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Agenda

The Right Building Blocks for a Winning Combination

Delivering on Commitments

Long - term Opportunities ïPreparing for the Future



4 Long -standing relationship and admiration between A -B and InBev prior to merger

4 A-B and InBev operated 3 different licensing agreements to include A -B importing 
InBev brands in the US and InBev brewing A -B products in Canada and Korea

4 Complementary skills and capabilities

AB InBev ïComplementary Strengths

Anheuser - Busch

Å Iconic brands & innovation

ÅObsession for Quality

Å Leading Market Share

ÅUS Footprint / Route to Market

ÅCorporate reputation ïBetter World

ÅHeritage

ÅGreat and Experienced People

InBev

ÅGlobal brand building capability, footprint and 
mindset

Å Integration skills

Å Target setting and accountability / compensation 
system

Å Process driven financial and operational 
discipline: WCCP, ZBB, VPO

Å Ability and culture that enables risk - taking

Å 200 Brands from 23 countries

Creation of the Global Leader in the beer industry with an unmatched 
portfolio of Brands, Market Positions, Operation Scale and Skill Set
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20 Years of Market Share Gains in the US
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Leading Portfolio

#1 Premium 
Light

54% Share 
of Segment

#1 Premium 
Regular

59% Share 
of Segment

Fastest Growing 
Import

2005 - 2010
32% 5yr CAGR

#1 SubPremium 
Light

40% Share 
of Segment

#1 SubPremium 
Regular

20% Share 
of Segment

4 InBev portfolio brought a foothold into the high margin / high growth import market, 
without InBev A -B would have less than 1% share of segment

#1 Super 
Premium Brand 

35% Share
Of Segment

S
h

a
re

 o
f 
S

e
g

m
e

n
t

Profitability- +

SubPremium 
Regular

SubPremium 
Light

Premium 
Regular

Premium Light Super 
Prem

Total Imports Other High 
End

Boston

MillerCoors

Diageo

All Other

MillerCoors

Hein/FEMSA

Modelo

MillerCoors

MillerCoors

AB InBev

Diageo

All Other

All Other
All Other

MillerCoors

All Other

MillerCoors

AB InBev
AB InBev AB InBev AB

InBev

AB InBev
AB

InBev

http://upload.wikimedia.org/wikipedia/de/a/a1/Stella_Artois_Logo.svg
http://www.xlntads.com/blog/wp-content/uploads/2008/10/00174cx-300x211.jpg
http://www.google.com/imgres?imgurl=http://www.seeklogo.com/images/B/Busch-logo-029700D31B-seeklogo.com.gif&imgrefurl=http://www.seeklogo.com/busch-logo-23815.html&usg=__GTNNjOBFQW6NWNvXnJGIXHPOdlo=&h=200&w=200&sz=3&hl=en&start=1&itbs=1&tbnid=_zcf7T2lAbjdxM:&tbnh=104&tbnw=104&prev=/images%3Fq%3Dbusch%2Blogo%26hl%3Den%26gbv%3D2%26tbs%3Disch:1


Innovation Delivering Value

Introduced in 2002
Low Carb Lager

#1 Low Carb Brand 
in US

4 million Hls / yr

Price Index to
Bud Light

115

Introduced in 2008
Light Flavored Lager

#1 New Brand of 
2008 according to 

retailers

2 million Hls / yr

Price Index to
Bud Light

131

Introduced in 1982
Light Lager

#1 Brand in the 
World

47 million Hls / yr

Introduced in 2009
Light Flavored Wheat

#1 Low Cal Wheat
in US

Price Index to
Bud Light

135

Source: 2009 US data, Price index Company estimate
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Leading Product Innovation
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Leading Technology Innovation
4 Connecting with our customers (who are more connected than ever) is critical

BSC

Wholesaler Services Stream ïCentralized ServicesWholesaler Services Stream ïCentralized Services

Route 

Accounting
eCommerceMobility

RFP in 2010

Roll out to WOD

Routing 

System

Roadnet ®

Whslr Integrated 

Learning

Demand/ConsumerExclusive Content

Social Media

Turn the power of 
our information

Into a relevant connection 
with our consumers

Exclusive
Relationship  


