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US Commercial Strategy 

B
r
a
n

d
s

A
ff

o
r
d

a
b

il
it

y

A
v
a
il

a
b

il
it

y

R
e
ta

il
E
x
e
c
u

ti
o

n

C
o

s
t 

to
 

S
e
r
v
e

Process, Information, Technology & Innovation

People



US Sales Force 
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Win at Retail through Consistently Delivering Superior 
Execution … Delivering Profitable Share GrowthObjective:

US Sales Force 
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50 Countries Within a Country … Each with a unique regulatory Environment

US Market Complexity



US Market Complexity

500+ Wholesalers Distributing AB InBev US Products



US Market Complexity

Over 27,000 Sales and Service Reps



US Market Complexity

Diverse portfolio … Competing in all segments



US Market Complexity

500,000 retail accounts across 10 trade channels

Each with its own set of challenges and opportunities

Each with its own unique shopper profile



Managing Complexity 

Execute with Military Like PrecisionObjective:
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Manage the Complexity – Key Enablers

• Performance Management Process ... Align KPIs and compensation

• Standard business processes & routines … WCCP

• Wholesaler Excellence Program … AOE Program

• State of the art technology … Busch Satellite Network / Mobility / 
WEconnect Process
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Performance Management  

• Target Setting and Cascading

• Establish national performance targets

• Cascade targets down from VP of Sales to 
Wholesaler’s Sales Reps … fully aligned on results

• Tie compensation directly to achieving results

• Align the entire selling system

National Targets

Region Targets

District Manager Targets

Wholesaler Targets

Sales Rep Targets

Drive Consistency and Accountability 
… Reward PerformanceObjective:



Performance Management  

• Monthly Performance Review Process

 District Manager meet with their Wholesaler 
monthly

 Reviews performance gaps… Develop action 
plans

 Region prioritizes issues and opportunities 

 Sales Leadership Team meet w/ Region VP 
each month to review results and plans  

 National action plans are developed to close 
the gaps 

National  - VP Sales

Wholesaler Sales Team

District Manager

Region

Net: This process promotes alignment and accountability 
at all levels…
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World Class Commercial Program

• We have

 Defined Roles and Responsibilities

 Established Routines Processes 

 Communicated Standards … Expectations

 Aligned the training with development plans

• 2011 We Will

 Compete between Regions

 Compete Globally  … Our goal is to 
be the best of the best!

Action Plans

Dashboard Results

KPI: Resposible: Sandro

Date:WHEN?
DUE DATE OWNER STATUS

A.1.1. Sandro / Jose IN PROCESS

A.1.2. Sandro NOT STARTED

A.1.3.

PPMs supported 

by Jamie, Mark 

and John

NOT STARTED

A.2.1. All IN PROCESS

A.2.2. Jose CONCLUDED

A.3.1. Jose NOT STARTED

A.3.2. Jose NOT STARTED

Expand the current Action Plan to include problem statement and root cause

A.1.
Prior culture was focused on presenting the solutions and not 

the analysis on the root causes

Include analytical reviews during April Performance Reviews

Present recommendation to ManCom to gain buy-in from L1s

Prompt Luiz to require Gap Analysis

PROBLEM CAUSE ACTION

GAP ANALYSIS

Performance Review Process Improvement

A.

Inconsistent analytical emphasis and skills in the existing 

organizations

A.2. No formal methods or tools to support analytics

A.3.

Senior management unable to fully understand 

and evauate KPI performance issues based on 

the current level of analysis presented during the 

monthly Performance review process

Conduct first level training on use of the tool for Functional PPM’s and other 

key staff

Train larger group of functional resources to improve analytical skills (White 

Belt Training)

Establish minimum requirements for analytics - Utilize tool to identify top 

three problems, at least two causes and action items to address the causes

Winning at retail depends on our ability to improve retail execution …
a key enabler in this is the implementation of our WCCP Program

Objective:



World Class Commercial Program

• We Have

 Established retail standards by Channel

 Communicated our expectations 

 Standardized our approach to evaluating 
retail execution 

 Created value in the data being collected

‐ Greater insight into account execution

‐ Identify performance gaps

Net: We have minimize subjectivity and standardized expectations … 



Manage the Complexity – Key Enablers

• Performance Management Process ... Align KPIs and compensation

• Standard business processes & routines … WCCP

• Wholesaler Excellence Program … AOE Program
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2010 Ambassadors Of Excellence Program

• This Program

 Is a blue print to wholesaler excellence … 
Best practices

 Continuous improvement
that delivers business results

 Challenges and rewards excellence

Results

People

Sales 
Structure

Key 

Account

Management

Sales

Technology
Operations

Management

Results

People

Sales 
Structure

Key 

Account

Management

Sales

Technology
Operations

Management

Objective: Deliver long term sustainable growth



Manage the Complexity – Key Enablers
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Busch Satellite Network

• Is "Best in Class” Communications Tool 

 24/7 broadcast satellite network 

 Links AB InBev US, Region Offices and 500 Wholesalers

 Monthly National Sales Meetings

 Brand Plans and News

 Wholesaler Best Practice Sharing Shows

 Chain Account Plan Review Meetings

 Training Sessions with Wholesaler 

Net: Best in class communication system within all CPG marketers



Mobility Overview
• "Best in Class” Selling Tool 

• Complexity in a Box

 Fully integrated selling system … 

 Proprietary AB InBev US wholesaler system

 Utilized by 100% of our Wholesaler’s 
Sales force 

 Ensures consistency in execution in the trade

 Seamlessly tracking and measuring AB InBev 
US and competitive execution   

Mobility supports seamless selling via the WEconnect process…Net:



















Manage the Complexity – In Summary

Aligned sales force …

• Single focus on execution and key performance indicators

• Established a monthly performance review process

Establish Retail Execution Standards… our activation bible

Implemented excellence programs…
both internally and externally

Invested in Technology that enables results…
BSN \ Mobility



Leveraging Our Scale and Strength

Objective: Win at Retail through Superior Execution …
Focused on Fewer and Bigger Programs
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Leveraging Our Scale and Strength
– Key Enablers

New Trade Marketing

Consumer Demand Model

Major Volume Player (MVP)

Chain / Category Management

New Independent Channel Organization
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Trade Marketing 

New Trade Marketing Department

• ‘Center for Retail Excellence’

• Bridge between Sales and Marketing to improve strike 
rate and effectiveness of retail programming

• Planning and Alignment of all retail programs to optimize 
our Return-on-Investment

• Improved shopper engagement at retail through 
enhanced awareness and connection with beer
and AB InBev US brands
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MVP Retail Initiative

MVP is unprecedented in its scale and precision  

Targeted to the top volume accounts, both chain and 
independents … 

Delivers beer selling tools and resources at the point of 
connection … 

Provides our Wholesalers the resources to sell in a full year 
retail promotional plan to key volume accounts 

Objective of driving share and profitability



33%

MVP 
Accounts 

Non MVP 
Accounts 

Targeted

Independent C-Stores

Independent Liquor

Independent Grocery

Chain Grocery

Chain C-Store

Accounts



Hardware:

Racks Sampling
Programs

Display 
Enhancer

BinsCooler Wraps Shelf
Resets



Leveraging Our Scale and Strength
– Key Enablers

New Trade Marketing

Consumer Demand Model

Major Volume Player (MVP)

Chain / Category Management

New Independent Channel Organization



23%

37%
40%

1990 2010e2007

AB InBev US % of Chain Sales

Chain volume has been growing … Widening the gap to independents

Chains are Growing in Importance to AB InBev US

AB InBev US Chain vs. Independent 
Trend Difference

2004 2005 2006 2007 2008

Chain Sales +3.4%

2009

Source: SMART/BudNET AB InBev US STRs/Chain Sales (excludes NE Wslr Shipments) 

+1.5

+2.7

+1.5

+2.4

+3.3

+4.1



Chain Account Management

We have expanded our commitment to Chain selling efforts

• Dedicated Account Teams

• Enhanced Category Management

• Best in Class Space Management

http://7-11oap.com/images/7-11 - Logo 61011.jpg


Best in Class Category / Space Management

Key Enablers …

Unrivaled Scale

• People

• Information

• Tools

Superior Execution

• Best Wholesaler System … 
Technology Alignment 

Global Footprint

• Exchange of Best Practices

These Enablers Allow Us to Deliver Better Performance at Retail



Leveraging Our Scale and Strength
– Key Enablers

New Trade Marketing

Consumer Demand Model

Major Volume Player (MVP)

Chain / Category Management

New Independent Channel Organization



Over 75%

50% to 75%

Under 50%

Independent Mix:

Have Increased Our Commitment to this critical area

Independent Channel – Upside Potential

 Independent represents
60% US Volume

 AB InBev US Share of this 
segment is lower than the 
national average

 Our “Fair Share” of this 
channel represents significant 
upside potential



Independent Channel Sales Execution

Dedicated Account Team

● Sell In Account Specific Annual Plans

● Significant increase in our investment

● Flexibility to adjust programs to meet 
independent channel needs

● Leverages the tools, data and process 
developed for chain to drive execution



Leveraging Scale and Strength - In Summary 

New Trade Marketing

Optimize retail execution based on shopper profile

Doing fewer programs, better (MVP)

Leveraging our purchasing power

Expanded our commitment to Win in Chains 

Applying the Chain sophistication to the independent channel

Bottom
Line:

We Deliver Superior Execution Which Can NOT
be Matched by Competition



Wrap-up

 Best in Class Sales 
Machine

Managing the 
complexity … Turning 
the complex into 
routine 

 Leveraging our scale 
and strength … Doing 
fewer things, bigger 
and better

 Executing with Military 
Like Precision … 
Focused, aligned, 
working as one

Where We Are Going

Wholesalers focused 
on Excellence

 AOE  … means and 
results

 Centralization and 
Standardization 

 Leverage size …  
Fewer,  bigger 

 Chain Execution … 
category management 

 Simplify the complex 
through technology

Where We Are

 Focused Equity 
Agreement Compliance

Wholesaler 
performance defined 
by means … not results

 Regions … autonomous 
Business Units

Decentralized retail 
execution … 

 Fragmentation … too 
many programs

Where We Were



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.


