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Competing in all Ségmer;ts

Diverse Retail Environments

.. across |0 Channels

27,000+ Sales Force
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« Common Platform * Disciplined Execution
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200k
Accounts

Window 11/4 - 11/25

Displays

Brand: Bud Family Brand: Budweiser Brand: Bud Family Brand: Stella Artois
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Brand: Shocktop Brand: Busch Light Brand: Michelob ULTRA Brand: Black Crown
High End -- Produce Value — End Cap Premium Pius — End Cap Premium Plus — Any




re than 3 MM displays executed Sept 2013 YTID
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EXECUTION DASHBOARD RESULTS WHOLESALER SCALE UP

# % % of Wholesalers Implemented

Brand Displays Targets | Executed

BUD LIGHT MEGA 1,522,856 90.8% ‘
BUD MEGA JO04,537 91.9% "
BUSCH BERANDS 339,501 90.3% ‘

NATURAL BRANDS 228,788 86.7% 1
MICH ULTRA BRANDS 161,278 81.7% <X 1‘}"‘
SHOCK TOP BRANDS 104,039 77.1% v “4 S ‘ 4
SELECT BRANDS 73,380 78.9% AN
STELLA BRANDS 42,982 82.8%
BECKS BRANDS 24,116 81.0%
BUD ICE 20,280 82.6% P| LOT
MICHELOB BRANDS 19,190 79.6%
ROLLING ROCK BRANDS 18,483 81.6%
LAND SHARK 14,862 78.0%
MICH GOLDEN BRANDS 12,038 93.4%
GOOSE ISLAND BRANDS 8,070 69.8%
VALUE MALTS A%
MICH ULTRA FRUIT 90% 4% 30%
ST. PAULI GIRL BRAI 9%
== BASS BRANDS 4
— HOEGAARDEN
= Total

2012 2013 2014

APT = Applied Predictive Technologies
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SEGMENTATION MODEL

Decision Tree Method

Off-Premise

Segmented

Non-Segmented Non-Segmented
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annel routes increased by 24%, delivering 3.4% lift

EXECUTION DASHBOARD RESULTS WHOLESALER SCALE UP

Region 1
Region 2 +38 +3 +15 0
Region 3 +27 +6 +19 +1
Region 4 +26 +14 +16 -2
Region 5 +17 +18 +6 +18 PILOT
Region 6 0 0 +1 +1
Region 7 +14 0 +2 3
— Region 8 +24 +2 +29 4
i

? Total +146

APT = Applied Predictive Technologies

2012 2013 2014







Introduction

A 360 approach to the mana

POC Plas slg Prsess Targs i Taifing Masiing

ce Dashboard (PD1) 5

Share of Display Locations ’

Total v

Bud Light .
50% Monthly Volume ———
Budweiser Me,

Volume- 50%

High End

Reporting

Variable

X% X% Monthly  [Point Sheet ULIHEE
S Game Plan =
5 Choose up to =
5 KPIL Share of Cases ot ..,
3 X% Monthly AOE KPls Share of Display Locations
9 Share of Taps
S KPI2 Base Distribution

Game Plan Execution

Fixed Portion
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zzzt#1y To POC Level Execution

Q’["é“f‘g From Game Plan...

lJF,.»"’ k»v
—_ T vewe | ey
! BREMIUN § PREMIUM -_
= § LG § PLIS HIGHEND || VALUE Jf LATINO ,

b ! é fail

i T _mmm

z;,, ﬁ 57 ol |

_"’“" EXIIS _"“ww m
3

Koy "l'mn-

AN BN

7:5 RER




JOE'S LIQUOR A
1234 ANYTOWN, USA : ‘
REVISED: 324546 KYLEC ON 6/31/2013 10:41:49 AM ‘

PLANNED DISPLAY

GROUP TYPE | BI1G 8ET

1 |

CREATIVE B
BACKGROUND ' FhEgg

- N

| s O T s e e
\datinrr fodnry \Lowprr ;
DISPLAY SIZE SSE0==
CORE BRANDS ON DISPLAY & PACKAGE (Left to Right] -
12pack bottle __: _ i | e, Gt 2 7 s o
el | == B o 500 Wholesalers

Bud Light H 12 pack bottle 3

12 pack bottle s
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5 12 pack bottle :
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12 pack bottle :

BRANDS ON SIDE STACKS & PACKAGE

...Bud Light Platinum 12 pack bottle B
...Bud Light Lime 12 pack bottle :
...Bud Light Lime-A-Rita 12 pack 8 ox can :

27 k Sales Reps

..Bud Light Straw-ber-ita 12 pack 8 oz can :

..Budweiser Black Crown 12 pack bottle N
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..Budwelser Select 12 pack bottle &
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Performance Dashboard (PD1) X

Dals Through. 8/29/2013 g 5 22

Volume Performance to Target Share of Display Locations

A-B +Imports (1096) -3.0% . 57%+

Budweiser Mega Brands (193) 4 53%

Bud Light Mega Brands (603) 4

Brand (CE Needed)

High End - Corp Def (40) 45%

-25% -20% -15% -10% -5% 0% Target MTD o o728 08/04 o8 08/18

Base Distribution (SKU) Gap Share of Cases on Display
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Managers completed more than 500k execution surveys YTD

W

% of Objectives Executed with
100% Accuracy

YTD 2013:
943,000

80.0%

Bud Light
642013 - 7312013
Freq Once | Type EO | Actual 1

Budweiser

6172013 - 7/31/2013

Freq Once | Type PPO | Actual
Bud Light Platinum
6/1/2013 - 713172013 |

Frog Once | Type EO | Actual 1

) , - 3
Bud Light Lime _ " 7 t 75.0% -
xecuted Y G

8172013 - 773172013

Freq Once | Type PPO | Actual

Budwelser Black Crown
6/1/2013 - 7/3172013
Freq Once | Type EO | Actual 1
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re sed distribution, space, & features at retail
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SKU’s/POC .@ Share of Displays
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= 011 2012 2013 2011 2012 2013

““:'”"7‘515- ET. Tofcﬂ Us. Source: Mobility. Total US.

Share of Sp? Share of FeaV@

== 2011 2012 2013 2011 2012 2013

=— Source: Shelf Planning Plus. Total US. Off Premise Accounts Source: Feature Vision. Total US.










