri
· and Aziz Biri numerous local biri producers
The two major tobacco companies in Bangladesh include British American Tobacco, which holds 66.6% of the cigarette market by volume, and Dhaka Tobacco Industries (under Akij Group), with 20.5% of the cigarette market. Philip Morris International distributes its products in Bangladesh through Dhaka Tobacco Industries, and Japan Tobacco Inc boosted its presence by acquiring Akij Group in 2018. Smaller domestic companies include Abul Khair Leaf Tobacco, Alpha Tobacco Company, Nasir Gold Tobacco Company, and Sonali Tobacco. In 2018, 91.6 billion cigarettes were sold in Bangladesh

One of the top tobacco-using nations in the world is Bangladesh. This area effectively reduces the population of smokers. There are many of female smokers as well, so tobacco use is not just restricted to men. More than 87% of Bangladesh's population uses tobacco in some way, whether they smoke it (both cigarettes and biris) or not. Of those, 58% of men and 29% of women use tobacco, which is more prevalent among men. An estimated 46.3 million adults used tobacco products in 2012, whether they were smoked or smokeless. Most smokers are men. Adult men smoke manufactured cigarettes at a rate of 28.3% and biris at a rate of 21.4%. In contrast, usage of smokeless tobacco is widespread among both sexes, while women are more likely than men to use it (27.9% versus 26.4%, respectively). The most popular kind of smokeless tobacco is betel quid mixed with tobacco (zarda), but other smokeless tobacco products like gul, sadapta, and khoineee are also widely used.

There is competition among the primary rivals, but unlike rivalries in other industries, it is distinct since it is based on consumer preferences, such as the popularity of a certain brand of cigarette. Marlboro, which is controlled by Philip Morris of the Altria group, is an illustration of this; other businesses, like British American Tobacco, would like to match their success with one of their brands, like Rothmans. Competition: There is competition among the major players, but this competition is different from that of other industries in that it is directly related to consumer preferences, such as the popularity of a given cigarette brand. Marlboro, which is controlled by Philip Morris of the Altria group, is an illustration of this; other businesses, like British American Tobacco, would like to match their success with one of their brands, like Rothmans. There is competition among the major rivals, but this rivalry is distinct from that of other businesses in that it is based on consumer preferences, as demonstrated by the success of the Winston cigarette brand, for instance. Marlboro, which is controlled by Philip Morris of the Altria group, is an illustration of this; other businesses, like British American Tobacco, would like to match their success with one of their brands, like Rothmans.


[bookmark: _Toc118105586]SWOT Analysis of Japan Tobacco 

	
	Opportunities
	Threats

	Strengths
	Strategies for Strength Opportunities (SO)

Using brand recognition to gain ground in new markets
	Strategies for Strength Threats (ST)

Investing in R&D to resist disruptors of the consumer and non-cyclical industries

	Weaknesses
	Weakness for Opportunities (WO) Strategies

Investing in supply chain improvements and customer-focused offerings
	Weaknesses for Threats (WT) Strategies

Leave the company and concentrate on his growth areas



[bookmark: _Toc118105587]Strengths
The Company’s robust brand portfolio is Japan Tobacco's first competitive advantage. In the past, Japan Tobacco has purchased a number of well-known tobacco brands, including Winston, Mild Seven, and others. In nations like the United States and many others, stricter regulations have been implemented with regard to tobacco product ads. Due to the extremely constrained advertising campaign, this has all slowed the growth of new businesses who attempt to enter the market. As a result, developing brand awareness can be challenging for new businesses. As a result, this becomes strength for Japan Tobacco because the brands are already well-known and popular.

[bookmark: _Toc118105588]Weaknesses
Being a Japanese state-owned business that has gone public, Japan Tobacco mainly depends on its local markets. Its operating profit is produced in Japan to the tune of 70%. This gives the impression that the business "placed most of its eggs in one basket." Putting the majority of its eggs in one basket was the vulnerability that led to the threat, which will arise if new regulations have been approved to further restrict the consumption of tobacco. The portfolio of Japan Tobacco is not very diverse.

After barely 30 years, Japan Tobacco has reached a global audience. When compared to tobacco industry behemoths like British American Tobacco and Philip Morris International, 30 years is still young. Despite being the third-largest tobacco corporation in the world, Japan Tobacco barely controls 11% of the market. If we compare this to other industries, it's a fairly wide gap.

[bookmark: _Toc118105589]Opportunities
Opportunities are areas with potential for growth, profits, and market share that the company Chan has identified.
Rapid technology advancements are increasing industry productivity and enabling suppliers to produce a wide range of goods and services. This may enable Japan Tobacco to expand extensively into related products.

Rapid Economic Growth the US economy is growing more quickly than any other industrialized economy, giving Japan Tobacco the chance to increase its presence there. Japan Tobacco already has the skills necessary to compete in the US market.

Low inflation increases market stability and makes it possible for Japan Tobacco clients to obtain credit at cheaper interest rates. As a result, more Japan Tobacco products will be consumed.
- Consumer preferences are evolving quickly Customers today are increasingly eager to experiment with and test new products on the market thanks to rising disposable incomes, easy access to information, and rapid acceptance of technical products. Japan Tobacco is required to keep a close eye on both general trends in the tobacco industry and the larger consumer/non-cyclical sector.
[bookmark: _Toc115176904][bookmark: _Toc115177120]- Reducing the price of new product releases through specialized social networks and retail partners. Japan Tobacco can take advantage of the new tendency to launch new products modestly before expanding them following their initial success.
[bookmark: _Toc115176905][bookmark: _Toc115177121]Opportunities in the internet world - As more people use online services; Japan Tobacco will be able to offer its clients new products in the tobacco sector.



[bookmark: _Toc118105590]Threats
Threats are elements that may pose a risk to a company's business models due to shifting macroeconomic variables and shifting consumer attitudes. Threats cannot be eliminated but can be managed.
Shortage of experienced human resources - Given the significant staff turnover and growing reliance on creative solutions, company name may soon encounter issues relating to skilled human resources.

Baby boomers are retiring, and the younger generation is having a difficult time replacing their purchasing power. As a result of young people's lower brand loyalty and greater openness to trying new things, Japan Tobacco may see an increase in short-term earnings at the expense of longer-term margin reduction.

Growing technological prowess of local businesses in the export industry - For Japan Tobacco, the possibility of losing IPR is one of the major risks of a partnership with local players in the export market. In emerging nations, especially China, the legal environment for intellectual property rights is not very robust.
- Competitive pressures - As the consumer/non-cyclical industry's new product introduction cycles shorten. Players like Japan Tobacco have experienced increased competitive pressure as a result. Japan Tobacco is unable to quickly address the demands of the narrow markets that disruptors are concentrating on due to the size of their client base.
- Commoditization of the product segment - The Consumer/Non-Cyclical industry's products are becoming more and more commodity-like, which is the largest issue for Japan Tobacco and other businesses in the sector.
- Distrust in institutions and a growing danger of legal action against Japan Tobacco since it is difficult to enforce WTO rules and laws in diverse markets. Legal processes have evolved into costly and drawn-out processes. It may cause Japan Tobacco to make fewer investments in emerging regions, which would restrict growth.

[bookmark: _Toc118105591]Competitive picture of tobacco: Case of JTI
The companies that produce cigarettes, cigars, snuff, chewing tobacco, and pipe tobacco are referred to as being in the "tobacco industry" in general. The world's largest tobacco company by volume is now China National Tobacco Co. Due to extensive merger and acquisition activity in the 1990s and 2000s as well as the 2008 spinoff of Altria's international cigarette holdings as Philip Morris International, four companies—listed in alphabetical order—dominate global markets:

1. British American Tobacco
2. Imperial Tobacco
3. Japan Tobacco
4. Philip Morris International
Even though Philip Morris International has been fully autonomous since 2008, Altria still maintains total control over the tobacco company in the US. These businesses either hold a monopolistic position in the majority of these nations or have acquired the top domestic producer or producers (often a former state monopoly). The only other important independent business operating in the United States up until 2014 was Lorillard, which Reynolds American, Inc. purchased. British American Tobacco owns 25.4% of India's leading player, ITC Limited. There are still a few tiny independent businesses and a few government-owned monopolies.

[bookmark: _Toc118105592]Country or regional position:
According to estimates from the Food and Agriculture Organization of the United Nations, the following countries/regions produced the most unprocessed tobacco in 2000. (Facts are expressed in thousands of tonnes)
 
	A nation or region
	Production measured in tons

	[image: https://upload.wikimedia.org/wikipedia/commons/thumb/f/fa/Flag_of_the_People%27s_Republic_of_China.svg/23px-Flag_of_the_People%27s_Republic_of_China.svg.png] China
	2,298.8

	[image: https://upload.wikimedia.org/wikipedia/en/thumb/4/41/Flag_of_India.svg/23px-Flag_of_India.svg.png] India
	595.4

	[image: https://upload.wikimedia.org/wikipedia/en/thumb/0/05/Flag_of_Brazil.svg/22px-Flag_of_Brazil.svg.png] Brazil
	520.7

	[image: https://upload.wikimedia.org/wikipedia/en/thumb/a/a4/Flag_of_the_United_States.svg/23px-Flag_of_the_United_States.svg.png] United States
	408.2

	[image: https://upload.wikimedia.org/wikipedia/commons/thumb/6/6a/Flag_of_Zimbabwe.svg/23px-Flag_of_Zimbabwe.svg.png] Zimbabwe
	204.9

	[image: https://upload.wikimedia.org/wikipedia/commons/thumb/b/b4/Flag_of_Turkey.svg/23px-Flag_of_Turkey.svg.png] Turkey
	193.9

	[image: https://upload.wikimedia.org/wikipedia/commons/thumb/9/9f/Flag_of_Indonesia.svg/23px-Flag_of_Indonesia.svg.png] Indonesia
	166.6

	[image: https://upload.wikimedia.org/wikipedia/en/thumb/f/f3/Flag_of_Russia.svg/23px-Flag_of_Russia.svg.png] Russia
	116.8

	[image: https://upload.wikimedia.org/wikipedia/commons/thumb/d/d1/Flag_of_Malawi.svg/23px-Flag_of_Malawi.svg.png] Malawi
	108.0



The governments of nations around the world are increasingly restricting cigarette advertising, citing health concerns as justification. 

Japan Tobacco International is buying the tobacco business of Bangladesh's Akij Group for around$1.5 billion, its alternate major purchase in five months as the world's third- biggest cigarette maker seeks new growth requests to neutralize shrinking deals at home.
The124.3 billion takas($1.5 billion) deal, the biggest ever involving a Bangladeshi company, according to Thomson Reuters data, comes after Japan Tobacco agreed in March to buy Russia’s Donskoy Tabak for about 90 billion rubles($1.42 billion).

Akij is Bangladesh’s alternate- biggest tobacco company and holds about 20 percent of the cigarette request in the country, which is the world’s eighth largest cigarette request, according to the statement.
It has brands similar as Navy and Sheikh and its tobacco business is profitable, Japan Tobacco said. The deal would add about 17 billion units to the Japanese company’s deals volume, it added.

The accession of the business, United Dhaka Tobacco Co, is anticipated to be completed in the third quarter of this time, pending nonsupervisory concurrence, Japan Tobacco said.
Japan Tobacco and its peers- Philip Morris International PM.N, British American Tobacco BATS.L, and Imperial Brands IMB.L- are scuffling with decelerating deals as further people give up smoking. Connection has been anticipated, especially after club's preemption last time of Reynolds American.

[bookmark: _Toc118105593]Factors influencing competition

[bookmark: _Toc118105594]Product Taste
Since much of taste is rooted in smell (and vice versa) cigarettes taste a touch as they smell. Kind of like burning newspaper mixed with the aroma of tobacco. I smoke Menthol cigarettes so there's also a way of mint. I personally considerably enjoy the taste and smell of cigarettes, both lit and unlit.

[bookmark: _Toc118105595]Market Share of British American Tobacco
Club Bangladesh is amongst the first many companies to be listed on the Dhaka and Chattogram Stock Exchange and is also one of the leaders in request capitalization.

The Raleigh Investment Co. Ltd. holds72.91 of our shares;6.05 is possessed by Investment Corporation of Bangladesh; Sadharan Bima Corporation holds2.82; Bangladesh Development Bank Limited holds0.34; Govt holds0.64; Commercial Investor holds14.20 and3.03 is possessed by an individual investor.

[bookmark: _Toc118105596]Consumer Attraction Policy
There are1.3 billion tobacco druggies worldwide. That number would be indeed larger if tobacco did not kill half of its druggies. Every four seconds, tobacco takes another life. Decades of the tobacco assiduity’s deception and devious tactics have hooked generations of druggies to nicotine and tobacco, driving this global epidemic. The multi-billion-dollar assiduity recruits new tobacco and nicotine druggies to award investors with as important profit as possible and keep its business alive. Tobacco and related diligence have decreasingly feed on children and adolescents, employing advertising tactics and targeting them directly with a new portfolio of products that hang their health. These diligences are moving at a rapid-fire speed to launch being and new products and use every means to expand their request share before regulations can catch up with them. Tobacco and related diligence continue to oppose substantiation- grounded measures, similar as increases in excise levies and comprehensive bans on tobacco advertising, creation, and backing and have hovered legal conduct against governments that try to cover the health of their citizens.

Tobacco industry manipulated people and attracts new users by using numerous tactics.  As mindfulness of the damages of tobacco use grew and global tobacco control sweats boosted over the last decade, social adequacy of tobacco use declined. This catalyzed the tobacco assiduity to readdress old tactics to restore its tarnished character and secure a new generation of druggies.
The tobacco assiduity has made well- delved, calculated attempts to redesign and rebrand its products to sustain profitability. It introduced cigarette pollutants and the so- called “ light ” and “ mild ” tobacco products as an volition to quitting, reducing tobacco druggies ’ comprehensions of threat and detriment, and undermining effective tobacco control programs. Similar deceiving marketing continues moment, with the assiduity championing for the detriment reduction approach through new products similar as electronic nicotine delivery systems (ENDS) and electronic on-nicotine delivery systems (ENNDS), generally appertained to as ‘e-cigarettes ’, and heated tobacco products (HTPs). Product placement in entertainment media, similar as TV and cinema. Children and adolescents who watch pictures and TV shows containing delineations of smoking are at an increased threat of initiating smoking. Exposure to tobacco products ore-cigarette marketing in entertainment media influences children and adolescents’ intention to use these products. 

Free product samples. Nicotine and tobacco product samples are distributed in high- business areas, particularly venues visited by youth, similar as road corners, shopping promenades, carnivals, and musicales, to attract new consumers. In over 50 countries, at least 10 of scholars aged 13- 15 reported ever being offered a free cigarette by a tobacco company representative. 
 Wares with company ensigns. In over 120 countries, at least 1 in 10 scholars aged 13- 15 reported having an object with a tobacco company totem on it.

[bookmark: _Toc118105597]Health-Conscious Warning
Smoking is major explanation for cardiovascular disease, like heart disease and stroke. Smoking increases the danger of blood clots, which block blood flow to the guts, brain or legs. Some smokers find you having their limbs amputated due to blood circulation problems caused by smoking. 

Within 10 seconds of his first air, the poisonous chemicals in tobacco bank reach his brain, heart and other organs. Smoking harms nearly every part of his body and increases his threat of numerous conditions. Smoking also affects how you look and feel his finances and the people close to you.
When one smokes, dangerous chemicals enter his lungs and spread through his body. They can reach his brain, heart, and other organs within 10 seconds of his first air
go far and wide his blood overflows, harming every part of his body.
Reduce his life expectation and his quality of life increase his threat of numerous conditions and conditions as well as of dying precociously.

It can be a long time before smokers get a smoking- related condition or complaint. Because of this, some people believe it will not be to them. In fact, up to ⅔ of long- term smokers will Bones of a smoking- related complaint have their life cut short by about 10 times on average, compared tonon-smokers. There's also growing substantiation to suggest that smoking has a negative impact on internal health. For illustration, some studies show that smoking is associated with increased rates of anxiety, fear attacks, depression, self-murder attempts, and schizophrenia.

[bookmark: _Toc118105598]Environment Safety
Environmental impacts of tobacco husbandry include massive use of water, large- scale deforestation, and impurity of the air and water systems. Numerous countries that grow and/ or produce tobacco are low- or middle- income countries and some of them face substantial food instability and indeed hunger.

Marketable tobacco husbandry takes place on a massive scale. In 2012 it produced nearly7.5 million metric tonnes of tobacco splint on4.3 million hectares of agrarian land in at least 124 countries. In recent decades international tobacco pots have lowered product costs by shifting tobacco splint product from high- income to low- income countries, where around 90 of tobacco husbandry now takes place. China, Brazil, and India are the largest tobacco splint farmers, with China counting for3.2 million metric tonnes. This chapter looks at some of the ways in which tobacco growing and curing negatively affect the terrain.
Typically the type of environmental costs in producing tobacco occurs.
I. chemicals used e.g. in the medication and treatment of the tobacco splint;
II. Essence involved in the manufacture and shipping of cigarette- making machines;
III. Energy used for manufacturing and distributing tobacco products (coal, gas, etc.);
IV. Wood pulp and effluent left over from cigarette paper and packaging manufacture;
V. Energy needed for, and effluent created by, birth, extrusion, and processing of cellulose acetate pollutants;
VI. All effluent from the cigarette- making process;
VII. Thousands of chemical complements, including seasonings and pH modifiers similar as ammonia; and
VIII. Energy used in the manufacture and fuelling of exchanges, vessels, and aero planes to transport tobacco products from Product shops to retailers.

[bookmark: _Toc118105599]Tobacco Consumption
35.3% of all adults (age 15+) use any tobacco products (men 46.0%; women 25.2%).
18.0% smoke tobacco (men 36.2%; women 0.8%)
20.6% of adults use smokeless tobacco (men 16.2%; women 24.8%)
Bidis are cheaper, handmade cigarettes that are popular among the poor in Bangladesh. Over a quarter of Bangladeshi adult smokers (5.0% of adults overall) consume bidis.
Among youth (ages 13–15), 6.9% use tobacco in any form (boys 9.2%; girls 2.8%).2
2.9% currently smoke tobacco (boys 4.0%; girls 1.1%)
4.5% use smokeless tobacco products (boys 5.9%; girls 2.0%)
The following diseases may cause by cancer. 
a. Cancer
b. Breathing problems and chronic respiratory conditions
c. Heart disease, stroke and blood circulation problems
d. Diabetes
e. Infections
f. Dental problems
g. Hearing loss
h. Vision loss
i. Fertility problems
j. Osteoporosis and menopause

How JTI influence these factors
[bookmark: _Toc118105600]Product Taste: One of the biggest corporations in the tobacco sector is JTI. JTI can readily affect the aforementioned criteria because it caters to such a wide variety of tobacco brand preferences.
JTI may broadly classify their tobacco goods into five major categories which actually different in tastes also.
I. Cigarettes
II. Rolling cigarettes

III. Products with Lower Risk

IV. Snus, and.

V. Cigars

Tens of thousands of farmers all around the world produce and cure each for us and provide it to us in a variety of grades. In an effort to maintain the constant quality and flavor that our brands are known for, we sample tobacco leaf on a regular basis.
Among JTI's three tobacco varieties are: Virginia, Burley, and Oriental
a. Virginia
b. The name "Virginia" refers to the American state famous for curing bright-leaf tobacco, which is flue-cured in a barn heated by pipes.
c. Burley
A mild tobacco that is air-cured for a few weeks and has a lower sugar content than other types.
d. Oriental
You might be more familiar with this variety as Turkish tobacco because it is sun-cured, intensely aromatic, and has short leaves.

Only by acquiring and carefully blending precisely the right mixture of grades will one achieve the distinctive flavor and quality that our cigarette brands are known for. This methodical step is the first in a professional process for blending tobacco.
Flavors are also added, and the tobacco is changed. These flavors could be subtle or strong, and they might include additives like menthol or carob bean. According to regional preferences, flavorings may be used in different amounts.


[bookmark: _Toc118105601]Rolling Tobacco
Rolling tobacco is fine-cut tobacco that has been packed loosely in sacks. It is used to produce both RYO (roll-your-own) and MYO (make-your-own) cigarettes, which are made with rolling papers (made by filling a sludge tube with cut tobacco). Of all of our traditional tobacco products, it is arguably the most versatile.
In the past, rolling tobacco was viewed as a product of poorer grade. It is currently produced to the same meticulous, high standards as cigarettes.
Smoking produced with knitting Smokers have control over more than simply the quantity of tobacco with "roll-your-owns." Smokers have the option of changing the sort of cigarette paper and toxins they use.

Unique flavors and aromas Each of our brands of rolling tobacco has its own distinct flavor and perfume. Often, these are a better reflection of the truth than many cigarettes.
Unique texture Fine-cut rolling tobacco has a texture that makes it simple to handle and burns very differently from, say, pipe-smoking tobacco.

[bookmark: _Toc118105602]Market Share
Japan Tobacco Inc.'s parent company has its headquarters in Tokyo and is traded on the Tokyo Stock Exchange.
Leading worldwide tobacco corporation The JT Group has operations in over 70 nations. We have brands like Winston, Camel, MEVIUS, and LD that are well-known internationally, and we sell our products in more than 130 nations. The earnings growth of the Group is complemented by our operations in pharmaceuticals and processed foods, both of which we are expanding for long-term success.

If we discuss about the market share of JTI, it will give a picture of its density in the arena of tobacco industry.
Italy has the position in the key markets which is 23.9%, Russia has 35.6%, United Kingdom has 41.3%, France has 23.2%, Spain has 24.8%, Turkey has 27.7%, Taiwan has 42.5% and Japan has 61.8% market share. Above percentages easily declares the strong market share of JTI around the world.

Over 60% of the Group's consolidated adjusted operating profit is generated by the international tobacco industry, which continues to be the JT Group's primary driver of growth. In the medium to long term, we anticipate that the global tobacco company will continue to see consistent top- and bottom-line growth, further enhancing its competitiveness in both combustibles and Reduced-Risk Products (RRP)*. Strong equity brands across all pertinent product categories and price ranges make up our international brand portfolio, which is both highly competitive and well-balanced. Leading brands in cigarettes and fine cut, like Winston, Camel, MEVIUS, and LD, as well as Reduced-Risk Products, like Ploom and Logic, are included in the portfolio.
The worldwide tobacco business reports that the core revenue for the year 2018 was 11,330 USD and the adjusted operating profit was 3,493 USD. On the other hand, according to figures on the domestic tobacco market in Japan, core revenue for the year 2018 was 582.4 JPY, and adjusted operating profit was 209.0 JPY.

[bookmark: _Toc118105603]Consumer Attraction Policy
The products of JTI is a brand alone. Still, JTI is performing many activities regarding the attraction policy for attract the consumers. 
In any format or advertising channel, JTI's advertising and promotion only targets adult smokers who are currently using tobacco. JTI, for instance, doesn't
· Use fonts or imagery that appeals to children, includes or mentions celebrities, or depicts anyone who is depicted as being under the age of 25 or who otherwise appears to be under that age;
· imply that smoking helps people succeed in sports, athletics, relationships, or in their careers;
· Theoretically, advertise its cigarette brands and products on radio, television, or in theaters;
· unless there is reliable, third-party evidence indicating that at least 75% of the publication's readers are adults and that the proportion of children who read it is less than 10% of all minors in the country of circulation, advertise in printed publications that are distributed to the general public;
· Authorize, compensate, or accept payment from third parties for the placement of goods, advertisements, or branded items in any mass-media entertainment made by a third party and marketed to the general public, such as movies, TV shows, theatrical productions, live or recorded music, video games, or online content like videos and blogs;
· JTI limits minors' access to promotional content and advertising in media that are utilized for advertising wherever it is practical to do so. Where permitted by law, JTI does not permit participation in promotional offers or programs by minors or non-tobacco users.
JTI exclusively sends direct mail, emails, and texts to adults who reside in the market targeted by the website, direct mail, email, or text message. Furthermore, JTI only allows access to advertising and promotional materials on websites bearing the JTI trademark or other websites that are accessible to the general public.

Before access to the website is given, you must accept the terms and conditions put forth by JTI, or you must consent to receive branded direct mail, email, or text messages from JTI.
· Adult smokers who have been vindicated by JTI have the right to refuse further access at any moment, and JTI respects their decision. Additionally, they have the choice to refuse further harm from ingrained direct correspondence, dispatch, or manual dispatching. When it is appropriate, JTI also excludes minors and non-tobacco users.

[bookmark: _Toc118105604]Health-Conscious Warning
JTI includes health warnings on each packet of cigarettes and other tobacco products meant for retail sale, even though it is not compelled by law to do so. In addition, JTI places clearly visible health warnings on all marketing materials, with the exception of those that are allowed by law, such as those that are less than 250 cm2 in size and those that are placed on any surface at a retail location.

In fact, the JTI is well concerned about the health-conscious issues. Smoking is a major contributor to catastrophic illnesses such lung cancer, coronary heart disease, emphysema, and chronic bronchitis. JTI encourages sweats to counsel smokers accordingly. The dangers of smoking for your health should be known to everyone. Items that don't entail combustion and don't produce tobacco bank, in JTI's opinion, are products with the potential to lessen the drawbacks of smoking. Nevertheless, JTI understands that there are risks associated with these medications and that further research is necessary to fully comprehend their long-term health benefit.

The adult consumers want to know what constituents are inside their products. JTI provides information on a voluntary base on its websites. As required by law, JTI also gives product information to governments, but it requests that its trade secrets be respected and guarded.
No minor should use or have access to nicotine-containing goods, including cigarettes. The code of conduct, marketing plans, operational initiatives, and business operations at JTI are all built on this conviction. Although JTI is committed to doing everything in its power to prevent adolescent access, success ultimately depends on all segments of society working together because many people are worried about being exposed to environmental tobacco banks. Smokers should be courteous of those around them and avoid smoking around children. JTI supports practical, reasonable policies that distinguish between smokers and non-smokers while respecting each group's legal rights. Furthermore, we are committed to developing and commercializing Reduced- Threat Products that can also minimize the negative impacts of smoking on others.
JTI admits that cigarettes are a legal but contentious product. Although people bomb for amusement, there are significant risks involved. As a result, JTI thinks tobacco products ought to be regulated.

According to JTI, adults should be able to determine whether or not to bomb, and nobody should do so unless they are aware of the hazards. These hazards set cigarettes apart from the majority of consumer items and confer a serious duty of care on the diligent. JTI anticipates being held accountable for it, together with the government and the rest of society.

[bookmark: _Toc118105605]Environment Safety
JTI is also concerned about the issues with the terrain. Pollution is a concern today.
ETS is a combination of the tobacco bank that smokers exhale and the tobacco bank that floats from a cigarette's burning end in between breaths. It is sometimes referred to as alternate-hand bank.
ETS may irritate the eyes, nose, and throat in locations where voices are too quiet. Additionally, it may make some non-age-related respiratory conditions, such as asthma, and non-age-related respiratory tract infections worse. This is similar to how numerous studies have connected ETS to Sudden Infant Death Syndrome (SIDS). According to generally held beliefs, JTI does not believe that it has been proven that ETS causes conditions including lung cancer, coronary heart disease, emphysema, and chronic bronchitis. See Active Smoking.

Being exposed to ETS worries a lot of people. Smokers should be considerate of those around them. JTI Explosives cautions against smoking in front of kids.
JTI supports practical solutions like designated smoking and non-smoking areas that protect the rights of smokers and non-smokers.
Tobacco products pose risks to one's health. These hazards set cigarettes apart from the majority of consumer items and confer a serious duty of care on the diligent. JTI anticipates being held accountable for it, along with the government and the rest of society.
JTI supports the creation of reasonable, workable, and suitable regulation that controls the marketing of tobacco products in order to safeguard its right to connect with people who use these products.

[bookmark: _Toc118105606]Tobacco Consumption
JTI can have a vivid impact on the tobacco consumption factor, which is a crucial element. The likelihood of JTI using tobacco is suitable. We may cite a number of JTI employees who are accountable for meeting customer demand.

Customers are becoming less demanding. In order to provide them with the widest selection of high-quality products, we listen to our customers as much as we can. They want high-quality goods at fair prices. Takehiko Tsutsui, elderly vice chairman reduced- threat products.
Different RRP orders have different benefits. E-cigarettes are frequently associated with a wide flavor range, convenience and in some cases affordability. Tobacco vapor products deliver authentic tobacco taste and have a ritual that's much near to the act of smoking.
Xavier Lubino, R&D strategy & invention vice chairman, reduced- threat products











[bookmark: _Toc118105607]CHAPTER FIVE
[bookmark: _Toc115177146][bookmark: _Toc118105608][bookmark: _Toc115177147]RECOMMENDATIONS AND CONCLUSION




[bookmark: _Toc118105609]Recommendations for improvement
This company's primary flaw is that it places more emphasis on sales than on branding. The product can be introduced to the market and to customers through effective merchandising and consumer engagement. After that, the consumption would rise gradually each day. In addition, we must eliminate wet products from the market. When consumers consume damp products, the flavor may change, causing them to consider switching to a different brand.

The company has to focus more on consumption. More Brand Ambassadors might be hired to interact with customers and increase consumption by thoroughly informing them on the product and the brand's message. They'll work on several projects in groups.
  The business has to focus more on marketing. Every single retailer ought to carry items, such as stickers, danglers, dummy packs, and pack displays. Proper merchandising and more obvious positioning are required.
• The presence or accessibility of the product is, in my opinion, of utmost importance. At each outlet, we ought to hoist at least one pack. Instead of volume, we ought to pay attention to this. That should be our aim—for people to acquire the product with such ease.
• Sell damp things to give buyers a taste of the freshness. Customers won't enjoy the taste of the products if they arrive moist. Therefore, from my point of view, it's crucial to sell the damp goods because a first impression never fades.
  Winston is the brand that is being pushed. Consequently, selling to merchants is challenging. As a result, the corporation may create a program in which it may give away various things with one or two packs. The product will be simpler to get than the volume generator program 5+1.
• Through our interactions with customers, we received a number of comments in which customers complained of irritation following product usage. They can make it based on the Bangladeshi market or increase the quality of the raw materials on this basis.

[bookmark: _Toc118105610]Conclusion
JTI is a well-known tobacco manufacturer around the world. However, it is a new player in the Bangladeshi tobacco market. Because of this, the business is up against stiff competition and finding it difficult to draw in customers. They have put in place a number of marketing initiatives for consumers, wholesalers, and retailers. On the basis of customer input, various recommendations have been made in this study. If JTI abides by these suggestions, they will be able to compete with their rivals and draw in more customers. The results of the study and most recent poll show that customers are not entirely happy with their goods. Finally, it can be said that JTI can become one of Bangladesh's top tobacco companies if they adopt these recommendations and reach their desired number of customers.

What people should consider about the pitfalls
i. Smoking is a cause of colorful serious and fatal conditions.
ii. The health pitfalls in groups vary by the quantum smoked, being loftiest in those who bomb for further times and bomb further cigarettes per day.
iii. The pitfalls reduce in groups of people who quit smoking and the reductions increase from quitting earlier.
iv. Experts advise no smoking during gestation.
v. The only way to be certain of avoiding the pitfalls of smoking is to not bomb.

In the world of public health, detriment reduction is about developing programs to try and minimize the negative health impact of a parlous exertion without stopping it entirely.

For illustration, championing the use of condoms reduces the spread of sexually transmitted conditions. For tobacco, this means offering less parlous druthers to regular cigarettes for those smokers who cannot, or choose not to, give up.
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