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Certain statements contained in these materials are not statements of historical fact constitute forward-looking statements, notwithstanding that such statements are not specifically identified.

Forward-looking statements are not guarantees of future performance. Rather, they are based on current views and assumptions and involve known and unknown risks, uncertainties and other factors, many of which

are outside the Company’s control and are difficult to predict, that may cause actual results or developments to differ materially from any future results or developments expressed or implied by the forward-looking

statements. Factors that could cause actual results to differ materially from those contemplated by the forward-looking statements include, among others: (i) global, regional and local economic weakness and

uncertainty, including the risks of an economic downturn, recession and/or inflationary pressures in one or more of the Company’s key markets, and the impact they may have on the Company, its customers and

suppliers and the Company’s assessment of that impact; (ii) continued geopolitical instability (including as a result of the ongoing conflict between Russia and Ukraine), which may have a substantial impact on the

economies of one or more of the Company’s key markets and may result in, among other things, disruptions to global supply chains, increases in commodity and energy prices with follow-on inflationary impacts, and

economic and political sanctions (iii) financial risks, such as interest rate risk, foreign exchange rate risk (in particular as against the U.S. dollar, the Company’s reporting currency), commodity risk, asset price risk,

equity market risk, counterparty risk, sovereign risk, liquidity risk, inflation or deflation, including inability to achieve the Company’s optimal net debt level; (iv) changes in government policies and currency controls; (v)

continued availability of financing and the Company’s ability to achieve its targeted coverage and debt levels and terms, including the risk of constraints on financing in the event of a credit rating downgrade; (vi) the

monetary and interest rate policies of central banks; (vii) changes in applicable laws, regulations and taxes in jurisdictions in which the Company operates; (viii) limitations on the Company’s ability to contain costs and

expenses or increase its prices to offset increased costs; (ix) the Company’s failure to meet its expectations with respect to expansion plans, premium growth, accretion to reported earnings, working capital

improvements and investment income or cash flow projections; (x) the Company’s ability to continue to introduce competitive new products and services on a timely, cost-effective basis; (xi) the effects of competition

and consolidation in the markets in which the Company operates; (xii) changes in consumer spending; (xiii) changes in pricing environments; (xiv) volatility in the prices of raw materials, commodities and energy; (xv)

difficulties in maintaining relationships with employees; (xvi) regional or general changes in asset valuations; (xvii) greater than expected costs (including taxes) and expenses; (xviii) damage to the Company’s

reputation or brand image; (xix) climate change and other environmental concerns; (xx) the risk of unexpected consequences resulting from acquisitions, joint ventures, strategic alliances, corporate reorganizations or

divestiture plans, and the Company’s ability to successfully and cost-effectively implement these transactions and integrate the operations of businesses or other assets it has acquired; (xxi) the outcome of pending and

future litigation, investigations and governmental proceedings; (xxii) natural or other disasters, including widespread health emergencies such as the COVID-19 pandemic, cyberattacks, military conflicts and political

instability; (xxiii) any inability to economically hedge certain risks; (xxiv) inadequate impairment provisions and loss reserves; (xxv) technological disruptions and threats to cybersecurity; and (xxvi) the Company’s

success in managing the risks involved in the foregoing. Many of these risks and uncertainties are, and will be, exacerbated by the ongoing conflict between Russia and Ukraine, and any worsening of the global

business and economic environment as a result. All subsequent written and oral forward-looking statements 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’s statements regarding financial risks are subject to uncertainty. For example, certain market and financial risk disclosures are dependent on choices about key model characteristics and assumptions and

are subject to various limitations. By their nature, certain of the market or financial risk disclosures are only estimates and, as a result, actual future gains and losses could differ materially from those that have been

estimated. Subject to the Company’s obligations under Belgian and U.S. law in relation to disclosure and ongoing information, the Company undertakes no obligation to update publicly or revise any forward-looking

statements, whether as a result of new information, future events or otherwise. These materials shall not constitute an offer to sell or the solicitation of an offer to buy any securities, nor shall there be any offer,

solicitation or sale of securities in any jurisdiction in which such offer, solicitation or sale would be unlawful prior to the registration or qualification under the securities laws of such jurisdiction. By attending the meeting

where this presentation is made, or by reading the presentation slides, you agree to be bound by the above limitations.

Legal disclaimer
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DTC Strategy Overview 

Digital DTC Megabrands

Key Messages



DTC is a $1.5 Bn Net Revenue Business

P H Y S I C A L  R E T A I LD I G I T A L  P R O D U C T S



Developing deep consumer insights and leading category growth

1bn+ First Party Data points
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D e v e l o p i n g  M a r k e t s

Cold Beer

30 Min. Delivery

Supermarket Prices

Access to ABI Assets

“Nespresso” for beer 

40+ brands

Multichannel

Access to ABI Assets

D e v e l o p e d  M a r k e t s

Building Digital Megabrands



Present in    
20 Countries 
through 
3 Megabrands



Exponential 
growth
of digital 
products

N E T  R E V E N U E  ( M M  U S D )

2019 20222020 2021

450MM+

Source: Internal Data 



DTC Strategy Overview 

Digital DTC Megabrands

Key Messages



Zé Delivery has scale… …And loved by consumers

4.9
A P P  R A T I N G

76+
C O N S U M E R  N P S

Source: Google & Apple Store + Internal Data – FY 2022

Covering

60%+
BR population

Serving

>8MM
Consumers/year

Delivering

60MM+
Orders/year

Offering

300+
SKUs
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• 1MM+ customers nationally

• Cold beer <30 minutes in every city

• Scalable asset-light  model





• Improve margins

• Reach more consumers 

on more occasions

RGB as a

key opportunity

Growing Returnable glass bottles is a big opportunity in Brazil

A B I

S U P E R I O R  M A R G I N

C A T .  P A R T I C I P A T I O N

E N V I R O M E N T

S U S T A I N A B L E

C U S T O M E R

I M P R O V E D  

M A R G I N

C O N S U M E R

L O W E R  P R I C E

BRAZIL KEY 
PRIORITIES



RGB Consumer pain points are limiting in home Beer 
participation

RGB Mix in Brazil

E-commerce

Ex-Ze Delivery

Off-Trade

16%

0%

45%

Total Brazil

Operational 

Complexity

PAIN POINT: 
Carrying bottles 

to and from 
home

Source: Internal Data – FY 2022



Activating RGB at scale within Ze Delivery

R e i n f o r c i n g  a f f o r d a b i l i t y  a n d  b l e n d i n g  R G B  i n t o  o c c a s i o n s

P R E  P A R T Y B B QS O C C E R



RGB growth in Zé helped increase 
in-home Beer participation in Brazil

Small RGB Mix in Zé

2019 2020 2021 2022

10% 9%

14% 14%

Source: Nielsen & Internal Data

2019 2020 2021 2022

29%

24%

38%

44%

Small RGB Brazil

In-Home Participation

+40%
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P R E M I U M I Z A T I O N
B E Y O N D

B E E R

C A T E G O R Y  

P A R T I C I P A T I O N

OCCASIONS    BRAZIL

C O R E

S U P E R I O R I T Y

O C C A S I O N S

D E V E L O P M E N T



OCCASIONS 
D R I V I N G

S TA R T S  W I T H  

C O N S U M E R  

I N S I G H T S



TECH + BUSINESS = ACTIONABLE INSIGHTS POWERED BY DTC

CONSUMER DATA 
PLATFORM (CDP)

=

ZÉ DELIVERY
TRANSACTIONS

+

BRAND’S 
CAMPAIGNS

Source: Internal Data 



DTC ALLOWS 
US TO BUILD 
BRANDS 
& DRIVE 
OCCASIONS

BRAND

BUILDING

DRIVING

OCCASIONS



R E L A X  

O C C A S I O N

+
S O C C E R  

O C C A S I O N

+



R E L A X  

O C C A S I O N

+
S O C C E R  

O C C A S I O N

+



IT ALL STARTS WITH POWERFUL INSIGHTS FROM ZÉ DELIVERY

Travel 

76%

Outdoor 

65%

Nature

71%

Environment 

58%

Happy hour fridays

261

Chilling

221

Beach

125

Source: Zé Delivery Research Data

C O R O N A  C O N S U M E R S  W A N T  T O  D I S C O N N E C T

Z É  D E L I V E R Y  U S E R S  O V E R I N D E X  I N  R E L A X I N G  

O C C A S I O N S  v s  N O N - U S E R S  ( I N D E X  1 0 0 )



Increase participation and 

servings by associating 

Corona with everyday 

disconnection moments

JOB TO BE DONE BRAND SOLUTION



P R O M O T I O N A L  A C T I V I T I E S

CORONA SUNSET HOUR = EVERYDAY SUNSETS (5-7PM)



S U N S E T  H O U R  >  H A P P Y  H O U R

I t  i s  a  m o m e n t  o f  r e l a x a t i o n  &  d i s c o n n e c t i o n

CORONA SUNSET HOUR = EVERYDAY SUNSETS (5-7PM)

E X P E R I E N T I A L  A C T I V I T I E S



1.5%

2.4%

H1'22 H1'23

CORONA KEY RESULTS IN ZÉ DELIVERY

Source: Internal Data

5,8%

7,3%

H1'22 H1'23

C O R O N A  S H A R E  I N  Z É

P E R C E N T A G E  O F  C O R O N A  S O L D  

T H R O U G H  Z É  D E L I V E R Y

C O R O N A  N R  G R O W T H  Y T D  J U N - 2 3 +33% vs LY



R E L A X  

O C C A S I O N

+
S O C C E R  

O C C A S I O N

+



AGAIN, WE START WITH POWERFUL INSIGHTS FROM ZÉ DELIVERY

Source: Internal Data 

25% OF ZÉ DELIVERY 
ORDERS COME FROM 
SOCCER OCCASIONS

MAJORITY OF 
ZÉ DELIVERY ORDERS COME 

FROM WEEKENDS

DOUBLE DIGIT VOL 
UPLIFT MATCHDAYS vs

NON MATCHDAYS

1-2H BEFORE THE 
GAME IS A 

CRITICAL TIME



Accelerate Brahma’s 

participation 

and servings in soccer 

weekdays

JOB TO BE DONE BRAND SOLUTION

“ W e d n e s d a y  c a l l s  f o r  B r a h m a ”



DIGITAL MEDIA & CLUB-BASE 
COMMS

GAMETIME PROMOTIONS AND 
CASHBACK

CONSUMER JOURNEY
COMMS WITHIN THE APP

MATCH DAY = BRAHMA DAY



BRAHMA KEY RESULTS

8.5%

13.3%

ZÉ DELIVERY AVG BRAHMA

+4.8 pp

Source: Internal Data

4.5

4.9

YTD JUN-22 YTD JUN-23

0.4MM

F R E Q U E N C Y  I N  S O C C E R  O C C A S I O N S B R A H M A  L O V E R S  ( M M  C O N S U M E R S )





R E L A X  

O C C A S I O N

+
S O C C E R  

O C C A S I O N

+

L E A D  &  G R O W  T H E  C A T E G O R Y  B Y  D E V E L O P I N G  O C C A S I O N S



OMNICHANNEL

DTC and BEES are complementary in the ABI ecosystem



C u s t o m e r s

Empower via insights 

and data

R e w a r d s

Expanded benefits through 

Omnichannel ecosystem

M a r k e t p l a c e

Incremental assortment 

via additional partnerships

OUR BRANDS

CUSTOMERS EXPERIENCES

Unlocking synergies between BEES and DTC



E a r n  P o i n t s B u r n  P o i n t s

Omnichannel engagement platform



INCREMENTAL 

FREQUENCY

CUSTOMER 

SALES UPLIFT

100% CONSUMER 

UNDERSTANDING



Incrementality

Positive Unit 
Economics





México #1 priority

1H20 1H21 1H22 1H23

1.8M+
Orders 
1H23

Source: Internal Data / Google Store – FY 2022

A C C E L E R A T E D

G R O W T H  
S I N C E  2 0 2 0

4.8
A P P  R A T I N G

77
C O N S U M E R  N P S

CLUB TADA
L A U N C H E D



The Ultimate Home Beer Experience Anywhere

40+ Brands



More Active Machines than 
pubs, bars in UK & FRANCE

300K+
Active Households

Source: Internal Data 



Connected machines enable consumer personalization

Connected Machines New App

Alerts

Explore

Personalization



Unlocking Consumer Insights

26%

35%
33%

43%

Post-Work Dinner
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Total Beer Great Britain

Corona Cero Advocates

Source: Internal Data 



DTC Strategy Overview 

Digital DTC Megabrands

Key Messages



L E A D  &  G R O W  T H E  C A T E G O R Y D I G I T I Z E  &  M O N E T I Z E  E C O S Y S T E M

U N L O C K  D E E P

C O N S U M E R  I N S I G H T S

D E V E L O P

O C C A S I O N S

B U I L D  D I G I T A L

D T C  M E G A B R A N D S

S C A L E

R E P L I C A B L E  M O D E L



CHEERS


