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BUILDING AN EFFECTIVE TRADE PROGRAM
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5‘ H DEEP UNDERSTANDING

: OCCASIONS ,\

SOCIAL BEER RUN

BALANCE FUN AND CONTROL,
SHARE AND CONNECT
WATCHING TV, SPORTS, AND SOCIALIZING AT HOME

ASPIRER, FUN-LOVER, TRADITIONALIST

BUD LIGHT, BUDWEISER,
NATURAL LIGHT, ROLLING ROCK

HANGING OUT OCCASIONS




PARTYING OCCASIONS
EVERYDAY FOOD OCCASIONS
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DE STANDING OF CHANNEL DRIVERS

GROCERY
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18.7% 699 1k

~ 15.5% 16.9%

C-Store includes Drug Store Source: AB Internal Sales Data



Shopper Proﬂle

C-Store Beer

pemographic & Econo

Weekday V3. Weekend
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TRATEGY BASED ON DRIVERS

Drive Conversion Trip Missions Merchandising Scale Up
Win Immediate Consumption Single Serve Light Trade Programs
Increase Total Store Performance Cold Space/PTCs Rock the POC Turbo

ON PREMISE *




SETS UP OUR RETAIL PILOTS PRIORITIZES PROTOTYPES



—_

)

ROTOTYPED AND IMPROVED AT OUR

U

TAIL LAB BEFORE IN-MARKET TEST

— == T2 B R e

> T B o
. - .
.0-..-'._, >




ADING PREDICTIVE ANALYTICS sty

Test

M,

anagers now haye the fools
10 condyct Small-scale tegys

How to Design Smapt
and gain req) insight. But 1o . .
iy cpepime s 10 usiness Expen ments

pProve muych qfaﬂyrhz'ng.
by Thomas H. Davenport

Test & Learn®

Lower Fricgs


http://www.predictivetechnologies.com/docs/clients/panera.cfm

...TO APPLY TEST & LEARN METHODOLOGY

Test store sales data
IS indexed vs. Control
store sales datato
Isolate the lift/impact
of the trade
marketing program

' Weighted Significance | Estimated | e-p
Impact
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Launch &

HE POC LEVEL T

Light Super Bowl Frito Display

gth & 98 1% execution rate

Gt finshed with positive incremental ifts

Region Drill Down

Lrease in both casq

Bud Light Super Bowl Frito Display - Region 2

—_agram ended with a 98.7 execution rate

S.l-q.l-e Dri" Down 81 and Bud Light finished with positive incremental lifts

4l ABI had an increase in both ¢4

Bud Light Super Bowl Frito Display - Region 2 Wholesaler's

* Program ended with a 98.7 execution rate

ad Bud Light finished with positive incremental lifts

an increase in both cases and brands on display

Account | Aol

LB Bud Light Super Bowl Frito Display — Account Level

B kb The Top 30 Stores executed the Super Bowl Frito Display Program
LAY TUANER £ W (A UERENE - pasz) | - Wholesaler executed the Super Bowl Program in 514 accounts

Account Drill Down

WEREY, MC
[FOOD WO N1 | Camm=a

Frogram timing: 12/31/12 thru 2/3/13; Updated thru WE 2/3/13 |
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BER OF DISPLAYS PER STORE

% of stores with Displays Avg # of Displays per Store
M 2012 M 2013

oooooo : IRI Perimeter View; NFL (5 wks ending 9/15/13)









MAJOR OPPORTUNITY EXISTS IN THE ON-PREMISE




COMPREHENSIVE GLOBAL STUDY
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NORTH AMERICA

MOSCOW ~

¥ Key market for ABland an |,
iy emerging global market ——
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ANTWERP & LONDON ’

Diverse, cosmopolitan
cities in North America

,,_?/
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Traditional markets with » " AN
new retail environments  [F ™

ENGAGED
EXTERNAL =

SPECIALIST :
SUPPORT

- Key market for ABl and an

| emerging global market



NEW ON-PREMISE SEGMENTATION

CONSUMER MOTIVATION
DRINK-LED

FOOD-LED

ENTERTAINMENT-LED

TRANSIT




2014 STRATEGY
-

DRINK-LED

CLUBS &UPSCALE  PARTY NEIGHBORHOOD BAR SPORTS & CASUAL RESTAURANT FINE TRENDY
LOUNGES PLACES BEER BAR BIININCENLOIN
Note: For Wine Bars, Outdoors Bars and Cafés, each has 0% of TA servings . BEER

Source: AB InBev Field reps questionnaire; Consumer Survey; Booz & Company analysis




2014 STRATEGY

< DRINK-LED > € FOOD-LED >

Aggressively
Grow Draught
Distribution

FINE TRENDY
DINING SPOTS

CLUBS &UPSCALE  PARTY NEIGHBORHOOD B¥\
LOUNGES PLACES

ote: For Wine Bars, Outdoors Bars and Cafés, each has 0% of TA servings
Source : AB InBev Field reps questionnaire; Consumer Survey; Booz & Company ana lysis




2014 STRATEGY

DRINK-LED B € FOOD-LED »

Increase

Aggressively Relevance
Grow Draught ==\ with Food

° [ ® £
Disiribution /LY-VA = 2
Ve ' 307% [NV
CLUBS &UPSCALE  PARTY NEIGHBORHOOD BA , CASUAL RESTAURANT FINE TRENDY
LOUNGES PLACES BEER-BAR DINING SPOTS
v f J 1 EER WINE
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2014 STRATEGY

DRINK-LED » FOOD-LED »

Recapture

Party

Occasions,

28%

Increase

Aggressively Relevance
Grow Draught ==\ with Food

Distribution /LY.[/A
e 30% ,‘ g/l

/PSRN
CLUBS &UPSCALE PARTY NEIGHBORHOOD BAL CASUAL RESTAURANT FINE TRENDY
LOUNGES PLACES BEER-BAR 1 BIININCENLOIN
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2014 STRATEGY

Recapture

Party : Increase
Occasions Aggressively Relevance
Grow Draught with Food

@ Distribution




2014 STRATEGY

Recapture

Party

Occasions

Increase
Relevance
with Food




2014 STRATEGY

Recapture

Party

Occasions




2014 STRATEGY




OVEN TRADE PROGRAMS

R =
LIR30
POC Y =

SCALE
UP

% of Volume Covered by
Trade Programs

607

30%

2014

Source: APT
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