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World Class FMCG: Marketing @ AB InBev
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Passion

For Consumers, for Beer, for Brand Health
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One AB InBev Way of Marketing

Art, Science and Discipline
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AB InBev Way of Marketing Builds Brand Health
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Anchoring the Brand in Consumer Minds and Habits

Attitude and Behaviour
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Proprietary method linked to our performance culture

Renovation &
Innovation
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Leveraging nbest of all o t
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2004 2005 2006 2007

Early days at InBev

Turning point

Sharpening our focus

2010

Formalizing processes

A Compensation and targeting systems aligned in 2008

A Top line metrics now over 50% of target bonus pool
(ZBB out, innovation in)

A Market share target for all Zone Presidents

Best practices from Anheuser -Busch

A Demand landscape
A Leveraging heritage
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ONE AB InBev Way of Marketing: to drive Brand Health

ABI VBB Connection map
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Building Activating effective Staying contemporary
enduring bonds consumer and driving
with consumers connections future topline growth

in a resourceful way
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