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How To Manage A Portfolio Of Over 200 Brands ?
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“"Contract Brands”: Selected Set Of Strictly
Governed "Grow” And "Defend” Brands.

GROW DEFEND

STABLE SHARE

. AGGRESSIVE SHARE GROWTH Flat Share or Modest Share growth, at best.
High _ .
. . . Volume growth/decline depending on
Disproportionally High Investment market trend

Maintenance/Defense
Investment Level

CASH MAINTAIN PROFIT

Low/ CONTROLLED VOLUME/SHARE DECLINE STABLE STREAM of PROFIT
None UNTIL DIVEST

Low/Minimal Tactical Investment
No Investment

Low High
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Results

InBev Way Of Marketing - Benchmarked Versus Top FMCG

A

Means

WCCP Marketing EXcellence Program

1. Brand Health
2. Market Share
3. Volumes
4. Sustainable Contribution

Reno;atlon Brand

1 Management
Innovation 9
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InBev Way Of Marketing:
Marketers Speak One Global Language.
A Quantified Capability Linked To Performance.

Section 1: Understanding Consumers

Section 2: Understanding Market & Category

Section 3: Defining our Company Growth Strategy

Section 4: Setting Business Unit Strategies
Section 5: Defining our Brand Portfolio
Section 6: Renovating & Innovating
Section 7: Planning Connections

Section 8: Activating Connections

Section 9: Tracking Performance

WCCP
toolkits

Process
shared with
EBM , Finance
& CA

WCCP

processes

WCCP
toolkit




“Connect ” = Values Based Brands (VBB)

Consumer Portrait

Brand Attributes
& Personality

Brand Positioning
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The “"Art"” to Bring VBB To Life 365/24

Consumer

portrait




VBB Example
QUILMES: “"Argentinian pride in a bottle”




Quilmes = Music




Quilmes = Football

CONSUMER
PORTRAIT




“VBB” In All We Do: From...




To... VBB-Driven Point Of Connection Activation




“Draught Experience”... Key TO VBB
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Average account glassware line up......

Copyright © 2005 InBev - All rights reserved = n BEV USA



VBB-Glassware Key In Marketing Mix

SHELF SET

WOODED RACK

BRANDED POS

Copyright © 2005 InBev - All rights reserved - n BEV USA
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Contract Brand Focus Works
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Cdss Choice + VBB = Growing Preference
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Choice + VBB + Operational Excellence
= Business Performance

/Stella Artois Argentina: N

Nr 1 Premium Beer,
only 2,6 years
\ after launch .

SOURCE: ACNielsen — Argentina INB
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Young Adults (LDA) Repertoire
Determines Later Beverage Choices In Life

AT oS e

LDA

» Consumers not consuming beer in early 20’s very unlikely in later life

» If we do not talk to them, other Categories will (“Share of Throat battle”)

Source; InBev UK Cohort Study 2001 & Labatt Cohort Analysis 2003




Building Competency To Recruit
Every Upcoming New Drinker Generation (LDA)

e Today: Millenials... Born in
1990...

e “They may have
been given a
Nintendo Game Boy
to play with in the
crib.”

32 Million
LDA

Every year
(InBev Footprint)

e "Muscovites have
always been able to
buy Big Macs.”

e "Soft drink refills
have always been
free.”

— 'nBev



Best Beer Company... in a Better World :
“"Responsible Cool” LDA Recruiting, not "Just Cool”
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Digital Marketing Drives Preference For LDA

Should the
Kokanee R

=S Kokanee Beer- Ranger Live Or Die Campaign

Vote now!

— B . : _ ]
@iml = The public voted on the fate of the Kokanee Ranger - Kokanee's spokesman.

Online ads, Google Adwards and TV drove to Brand Preference — LDA24

woting on FangerLivelvDte. oo
20 Ranger Live or Die
Campaign Start /_/\
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EXPERIENTIAL CREATIVE

CONSUMPTION

A WILDLIFE EXPERIENCE
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.A WILDLIFE EXPERIENCE

P PAET

FOR ONLY $22.75 |
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Understand Taste Of Young Adults
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sscompanied by the deip-catsher @ tha buss, Behoisd the perlecs gias of
Sealy Autgm Theeey Ly, S o wie Galie s, & reloestey reeend.

g R B P A o v i responsible way

Introduction | ThelnBevRules = TipsperMedia | Examples  FAQ = UsefulContacts = Testyour Campaign L @

Welcome

to the electronic pages dedicated to the InBev

Commercial Communications Code. b General principle/Ethical  * Sponsaring 8 Events
_ _ advertising . _

This website aims to remind colleagues of the 7 rules we are _ * Billboards

bound by every time we create a neyid oach 4 RESDOHSib|E ::Iﬂ'ﬂking b itakeites

our consurmers — but also

B Legal drinking age
9 a9 kb Ty advertising

P Assocation with

hazardous activities ¥ Packaging

b Health aspects b Merchandising

b Aleohol content P Magazines B Press

P Performance & Sccess P Promotions 2 CDmDEtitiDHS

Download pdf version u Test your Campaign

e these new waters, In most
wron what (not) o do, In others, ondy
the pro-active dizlogue betwesn Marketers and C4 associates at
raHous fevels will helo to make the best decision for InBel 35 &
company, Let's ensure we have that dizfogus.” Chris
Burggraeve, CMO

1g picture http: /{57 .65.37 249finbev_comz{commercial_communications_code/images{btn_teaser_test_h.p
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Believe / Reinvent / Renovate
What Really Defines Us

TR PO

NEW AND IMPROVED.
YET OLD AND THE SAME.

Tag Al Peswsus, Proeecting the fed of runners smee
PRI Perple call it oo “hroad and Botien™ e Reliahls
Comgistert in fit. Abvaysavailable in mafiple wodths, he
2005 feaumes a soder el crish pid e s idl
jmpEet, And o Fell-Teneth Air-Sole vnit for & smeoth,
cuskioned ride. Wik a mesh averlay and  vemed midfoot
el i Tigheer, More flexkile,

It doesn’t seem risky o moowative Bul quicly, t s
The A Pegases st [or sxacty whial oar co-fousder,

Bill Bowersan, envisional for runners. A rimning she
Al mimeer oS redtinge bedter

Just like the: nunes wha coxtingz 1o fmy ard shave off
minules, scamds e 2ph seomsds Toon a geesonal Test,
will keep pushing ta improve our shoes. Evin a classe
like the Air Pogasus.

Thie arigival e nanzeee
renning shoe that gives vou
every RN v need, BadverTo e

121+
years




Speaking ONE Global Language (IWOM)

Innovation Funnel

51
Project
set-up

BU Priority / INSIGHT / IDEA / CONCEPT

52
Feasibility

33

53
Develop

Implem.

PROJECT

Launch
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Post-
Launch
Review
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Insight-Based Ideas To Surprise Tomorrow?

Liquid
Packaging
Equipment




New Global Look for Beck's

BECKS

ITMPORTED

ot GERMANY




New Global Look: Beck’s Trademark

3Ix30 e NEAI 3x330 €
BIER-BIRRA BIER-BIRRA




Building Brands into Trademarks
example: Jupiler (Belgium)

Jupiler
TRADEMARK
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Jupiler - before Renovation
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Jupiler - After Renovation
(Belgium - q3 08)



NEW: Jupiler Tauro (Strong Lager)

MEIE GHONE - BORDAE 3wy
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New Skol 630 ml RGB
MORE FOR SAME

e First proprietary RGB in Brazil

(65% of Brazilian beer market is concentrated on 600ml| RGB)

e + 30 ml for same price: offering Value
e Exclusive shape and new label design
e Launch date: March 2008

e Place: Rio de Janeiro

Relevo de | WMARE.
qualigade. LV

Novo 48
(Biulo. I N

v
B
g
8
:
:
g
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New Skol 1 Liter RGB
MORE FOR LESS

e First and proprietary 1 Liter RGB in Brazil
e Targets growing in-home consumption

e Better Value equation (lower price/ml)

e More Skol = more friends = more fun

e Launch date: July/August 2008

e Place: Southeast and South regions

CHEGOU
SKOL LITRAO

E MUITO MAIS SKOL.
E MUITO MAIS

CURTICAO.




Leveraging Heritage Smarter
To Drive Sales

Brahma's 120 years

Actual Special Edition Special Edition Can



Brahma’'s 120 Years Can’s Collection

1925 1940

1967 1971 1980 1991 1998 2008



Brahma's 120 years celebration bottle
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InBev/Philips "Perfect Draft” System:

(“iPod+iTunes”, "Nespresso”, “Senseo”, "HP Printer”,...)

PHILIPS

Gratis

Starterpakket
b aankoog vis s 50

PERFECTDRAFT. ET TOUT EST PARFAIT




> 600.000 Machines Sold Since Launch In Only
5 Western European Countries.




Leffe France - Innovating Total Marketing Approach

Building a "Mass Luxury Brand” Despite Loi Evin...

Media / ATL

—
1.
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= g
360° frequency program
Aperitif Call-to-action

Specialties

Premium Pils

Mainstream Pils

48



The Quest For Genuine Worth




STELLA
ARTOIS |

PACKAGING - THE WINNING MIX

Lowsiirvines ‘m,
1




NEW: First Premium Light in Canada (q2 08) STELLA

ARTOIS

REMARKABLY LIGHT.






STELLA
ARTOIS

DESIGNED FOR EVERYDAY DELIGHT
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STELLA




DRAUGHT TOWER
INNOVATION

STELLA
(" ARTOIS ']




STELLA ")
ARTOIS

Stella Artois 4% Launch: In Style

‘—.%:fﬂ{f’{fff 1366 ‘ m}




STELLA
ARTOIS |

SA 4% UK launch: some off/on-trade press coverage

THE GROCER 28.6.08
MORNING ADVERTISER 3.7.08

Stella 4% aimed at emerging Autumn arrival for 4% Stella
‘premium everyday’ market

ASIAN TRADER 18-31.7.08
RETAIL EXPRESS 1-14.7.08 STELLAR SELLER

Stella Artois 4% biggest

Foun To THE FI.OOR beer launch of the year

Lewverr 1366 ‘m ,
\




Stella Artois: Genuine Worth
We Will Nurture For Another 642 Years

STELLA 1
" ARTOIS

T : - -
L
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OON DIDN'T INVADE | %
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