ABINBaV

N F
oL \ %
HA| aHA|

o

' B

GUANGZHOU 4

Trade Marketing

Rodolfo Chung
Trade Marketing Director

trade marketing
team REsH



Connection with Strategy

Dream: #1 in Asia

Brands

. Sales
Bc‘)Ar:i(:;]ng Machine

Consumers
& Trade Up




Personal Introduction

Name

VIBA H Dd

Education Business Admin. University of Sao Paulo—UP 2000

Hire date GMT Brazil 2002, in APAC since 2007.

Working sle=1nle12 APAC Headquarters, Shanghai, China

Trade Marketing Director

Brazil:

Career Path 2002-2003  PPM Specialist

2003-2004 Consumer Insights
2004-2005 Brand Manager (Soft Drinks)
China:

2007-2008 Commercial Planning & Performance Director (InBev)
2008-2009 Regional Sales Director

2009-2011 Commercial Planning & Performance Director (AB-InBev)
2011-present Trade Marketing Director




In China
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Chinese shoppers are not loyal to beer brands. They care about brands
but are Switehers inside.a basket of considered brands

Therefore, they don’t leave home with a brand in mind... 66% of
shoppers decide inside the POC!

How to influence their decision?
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The battle for Shoppers inside the POC in China is complex.
It can be won through multiple ingredients.

Impacting Consume
Decision in the POC
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Shaping The Future
Launch of
Innovation pipeline

Through Centralized Approach:

. . . 61%
Discipline on Shopper Insights 14% i _
National Consumer Promo

Execution Machine Game Plan Campaigns
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Benchmarking, Quality of Solutions I
Trade Programs

2012 2015 Sales Promoter
Representatives
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Economies of Scale

POC Merchandising
Materials Menu




“Trade Program” is how we pack solutions that address the insights of Trade and Shoppers.

5 pillars of a Trade Program

ASeIected
POCs
¢ Channel E— Clear ABI
AT B S Benefits
@ Location enerits Tracking
€ Branding fR It
@ Upgraded ambience & SKU mix (trade up) D Consu.mer OT Results
€ Guaranteed lower price @ Availability Beneflts € Volume
@ Special execution/visit
P ‘\ @ Cleaner store @ Share
- | @ Better and more @ Execution compliance
“ ‘ attractive Menus




Prototype

Promo Screener
Virtual Prototypes
Physical Prototypes

0 Trade Programs.
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In-Store
Test

Test & Learn
Shopper Metrics
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Launch &
Measure

Program Dashboard
Commercial Visibility
Drill Down Tools
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entify and close gaps,

Open and Close Gaps

Client Base
Guarantee Execution
Track results (Volume uplift)

Measure ROI




China Trade Solution Roadmap - Out of Home
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Mini-Rig
(Live Band)

Singer + SPR

Basic
Execution

to owning the summer




Innovative Programs: A pipeline of trade solutions based on latest channel trends and
shopper insights.
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POC Manager
Engagement
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We will see some of these Trade Solutions
in the market soon...
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