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1. [bookmark: _Toc130111545]EXECUTIVE SUMMARY 
British American Tobacco (BAT) is a multinational tobacco company headquartered in London, UK. It is one of the world's biggest tobacco companies and does business in more than 180 countries. The company was founded in 1902 as a joint venture between the UK's Imperial Tobacco Company and the American Tobacco Company. BAT and other tobacco corporations are increasingly under government pressure. Higher tobacco pricing, plain packaging, and advertising restrictions are being implemented worldwide to discourage smoking.
British American Tobacco (BAT) is the largest tobacco multinational. It operates in more than 180 nations. BAT's annual reports detail its financial performance, strategic aims, and environmental actions as a public company. We'll utilize BAT's annual and special reports to demonstrate how vital cultural transformation is to BAT. BAT's success hinges on its culture. Its purpose-driven culture motivates and engages people, enhances stakeholder connections, and delivers long-term shareholder value. BAT can also cope with shifting legislation and stay competitive by adjusting its culture and development. BAT should prioritize its purpose-driven culture and invest in innovation and flexibility to succeed. BAT recognizes the need for organizational culture growth and transformation, but it has to disclose more openly how well and how long its initiatives work. Because of its stagnant corporate culture, BAT has suffered. The company has struggled to adapt to changing market conditions, and its reputation has suffered because people think it doesn't care about sustainability, social responsibility, or doing the right thing. But there are hints that the corporation is taking these issues more seriously, so it will be vital to monitor its progress over the next few years.
Through this report, the author addressed all the criteria pertaining to the above points in depth.
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4. [bookmark: _Toc130111548]COMPANY INTRODUCTION 
British American Tobacco (BAT) is a multinational tobacco company headquartered in London, UK. It is one of the world's biggest tobacco companies and does business in more than 180 countries. The company was founded in 1902 as a joint venture between the UK's Imperial Tobacco Company and the American Tobacco Company.
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[bookmark: _Toc129975769]Figure 1: BAT Logo
BAT makes, sells, and distributes cigarettes, cigars, and other tobacco products as part of its business. Dunhill, Lucky Strike, Kent, Pall Mall, and Rothmans are some of the cigarette brands made by the company. It also produces a range of tobacco products, including cigars, pipe tobacco, and smokeless tobacco.
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[bookmark: _Toc129975770]Figure 2: BAT Products
In the past few years, BAT has expanded its business beyond traditional tobacco products and put a lot of money into new products like vaping and heated tobacco. The company's Vype brand of e-cigarettes is one of the most popular in the UK, and its Glo and Velo heated tobacco products are becoming more popular in other markets.
Even though there are more rules to follow, and less people smoke in many countries, BAT is still a major player in the global tobacco industry. The company has a significant presence in both developed and emerging markets, with a strong market share in countries such as Brazil, Russia, and Indonesia.
BAT has invested in industries like agriculture and technology, in addition to its main business, which is selling tobacco. The company has set ambitious sustainability targets, with a focus on reducing its environmental impact and promoting sustainable farming practises. It is also committed to promoting responsible marketing practises and working with governments and other stakeholders to reduce the harm that tobacco products cause.
One of the biggest problems for BAT and other tobacco companies is that their products are coming under more and more pressure from the government. Governments around the world are introducing measures to discourage smoking, such as higher taxes on tobacco products, plain packaging requirements, and restrictions on advertising and promotion. BAT has responded to these problems by making its business more diverse and investing in new products that are thought to be less harmful than traditional cigarettes.
Public health advocates and other interested parties have also said that BAT's products cause serious health problems and add to the number of sick people around the world. In response to these complaints, the company has put money into scientific research to find out more about how its products affect health and has worked to promote responsible marketing practises.
Overall, British American Tobacco is a major player in the global tobacco industry. It has a strong presence in both developed and emerging markets. The company doesn't just sell traditional tobacco products anymore. Instead, it is investing in new products like vaping and heated tobacco. Even though there is more pressure from regulators and more criticism from people who care about public health, BAT is still committed to promoting responsible marketing practises and making its products less harmful (BAT, 2023), (BAT, 2021/2022), (BAT, 2019/2020). 

5. [bookmark: _Toc130111549]ORGANISATIONAL CULTURE CHANGE AND DEVELOPMENT 
British American Tobacco (BAT) is the world's largest multinational tobacco company. It does business in more than 180 countries. As a public company, BAT puts out annual reports that explain the company's financial performance, strategic priorities, and efforts to be more environmentally friendly. In this essay, we will use examples from BAT's annual reports and special reports to show how important it is for the BAT organisation for its culture to change and grow.
The 2020 Annual Report is one example of a BAT annual report. It shows how the company did during a difficult year because of the COVID-19 pandemic. The report shows that even though the pandemic hurt the global economy, BAT was still able to show strong financial results, keep paying dividends to its shareholders, and speed up its efforts to be more sustainable. The report also lists BAT's strategic goals, such as focusing on its core business, changing its portfolio, and speeding up its business in new categories (BAT, 2020/2021).
The 2019 Annual Report is another example of a BAT annual report. It shows how the company has changed its product line and grown its business in new categories. The report shows that BAT's new categories business, which includes vaping, heated tobacco products, and oral tobacco products, grew by 32% in 2019, making up 6% of the company's revenue. The report also talks about BAT's sustainability efforts, such as reducing its impact on the environment, promoting human rights and labour standards, and improving its customers' health and well-being (BAT, 2019/2020).
BAT also puts out special reports that go into more detail about certain topics than its annual reports. One example is the 2020 Human Rights Report, which shows that BAT is committed to promoting human rights and labour standards all along its value chain. The report shows that BAT has set up a human rights due diligence programme that covers all of its operations and suppliers. It has also made partnerships with other groups to deal with human rights problems in the tobacco industry (BAT, 2020).
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[bookmark: _Toc129975771]Figure 3: BAT Human Rights Performance 2019
The 2022 one of the Sustainability Report is another example. It shows how far BAT has come in meeting its sustainability goals and dealing with its social and environmental effects. The report shows that BAT has come a long way in reducing the amount of greenhouse gases it puts into the air (BAT, 2022).
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[bookmark: _Toc129975772]Figure 4: Product Portfolio 
BAT can't say enough about how important it is for the organization's culture to change and grow. As a global tobacco company, BAT does business in a world that is becoming more and more regulated and difficult. BAT needs to have a culture that encourages innovation, flexibility, and doing the right thing if it wants to stay competitive and keep growing.
BAT's success depends on its culture of being driven by a purpose. By aligning its business strategies with its purpose, BAT can motivate and engage its employees, strengthen its relationships with its stakeholders, and create long-term value for its shareholders. BAT's purpose-driven culture is also important for its reputation and brand value, as consumers and investors are increasingly looking for businesses to act in an ethical and sustainable way.
Also, organisational culture change and development can help BAT deal with the problems caused by the changing rules and regulations. As governments all over the world make rules about tobacco products stricter, BAT needs to be more flexible and creative in how it develops, markets, and distributes its products. By encouraging a culture of innovation, BAT can use new technologies and business models to meet the changing needs of its customers and stay competitive in the market.
In the end, BAT's success depends on its ability to change and improve its organisational culture. The company's purpose-driven culture gives it a competitive edge because it inspires and engages its employees, strengthens its relationships with its stakeholders, and creates long-term value for its shareholders. Changes to organisational culture and development can also help BAT deal with the problems caused by changing regulations and stay competitive in the market. BAT should keep putting its purpose-driven culture first and investing in innovation and flexibility if it wants to keep doing well.

6. [bookmark: _Toc130111550]WEAKNESSES IN THE ORGANISATION
The company British American Tobacco (BAT) makes and sells tobacco products all over the world. The company has been putting out annual reports for several years, including 2021, 2020, and 2019.
In its 2021 Annual Report, BAT says that it needs to change and improve its organisational culture to keep up with changes in the market, consumer tastes, and societal expectations. The company talks about its efforts to create a culture that is more diverse and open to everyone, to adopt a purpose-driven approach, and to improve its environmental practises (BAT, 2021/2022).
BAT talks about the need to build a culture that encourages innovation, flexibility, and working together in its 2020 Annual Report. The company knows how important it is to adapt to a market that is changing quickly, especially considering the COVID-19 pandemic. BAT also stresses how important it is to build a strong culture of ethics and keep high standards of corporate governance (BAT, 2020/2021).
In its 2019 Annual Report, BAT talks about how it is trying to change its culture to be more customer-focused, flexible, and tech-savvy. The company talks about what it is doing to give its employees more power, improve its leadership development programmes, and encourage a culture of always getting better (BAT, 2019/2020).
By looking closely at these reports, it's clear that BAT knows it needs to change and improve its organisational culture to stay competitive and meet the changing needs of the market and society. But the reports mostly talk about the company's initiatives and efforts without showing how well they work or how they change the organisational culture. Also, the reports don't go into detail about the problems that came up during the process of changing the culture or how the company plans to keep the new culture going and make it a permanent part of the business.
In conclusion, BAT recognises the need for organisational culture development and change, but it is important for the company to give more open and detailed reports on how well and how long its efforts to improve its culture work.



7. [bookmark: _Toc130111551]IMPACT ON THE ORGANISATION
BAT is a company that has been known for its aggressive marketing strategies and efforts to keep a strong market share in the tobacco industry. But the industry has been criticized by different groups for not caring enough about sustainability, social responsibility, and doing business in an honest way. 
Different groups have put pressure on BAT to deal with issues related to sustainability, social responsibility, and doing business in an honest way. In response, the company has started several projects to deal with these issues. For example, BAT has promised to reduce its impact on the environment, support sustainable agriculture, and promote responsible marketing. Even so, the company has been criticized for not making enough progress in these areas, despite its efforts (BAT, 2022).
One of the main reasons for how slowly these problems are being fixed is that BAT doesn't do enough to change and improve its organisational culture. The company has been in a very competitive and aggressive field for a long time, and this way of doing business has become deeply ingrained in the organisation. Because of this, the company has been slow to adopt new ways of doing business that put an emphasis on sustainability, social responsibility, and ethics (BAT, 2022).
According to the background investigation author identified, one of the main effects of this lack of organisational culture change and development is that BAT has had trouble adapting to changing market conditions. There are a lot of problems facing the tobacco industry, such as fewer people smoking, more rules, and changing consumer tastes. Companies like BAT need to be able to change quickly and well to stay competitive in this market. But the traditional culture of the company has made it hard to do so.
Moreover, because of the lack of organisational culture change and development, BAT has had a lot of damage done to its reputation. Several groups have said that the company doesn't care enough about sustainability, social responsibility, and ethical business practises. This has led to bad news in the media and a loss of trust among consumers, investors, and other important people. Because of this, the company has had to spend a lot of money on PR and managing its reputation.
Even with these problems, there are signs that BAT is starting to take organisational development and culture change more seriously. The company has started several programmes to encourage sustainability, social responsibility, and moral behaviour. For example, BAT has promised to get all its agricultural raw materials in a sustainable way by 2025, and it has started several programmes to encourage responsible marketing (BAT, 2022).
In the end, BAT has suffered a lot because its organisational culture hasn't changed or grown. The company has had trouble adapting to changing market conditions, and its reputation has taken a hit because people think it doesn't care about sustainability, social responsibility, and doing the right thing. But there are signs that the company is starting to take these problems more seriously, and it will be important to keep an eye on its progress in this area over the next few years.
8. [bookmark: _Toc130111552]RECOMMENDATIONS
Aa per the report the several organizational changes were identified by the author. However, the following key areas were recommended by author to make much focus in future endeavors. 
BAT would be well to continue investing in new goods like e-cigarettes and heated tobacco products, which are seen as less dangerous than regular cigarettes, given the current worldwide trend towards reduced tobacco consumption. As the health and wellness industry continues to flourish, BAT may want to consider expanding into related markets by developing and marketing products like nicotine-free alternatives.
BAT has high sustainability ambitions, one of which is to lessen its influence on the environment, and it needs to speed up its efforts to achieve these goals. BAT needs to continue to speed up its efforts to decrease the environmental impact of its operations, notably in the areas of greenhouse gas emissions and waste reduction, if it wants to keep its reputation as a socially responsible firm.
Encourage ethical advertising techniques Despite BAT's best efforts, the corporation still needs to keep an eye on the marketing it does. Especially in developing nations where rules may be slack, BAT should keep working with governments and other stakeholders to lessen the damage that tobacco causes.
Keep pouring money into scientific studies BAT has invested in studies to determine the health impacts of its products. This work needs to continue, especially as new items are introduced to the market.
With the complexity of the legal landscape increasing for tobacco products, it is crucial that BAT cultivate a culture of innovation and flexibility inside the company. In addition to providing opportunities for employees to think outside the box and take calculated risks, this strategy also entails providing resources for learning and growth so that workers can adjust to shifts in the market. Also, author recommend different cultural change model for the BAT.  
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Our tobacco supply chain

Protecting humanrights
during the COVID-19 pandemic

Vaccine development
We are using novel tobacco plant
technology to develop a COVID-19 vaccine
candidate that has been submitted to
the US Food and Drug Administration for
review. We hope to progress into clinical
trials in the US before the end of 2020

Find out more on page 39

Testingandlogistical support
We are deploying our strong capabilities

in science, engineering and logistics to
support national responses to COVID-19
This includes loaning specialist equipmen
for COVID-19 testing, manufacturing

hand sanitisers and personal protective
equipment (PPE) in our factories, as well
as making donations to many funds around
the world supporting local efforts.

Find out more on page 39

Protecting vulnerable

farming communities

We are supporting tobacco-growing
communities that may be particularly
vulnerable to both the virus and its long-
term economic implications. We have
worked to keep farms and trading floors
operating safely, have distributed PPE and
other essential items, and in countries
such as Kenya, we have enhanced access
to clean water and handwashing facilities.

Find out more on page 24

Supplier engagement

We have maintained fast, two-way
engagement channels with suppliers to
help ensure we can respond together to
the ever-changing situation. We have also
helped suppliers struggling with cash flow
issues by ensuring that, where needed,
they are paid earlier than existing payment
terms require.

Find out more on page 32
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Humanrights due d

Where on-site supplier audits, as part of
our human rights due diligence, have not
been possible during travel and lockdown
restrictions, we have worked to implement
alternatives, including self-assessment
questionnaires and ‘virtual audits’

Find out more on page 32

Employee training

We are ensuring our employees still get
the training they need on our Standards
of Business Conduct (SoBC). For those
without easy online access, who would
normally have face-to-face group training
sessions, we have developed a training
booklet that can be safely accessed
through our SoBC app

Find out more on page 40

84°F Sunny

Ourpeople

Safeguarding wellbeing

We have implemented a wide range of
measures to create ‘COVID-19-secure
workplaces, and have reinforced the
extensive wellbeing support available to
our employees, including online medical
consultations and mental health support.
Our digital transformation over recent
years means we were well-placed to move
to remote home working where needed
Find out more on page 39

Keeping engaged

We have worked to ensure all our
employees, wherever they are working, fee
connected and engaged, such as with our
#StrongerTogether virtual 24-hour event for
all our employees worldwide in July 2020,
Our employee networks have also adapted
to the challenges of COVID-19, such as our
B United LGBT+ network holding virtual
Pride celebrations around the world

Find out more on page 38
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