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Supply House
 AB InBev Supply’s Mission: The best beers made from the finest 

ingredients, at the right quality, delivered on time at the right cost
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VPO: AB InBev’s Supply Management Program
 VPO is AB InBev’s global supply management program

 Drives stability, consistency and superior performance across 
AB InBev breweries globally

 Lower costs and higher quality

Implementation phase

Fundamentals Stability
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Sustainability Continuous
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World-class
vision

Best-in-
class

benchmark

Sustainability phase
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VPO North America: Fastest, Best Implementation Yet

Given the quality, experience and commitment of our US teams, we 
had unprecedented success in rolling out VPO across our breweries

• Average experience at plant manager level is 22.5 years

• Average experience at the supervisor level is 14.1 years

• Average experience at plant operator level is 15.3 years

Extensive training platform:

• Rollout of Packaging Efficiency Improvement Initiatives

• Early involvement of operators writing SOPs / Delivering training

• Skills Tracking / Gap Analysis for all operators

Strong background of project coordination and execution



VPO North America: Fastest, Best Implementation Yet
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Champions is our Global Benchmarking Tool

Standard KPI’s across the AB InBev system

Clean brewery clusters for fair comparison, and true 
benchmarking

130 breweries participating with 640 Key Process 
Indicators (KPI’s)

Provides annual and 3 year-plan targets to close gaps

Monthly meetings to follow up on performance, share 
ideas, and review action plans

S
a
fe

ty
 &

 
E

n
v
ir

o
n

m
e
n

t

Q
u

a
li
ty

I
n

n
o

v
a
ti

o
n

M
a
in

te
n

a
n

c
e

L
o

g
is

ti
c
s

P
ro

c
u

re
m

e
n

t

People

Management

On Time

Best Product



Champions is our Global Benchmarking Tool
 Standard KPI’s across the AB InBev system

 Clean brewery clusters for fair comparison, and true benchmarking

HTN 2009

HTN 2013

3 Yr Plan Savings = $8.7M2009 Houston Brewery Actual Extract Loss KPI

2013 Houston Brewery Extract Loss KPI Target
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Champions in North America

 While our breweries are leaders in most performance categories, 
we do have many areas for improvement

Zone Comparison

NA Comparison

Electrical Usage KWH/Hl

Air Usage CF/Hl
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Superior Quality
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Taste Panel

• The Ultimate Test of Quality is Taste

• Panels at brewery & corporate levels

• Formal with high expectations, consistent 

follow-up, generations of knowledge

• Tasting Process

• Samples tasted throughout the entire process

• Strict guidelines for procedure & environment

• Methodology supported by proprietary 

tools/software, database, vocabulary

• Panels staffed with experienced “Key Tasters” 

with extensive on-going training, sensitivities

• Freshness testing

• Ingredients & material testing

• New brand innovations

Superior Quality

• Tasting Follow-Up and Actions

• System Benchmarking

• Scored/ranked based on its match to the target 

brand profile
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Taste Panel

• The Ultimate Test of Quality is Taste

• Panels at brewery & corporate levels

• Formal with high expectations, consistent 

follow-up, generations of knowledge

• Tasting Process

• Samples tasted throughout the entire process

• Strict guidelines for procedure & environment

• Methodology supported by proprietary 

tools/software, database, vocabulary

Superior Quality

Quality KPIs

• All operating sites have Quality KPI’s

• Measures all aspects of Quality from barley field to 

the retail account

S
a
fe

ty
 &

 
E

n
v
ir

o
n

m
e
n

t

Q
u

a
li
ty

I
n

n
o

v
a
ti

o
n

M
a
in

te
n

a
n

c
e

L
o

g
is

ti
c
s

P
ro

c
u

re
m

e
n

t

People

Management

On Time

Best Product



Taste Panel

• The Ultimate Test of Quality is Taste

• Panels at brewery & corporate levels

• High expectations set.  Consistent follow-up. 

• System benchmarking 

• Samples tasted throughout the entire process

• Strict guidelines for procedure & environment

• Methodology supported by proprietary 

tools/software

• Panels staffed with experienced “Key Tasters” with 

extensive on-going training

Quality KPIs

• All operating sites have Quality KPI’s

• Measures all aspects of Quality from barley field to 

the retail account

Superior Quality

• High resolution through our call center

• Every complaint analyzed for root-cause

• Reduction targets for all breweries

Consumer Complaints
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Taste Panel

• The Ultimate Test of Quality is Taste

• Panels at brewery & corporate levels

• High expectations set.  Consistent follow-up. 

• System benchmarking 

• Samples tasted throughout the entire process

• Strict guidelines for procedure & environment

• Methodology supported by proprietary 

tools/software

• Panels staffed with experienced “Key Tasters” with 

extensive on-going training

Quality KPIs

• All operating sites have Quality KPI’s

• Measures all aspects of Quality from barley field to 

the retail account

Superior Quality

• High resolution through our call center

• Every complaint analyzed for root-cause

• Reduction targets for all breweries

Consumer Complaints
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Superior Innovation
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Superior Innovation Capabilities

New Liquids

New Packaging
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http://www.google.com/imgres?imgurl=http://www.tamalefestival.net/08%2520Sponsor%2520Logos/CheladaLogo4C.jpg&imgrefurl=http://www.tamalefestival.net/2006Sponsors.html&usg=__UIweIGOnPdKC4iJhKYA9cKqs6MI=&h=4950&w=3966&sz=889&hl=en&start=2&itbs=1&tbnid=phDfpvk6MeewaM:&tbnh=150&tbnw=120&prev=/images%3Fq%3Dchelada%2Blogo%26hl%3Den%26gbv%3D2%26tbs%3Disch:1
http://www.anheuser-busch.com/Press/2009/Oct/BudLight_Golden_Wheat_Logo.png
http://www.landsharklager.com/
http://www.google.com/imgres?imgurl=http://www.gedaz.com/images/db/static/new-logo.jpg&imgrefurl=http://www.gedaz.com/sitelink/index.cfm%3FcontentID%3D231&usg=__ABM0G-GIFzqkdRMdWs4BGFpLuDg=&h=316&w=499&sz=36&hl=en&start=1&itbs=1&tbnid=NWCNrm5kkG9HxM:&tbnh=82&tbnw=130&prev=/images%3Fq%3Dshock%2Btop%2Blogo%26hl%3Den%26gbv%3D2%26tbs%3Disch:1
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NA Zone Breweries & Raw Materials

Creston

Edmonton

Montreal

St. John’s

Toronto

London
Halifax

Fairfield

Los Angeles

Houston

Fort Collins

St. Louis

Jacksonville

Cartersville

Williamsburg

Newark

Baldwinsville

Columbus

Merrimack

NA Breweries

PIRMI

Moorhead

Idaho Falls

Manitowoc

Jonesboro

Rice Mills

Malt Plants

Can Plants

Lid Plants

ABRC, LGC, EPI



NA Zone Supply Vertical Operations

7 Agricultural Operations

 3 malt plants ~50% U.S. supply
• 540,000 MT

 2 Rice Mills ~90% Demand
• 14 Million CWT

 Elk Mountain Hop Farm
• 29% of U.S. Hop requirements
• 690 Hectares
• Largest continuous Hop Farm in 

the World
 Colorado Barley Research

• Make 600 crosses/year
• 7 new malting varieties 

developed since 2000



US Packaging Group
4 U.S. businesses, one mission –
“Support the beer company”

Metal Container Corp.
• 5 can, 2 lid plants
• 45% of A-B can requirements

Longhorn Glass Corp. (LGC)
• 60% of Houston brewery’s 

bottles
A-B Recycling Corp. (ABRG)

• One of the largest recyclers 
of used beverage cans

• Key component of “Better 
World”

Eagle Packaging Inc. (EPI)
• Global Supply of crown liner 

material
• Specialized in oxygen 

absorber
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St. Louis Brewery

 One of the largest breweries in the world 
at 19.2 million Hl

 It’s our oldest US brewery, maintains its 
historical aesthetics, and yet it’s also one 
of the most modernized and highly 
automated
• 3 operators control a can line running 

at 2,000 cans per minute
• 5 operators control a bottle line 

running at 1,300 bottles per minute
• 3 brewers control our complete 

brewing process from a central control 
room, producing 60 brews per day, or 
58,674 Hl finished per day

 This is our flag ship brewery, producing all 
of our major brands as well as some new 
beer & packaging innovations (i.e. Chelada 
and Bud Light Lime)



St. Louis Brewery History

 1852 – Ranked 29th of 40 breweries in St. Louis

 1876 – 1st Budweiser produced

 1901 – 1.2 million Hl

 1933 – Prohibition ends - Clydesdales introduced

 1936 – Budweiser in cans

 1941 – 3.5 million Hl

 1976 – 9.4 million Hl completed 1st large 
vertical fermenting cellar

 1998 – 16.4 million Hl completed a 12-year 
modernization including a Brew House 
expansion, new Lager Cellar, Bevo Packaging 
plant, BERS, and SH19 Finishing Cellar

 2004 – 18.7 million Hl– Completed SH20 
fermenting cellar

 2007 – Completed packaging modernization

Brewhouse and Powerhouse - 1892



St. Louis Brewery Today

 Production now at 16.4 million Hl 

 Package of 220 million cases per year

 Ship 122,000 truck loads per year

 896 Full-Time Employees

• 757  Hourly

• 139  Salaried

 330,000 visitors each year to St. Louis 
tour center

 Ranked “Top 10” tour site in St. Louis

 Tour store generates $1.4 million in 
annual net profit 



Today’s Tour

 Transportation – board at the entrance of this building 

 Tour

• Tour Center

• Stables

• Taste Room

• Brewhouse

• Beechwood Ageing Cellars

• Control Center

• Packaging



Disclaimer

This document has been prepared by Anheuser-Busch InBev SA/NV (the "Company") solely for use in the presentation being given in connection with June 2-3, 2010 

Anheuser-Busch InBev Investor Event in St. Louis Missouri. This document is being presented solely for informational purposes and should not be treated as giving investment 

advice. No specific investment objectives, financial situation or particular needs of any recipient have been taken into consideration in connection with the preparation of this 

document. In addition, no representation or warranty, express or implied, is or will be made in relation to, and no responsibility is or will be accepted by the Company or any of 

the Company’s affiliates as to the accuracy or completeness of the information contained in this document, and nothing in this document shall be deemed to constitute such a 

representation or warranty or to constitute a recommendation to any person to acquire any securities. The Company and its affiliates, agents, directors, partners and 

employees accept no liability whatsoever for any loss or damage howsoever arising from any use of this document or its contents or otherwise arising in connection therewith.

A significant portion of the information contained in this document, including all market data and trend information, is based on estimates or expectations of the Company, and 

there can be no assurance that these estimates or expectations are or will prove to be accurate. In addition, past performance of the Company is not indicative of future 

performance. The future performance of the Company will depend on numerous factors which are subject to uncertainty. This document does not constitute or contain an offer 

or invitation for the sale or subscription of any securities of the Company, and neither this document nor anything contained herein shall form the basis of, or be relied upon in 

connection with, any contract or commitment whatsoever. This document does not contain all of the information that an investor may require to make an investment decision.



Disclaimer
Forward looking statements:

Certain statements contained in this report that are not statements of historical fact constitute forward-looking statements, notwithstanding that such statements are not 

specifically identified. In addition, certain statements may be contained in the future filings of the Company with the competent securities regulators or other authorities, in 

press releases, and in oral and written statements made by or with the approval of the Company that are not statements of historical fact and constitute forward-looking 

statements. Examples of forward-looking statements include, but are not limited to: (i) statements about the benefits of the merger between InBev SA/NV and Anheuser-

Busch, including future financial and operating results, synergies, cost savings, enhanced revenues and accretion to reported earnings that may be realised from the merger; 

(ii) statements of strategic objectives, business prospects, future financial condition, budgets, debt levels and leverage, divestiture possibilities, working capital improvements, 

projected levels of production, projected costs, effective tax rates and projected levels of revenues and profits of the Company; (iii) statements of future economic 

performance; and (iv) statements of assumptions underlying such statements. 

Forward-looking statements are not guarantees of future performance and involve certain risks, uncertainties and assumptions which are difficult to predict and outside of the 

control of the management of the Company. Therefore, actual outcomes and results may differ materially from what is expressed or forecasted in such forward-looking 

statements. You should not place undue reliance on these forward-looking statements. Factors that could cause actual results to differ from those discussed in the forward-

looking statements include, but are not limited to: (i) the risk that the businesses of the Company will not be integrated successfully or such integration may be more difficult, 

time-consuming or costly than expected; (ii) expected revenue synergies and cost savings from the merger may not be fully realised or realised within the expected time 

frame; (iii) revenues following the merger may be lower than expected; (iv) projected divestitures, working capital improvements and tax rate optimization for the combined 

company may not be realised; (v) operating costs, customer loss and business disruption following the merger may be greater than expected; (vi) difficulties in maintaining 

relationships with employees, (vii) the conditions or requirements associated with any governmental or regulatory approvals of the merger; (viii) local, regional, national and 

international economic conditions, including credit and financial market conditions, and the impact they may have on the Company and its customers and the Company’s 

assessment of that impact; (ix) increasing price and product competition by competitors, including new entrants; (x) rapid technological developments and changes; (xi) the 

Company’s ability to continue to introduce competitive new products and services on a timely, cost-effective basis; (xii) containing costs and expenses; (xii) governmental and 

public policy changes; (xiv) protection and validity of intellectual property rights; (xv) technological, implementation and cost/financial risks in large, multi-year contracts; (xvi) 

the outcome of pending and future litigation and governmental proceedings; (xvii) continued availability of financing; (xviii) financial resources in the amounts, at the times 

and on the terms required to support future businesses of the Company; and (xix) material differences in the actual financial results of merger and acquisition activities 

compared with expectations of the Company, including the full realisation of anticipated cost savings and revenue enhancements. All subsequent written and oral forward-

looking statements concerning the proposed transaction or other matters and 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 undertakes 

no obligation to update any forward-looking statement to reflect events or circumstances after the date on which such statement is made, or to reflect the occurrence of 

unanticipated events.


