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Two of our Global Brands at a glance



Focus Brands

The Center of our Attention …
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………and a reliable Growth Engine, irrespective of Industry Trends
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2 of our Global Brands at a Glance



To be recognized by 
the affluent consumer as 
The Superior Premium 

Beer in the World.

The Stella Artois Global Dream



Brand Manifesto

Being the symbol of perfection, we strive for the endorsement of 
the most discerning and educated consumers around the world.

Through our 640 years of devotion we are the symbol of 

Belgian brewing heritage and craftsmanship. Stella 

Artois is the quintessential premium beer in the World.

We aim to be the Gold Standard of Lager excellence in both 
the product and experience.

We are pioneers in everything we do.  Breaking new ground in how we 
communicate and create enduring bonds with our consumers. 

Intelligence, passion, substance and care is what made 

us great. We are recognized as being a true authority in the world of 
beer. 



The Strategy

• Keep strengthening “Quest for Genuine 
Worth” Global Positioning

• Evolve Global Creative Idea

• Globally relevant, customized locally

• Chalice – from a brand symbol to an Icon

• Single-minded Geographic strategy 

• Drive Global Line Extensions where relevant 

• Few, big Platforms 

• World Draught Master

• Film



Country Strategic Focus

Keep momentum

Unleash potential in the largest premium beer market in 
the world

Re-ignite growth

Keep momentum

Defend position

Drive global presence in key international cities

Geographic Strategy

CANADA

BRAZIL

UNITED KINGDOM

UNITED STATES

CANADA

RUSSIA

ARGENTINA

UKRAINE

http://education.yahoo.com/reference/factbook/uk/flag.html;_ylt=Aj5j.LqEYcKz6FOlHFQVVp.5ecYF
http://education.yahoo.com/reference/factbook/us/flag.html;_ylt=AuQY6cfVHx50nFh5b6vE1965ecYF
http://education.yahoo.com/reference/factbook/rs/flag.html;_ylt=AjQlQJUies489w7uxyA3cdS5ecYF


Stella Artois Recovery in the UK



Rising Star for 20 Years, falls From the Sky in 4

• Volume x 5 in 10 years

• Iconic, award winning advertising.

• “Reassuringly Expensive”

• 25% of volume lost

• Lost connection with 
consumer.
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A long term commitment to drive re-appraisal 
started with ”back to basics”

FROM TO



FROM TO

A long term commitment to drive re-appraisal 
started with ”back to basics”



We Evolved the Look Globally…..

FROM



……..Implementing First in the UK

TO



Our winning Creative Idea had to evolve;
“Reassuringly Expensive” had run its course

FROM



We Changed the Tone….



We also Tackled some Myths….



…..Without Losing the Wit



…..Without Losing the Wit
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…building on our strengths…….

“It’s a Brand Worth Paying more for”

Image Attribute Score

Source: BPT Global Survey
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…building on our strengths…….

“It’s a High Quality Brand”

Image Attribute Score

Source: BPT Global Survey
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…building on our strengths…….

“It’s a Sophisticated Brand”

Image Attribute Score

Source: BPT Global Survey



…..with a strong PR Plan, 



We Innovated

Stella Artois 4
Smoother, easy to drink Stella Artois flavor 

experience

Tripled Filtered smooth outcome



Stella Artois 4% - Activation
Launch Campaign



Stella Artois 4% - Activation

Print & Out-of-Home



Stella Artois 4% - Activation

Print & Out-of-Home



ECO Program Activation

Every time you buy this pack, we grow a 
hedge in the British countryside



ECO Program Activation 
Recyclage De Luxe

Our bottles are 
made with 75% 
recycled glass

Our cans are made with 80% 
recycled aluminium



Hedge Fund Locations – UK 

Midlands & South

Stella Artois Hedge Fund promo - 370,000 
new hedges planted in UK countryside 2009



We Keep Innovating in 2010



Stella Artois Christmas Program

Stella Artois was first brewed in 
Belgium for the festive season in 1926, 
when it was launched  on the market as 

Christmas beer with a bright colour. 

Christened “Stella, after the Christmas 
star that adorned the bottles, and 
Artois after Sebastian Artois, the 
master brewer who founded the 
company all those centuries ago.  

It was so well received that it became 
available year round. 

1926 2010



Stella Artois Christmas Program

TV

OnLine

At The POC



We Also Innovated in Mobile



Results:
Share growth returned after 5 years of 
consecutive decline
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Results:
The press came back to praise Stella Artois 
in 2009

Best on-trade launch 

2009, The Publican, 

Aug

The Sun

“a clever move for the brand”
http://community.brandrepublic.com/blogs/gemmacharle
sgreenblog/archive/2009/08/07/a-stella-r-idea

“So, Stella, please please, please continue 

with your „Hedge Fund‟” 
http://oldermanse.wordpress.com/

http://oldermanse.wordpress.com/


New Iconic Can

Available in the US Q4 2010



The standard Draught 

Experience

The Stella Artois 

Draught Experience

We are determined to underline our 
Point of Difference



A perfectly poured and preciously presented 
Stella Artois





Surpassing Heineken as Premium Leading brand,
In the market……….

Heineken

Stella Artois

Another example of 
Sustained Brand Building

Source:: Niielsen



…..AND in the segment

Another example of 
Sustained Brand Building

Heineken

Stella Artois

Source: Nielsen



She is a Thing of Beauty



“Iconic” Print / Posters



TV ads





A great event in an inspiring venue
New York Public Library



A great event in an inspiring venue



A great event in an inspiring venue
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Disclaimer

This document has been prepared by Anheuser-Busch InBev SA/NV (the "Company") solely for use in the presentation being given in connection with June 2-3, 2010 

Anheuser-Busch InBev Investor Event in St. Louis Missouri. This document is being presented solely for informational purposes and should not be treated as giving investment 

advice. No specific investment objectives, financial situation or particular needs of any recipient have been taken into consideration in connection with the preparation of this 

document. In addition, no representation or warranty, express or implied, is or will be made in relation to, and no responsibility is or will be accepted by the Company or any of 

the Company’s affiliates as to the accuracy or completeness of the information contained in this document, and nothing in this document shall be deemed to constitute such a 

representation or warranty or to constitute a recommendation to any person to acquire any securities. The Company and its affiliates, agents, directors, partners and 

employees accept no liability whatsoever for any loss or damage howsoever arising from any use of this document or its contents or otherwise arising in connection therewith.

A significant portion of the information contained in this document, including all market data and trend information, is based on estimates or expectations of the Company, and 

there can be no assurance that these estimates or expectations are or will prove to be accurate. In addition, past performance of the Company is not indicative of future 

performance. The future performance of the Company will depend on numerous factors which are subject to uncertainty. This document does not constitute or contain an offer 

or invitation for the sale or subscription of any securities of the Company, and neither this document nor anything contained herein shall form the basis of, or be relied upon in 

connection with, any contract or commitment whatsoever. This document does not contain all of the information that an investor may require to make an investment decision.



Disclaimer
Forward looking statements:

Certain statements contained in this report that are not statements of historical fact constitute forward-looking statements, notwithstanding that such statements are not 

specifically identified. In addition, certain statements may be contained in the future filings of the Company with the competent securities regulators or other authorities, in 

press releases, and in oral and written statements made by or with the approval of the Company that are not statements of historical fact and constitute forward-looking 

statements. Examples of forward-looking statements include, but are not limited to: (i) statements about the benefits of the merger between InBev SA/NV and Anheuser-

Busch, including future financial and operating results, synergies, cost savings, enhanced revenues and accretion to reported earnings that may be realised from the merger; 

(ii) statements of strategic objectives, business prospects, future financial condition, budgets, debt levels and leverage, divestiture possibilities, working capital improvements, 

projected levels of production, projected costs, effective tax rates and projected levels of revenues and profits of the Company; (iii) statements of future economic 

performance; and (iv) statements of assumptions underlying such statements. 

Forward-looking statements are not guarantees of future performance and involve certain risks, uncertainties and assumptions which are difficult to predict and outside of the 

control of the management of the Company. Therefore, actual outcomes and results may differ materially from what is expressed or forecasted in such forward-looking 

statements. You should not place undue reliance on these forward-looking statements. Factors that could cause actual results to differ from those discussed in the forward-

looking statements include, but are not limited to: (i) the risk that the businesses of the Company will not be integrated successfully or such integration may be more difficult, 

time-consuming or costly than expected; (ii) expected revenue synergies and cost savings from the merger may not be fully realised or realised within the expected time 

frame; (iii) revenues following the merger may be lower than expected; (iv) projected divestitures, working capital improvements and tax rate optimization for the combined 

company may not be realised; (v) operating costs, customer loss and business disruption following the merger may be greater than expected; (vi) difficulties in maintaining 

relationships with employees, (vii) the conditions or requirements associated with any governmental or regulatory approvals of the merger; (viii) local, regional, national and 

international economic conditions, including credit and financial market conditions, and the impact they may have on the Company and its customers and the Company’s 

assessment of that impact; (ix) increasing price and product competition by competitors, including new entrants; (x) rapid technological developments and changes; (xi) the 

Company’s ability to continue to introduce competitive new products and services on a timely, cost-effective basis; (xii) containing costs and expenses; (xii) governmental and 

public policy changes; (xiv) protection and validity of intellectual property rights; (xv) technological, implementation and cost/financial risks in large, multi-year contracts; (xvi) 

the outcome of pending and future litigation and governmental proceedings; (xvii) continued availability of financing; (xviii) financial resources in the amounts, at the times 

and on the terms required to support future businesses of the Company; and (xix) material differences in the actual financial results of merger and acquisition activities 

compared with expectations of the Company, including the full realisation of anticipated cost savings and revenue enhancements. All subsequent written and oral forward-

looking statements concerning the proposed transaction or other matters and attributable to the Company or any person acting on its behalf are expressly qualified in their 

entirety by the cautionary statements referenced above. Forward-looking statements speak only as of the date on which such statements are made. The Company undertakes 

no obligation to update any forward-looking statement to reflect events or circumstances after the date on which such statement is made, or to reflect the occurrence of 

unanticipated events.


