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Key Mega Trends Shaping our Consumer

The Changing Landscape of the American Consumer
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A Deeper Look into the Digitally Savvy Millennial

The ABlI Segmentation |
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KEY MEGA TRENDS

SHAPING OUR CONSUMER




Consumers seek self-expression and customized experiences

e —

Source: Ya

3

ovich Monitor US 2010

Megairend:
Individualism

Consumers seek self-expression, freedom
and wisdom; break convention and
create new rules

| wish | had more opportunities to customize
products to really fit my lifestyle*

100%
50%
0% Ny
Millennials  Gen X o
en xers Boomers Matures
Individuality* Millennials Boomers
I have a very unique sense of style 59% 4490
Like to be seen as someone willing to 49% 33%
defy convention
I like the idea of buying things not 74% 550/

many other people have




Shock Top leverages the individualism insight

LIVE LIFE UNFILTERED.




Consumers want health of mind, body, and soul through balance

Megatrend:
Sense of Well-Being

Consumers seek health of mind, body and soul
through balance, enjoyment and control

Anti-Aging U.S. Market will continue to grow from
$80 billion to more than $114 billion by 2015

Huffington Post (08/20/11)

13.1 million cosmetic plastic surgery procedures
performed in the U.S. in 2010, a 77% increase
over a decade

American Society of Plastic Surgeons (02/07/2011)




Michelob ULTRA taps into the well-being megatrend
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Consumers are trading up and looking for more premium experiences

o
5

Megatrend:
Premiumization

Consumers are tfrading up in quality
and price in mass market

"Connoisseurship has never been more popular...
it is now applied to an endless cascade of pursuits...
coffee, cupcakes, craft beers, cars, watches,
fountain pens, stereo system, TVs, computers, tacos,
pizza, pickles, chocolate, mayonnaise, and cutlery..."

Dr. Laurence B. Kanter, Chief Curator at
Yale University Art Gallery , New York Times, (02/12/2013)

‘...you feeling good about yourself...
standing apart from the crowd,
demonstrating knowledge and hipness..."

Thomas Frank, author “Commodify Your Dissent”
and “The Conquest of Cool”




Stella Artois leverages premiumization through its imagery
and marketing
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Consumers are buying locally for more authentic personal experiences
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Megatrend:
Localization

Consumers buying locally for more authentic
and personal experience

_— » LOCAL, QUALITY and ACCESS were the three words
heard the most from Rusty Woodland (beer buyer for HEB),
David Jabour (President of Twin Liquors) and John Lane

(VP of Operations for Winking Lizard Tavern)

10th Annual Beer Industry Summit (01/2013)

”’
/ “Consumers are looking for local in all categories

because they love the story whether it's beer,
it's spirits or it's wine...”

David Jabour, President of Twin Liquors (BBD 2/7/2013)




Budweiser emphasizes localization through its 12 breweries in the US
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Consumers want more flavor across all food and beverage categories

Megairend:
Flavor

Consumers seek stronger, more intense flavors
in all food & beverages

“Instead, operators are subbing them out for
an adoption of sophisticated and unique ingredients,
fun experimentation with bold, less-familiar flavors
within ethnic cuisines, and a focus on health
and whole foods.”

Restaurant News (10/2013)




The Rita Family addresses the consumer megatrend towards more flavor
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OF THE AMERICAN

CONSUMER




, ége 21+ will grow over 15% over the next

Estimated U.S. Population (000) - Total and 21+

380,000

all=Tofql
358,471
360,000 =21+ Years

340,000

316,439
320,000 -

300,000

280,000

265,208
260,000

— 229,315
= 240,000

220,000

200,000

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

Source: US Census — 2012 National Population Projections



Estimated U.S. Population (000) - 21-27 By Hispanic Ethnicity
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Source: US Census — 2012 National Population Projections



Beer Category sales growth rate vs. total US

Trillion Dollar Economy driven by
Hispanic consumers

Hispanics are under 40 years of age
while Non-Hispanics are 50 years of age

US residents will be Hispanic
by 2060 versus 1 in 6 today

Real expenditure growth in 2011
came from Hispanic consumers

Sources: *IRI Symphony YTD Oct 213; **Consumer Expenditure Survey (CE) 1999-2011; **US Census — 2012




g and yielding enormous consumer

Boomers 50+
(% of total US population)

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 201 2

Source: USBP/ Total Alcohol Poll Study — Calendar year 2001-2012
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are now the largest generation in

Boomers Gen X M|Ilenn|c1\s
120 Million 51 Million 126 Million

Born 1265 - 1980




A DEEPER LOOK INTO THE

DIGITALLY SAVVY MILLENNIAL




Arizona California Texas

Source: Pew Research Center February 2010 study “Millennials: Confident, Connected, Open to change”; Shopper Poll



GET
LIVING WITH GET AN START MARRIED CHILDREN
PARENTS EDUCATION CAREER LEAVE HOME

Traditional life stages

GET AN START
EDUCATION CAREER
LIVING WITH GET CAREER OLDER KIDS
PARENTS MARRIED CHANGE LEAVE HOME

FAMILY
ADDITIONS

MOVE BACK
HOME
LOOK FOR
Millennials life stages (projected) NEW HOME

GOBACKTO
EDUCATION
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the most digitally savvy consumers
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ent an average of 20 75% of Millennials have a profile
ages ’rhe last 24 hours on a social networking site
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Average Average 1%

Millennial Millennial 75%
Gen X Gen X 50%
Boomer Boomer 30%
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Source: Pew Research Center February 2010 study “Millennials: Confident, Connected, Open to change”:
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jals care more about global responsibility and

J-&-

'_ _____ rketlng than previous generations

[¥] —:e: mecn convenience, location, Millennials care about the source and
se of np and global responsibility make-up of their food products

an
Communn‘y
Ovuireach

For some Millennial consumers:

“...they might want to know what
the company or manufacturer
does to help their community
and protect the environment, or
whether they provide
scholarships.”

— Amy Valenzuela, Shopper Insights Manager
Coca-Cola Refreshments

Source: Convenience Store News February 2013



—é;; an important factor driving brand selection
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Factors Driving Brand Selection

% of Millennials
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( IeChOn . : Previous Brand Experience/Trust i I
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, Coupons from home
""" Gnd IOYG"’Y TO a Shopper loyalty discounts | R 53%
. ?f‘?"-i nd OISO are mCIJOI’ Request by household member __ 577
~ factors for Millennials. T
Newspaper ciculars from home __ 48%
- Spent $333 billion in 2012. -
= Signs or displays in store | ERREEIGG 38%

E i
Product label/packaging I 246%

In-store kiosks F 16%

Source: TRU The Futures Company Fall 2012 Source: IRl Market Pulse Survey
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WINNING IN THE TOTAL

ALCOHOL LANDSCAPE




e a bee r-centnc segmentation,
| ference was one dimension




Estimated Alcohol Segment Share - Total Adults
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23%

100% m Hard Liquor

90% u Wine

80% u Beer

60%
S50% -
40% -
30%
B

10% -

0% -

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Source: Total Alcohol Poll Study




Past 4 Week Usage vs. Alcohol Category

Beer Only ¥’ 63% of people
15% 4 drink more than
one type of
15% 13% alcohol
e 23% |
ar .
Liquor e

12% ﬂ| 15%
Only 7% Only 158

Source: Total Alcohol Poll Past 4 Week Alcohol Drinkers age 21+ (12MM March *13)
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We developed a comprehensive,; consumer-focused
view of all adult beverage drinkers
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Some images not visible to protect commercial confidentiality



identified four strategic growth
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Consumer Type —

Win in Beer
centric I

Opportunity
occasions

|
|

ikl ‘

Ltk |
L,

Lk |
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Il \ l‘
Need States

R
Gain share of Food

__________ v ]

Share of Throat
Opportunity

l
e ‘
[n.l'!l

;

i

LT

Innovate for mood
shift

i
I
:
i
I nnovate for party |
4 Innovate for party = |

—- time occasions :
______________________ ==

Source: ABI Consumer Segmentation
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| WANT TO...

Relax and wind down

WITH A DRINK THAT...

Is refreshing and easy to drink

e
——. - —
— _— =

FUNCTIONAL NEEDS

Correlation

Is easy to drink

Is refreshing

Is a good value

Does not upset my
body

Has a light taste

r—e.

H II"%]

Is not filling/bloating

- n in beer centric occasions

Source: ABI Consumer Segmentation: functional / emotional drivers of need states
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yain share in food occasions
|

Optimize my food enjoyment

WITH A DRINK THAT...

Complements my meal

FUNCTIONAL NEEDS

Correlation

Is good for savoring

Enhances the meal

Is good with food

Is superior quality

|

f

: .

| Is worth paying more
J for
!

Has a strong, infense
flavor

Source: ABI Consumer Segmentation: functional / emotional drivers of need states
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ova jeto help mood shift

| WANT TO...

Reward myself with a treat

WITH A DRINK THAT...

Delivers sweet, fruity
refreshment

——— — —

FUNCTIONAL NEEDS

Correlation

p—

= Has a sweet taste

Has a fruity flavor

Is refreshing

Is fun to drink :

s easy to drink

Source: ABI Consumer Segmentation: functional / emotional drivers of need states



| WANT TO...

Let loose, have fun

WITH A DRINK THAT...

Mixes well, can be
consumed easily

FUNCTIONAL NEEDS

Correlation

Mixes welll
Is fun to drink

Has a sweet taste

s easy to drink

Source: ABI Consumer Segmentation: functional / emotional drivers of need states



US BRAND PORTFOLIO:

STRUCTURED TO WIN




and p rtfollo choices
Consumer Type ——————————————

' 3

_ Share of Beer
Opportunity

Win in Beer
centric I

occasions
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Need States

I
Gain share of Food

__________ ‘i- I——J—l
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— Share of Throat
e Opportunity . 9 g SIIIGVGLS 1L

Innovate for party
time occasions

Source: ABI Consumer Segmentation
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beer centric occasions with Bud Light

Consumer Type —
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are in food occasions with Stella Artois,
oose Island

Consumer Type
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Ne will innovate for party time occasions with Bud Light

= Platinum and Budweiser Black Crown
Consumer Type _—m
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Need States
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We will become the #1 CPG in Digital

We will invest in content & technology to reach
and engage the Millennial consumer

We will measure success by sales & brand health

A T
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HD Chycescales 2013 Buowssser Super Bowl Ad — Exasndad Ve, .. m
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both share of beer and share of throat

7 @) Our Bud Light Mega strategy is working

| ’ S o Bud Light base has a big opportunity with Millennials
Ferey —

Lo,
e @) We have an unmatched portfolio of properties & assets




o We are committed to continue stabilizing the brand

A

\‘v

o We have strong programs to retain Traditionalist drinkers

o We have strong platforms to target Millennial consumers
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_——‘-—_:fz _j ell positioned for Premiumization & Well Being megatrends

rand is reallzmg consistent growth (>6% CAGR last 3 years) r

d IS leveraging active lifestyle positioning to add new consumers
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We will win in the High End segment

0 High End continues to grow, driven by big brands and brewers

@ We have a strong, scalable High End portfolio

@ We are increasing investment in the High End

Hoegaarden
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@) Our Value business has scale & delivers resources_}to win

b g

ﬁ ,,%"‘ -"" BUSCH o We are closing our price gap to Premium

0 Our Value share is at an all-time high




VOLUME (MILLION HL)

32

::::

AB Value Craft Industry

Source: A-B Competitive Monitoring Estimates, 2012



/alu Strategy IS working, as we are closing the price
between our Value and Premium brands

VALUE PRICE AS % OF PREMIUM /7

+6PP

71
____

2008 2009 2010 2011 2012 2013 YTD

Source: IRI MULC,2013YTD through 4 wks ending 8/11/13




B

; _the Value segment is at an all-time high

2009 2010 2011 2012 2013

Source: IRI MULC 4wks 2/1/09 — 10/06/13



THE MARKETING SCALE

TO WIN




Bud Light is bigger

— . ht than all competitive
~ Natural Light : - g brands in the top 10

= Busch Light , , combined.
Em—— -

Busch

Corona Extra
Keystone Light
ULTRA

Source: IRI MULC, Share YTD thru October 20, 2013
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US A
NASCAR B @199

Brisil MAJOR LEAGUE BASEBALL OLYMPICS




Light & Budweiser also have local sports
- sponsorships which are unmatched by competition
’

3
A
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http://rds.yahoo.com/_ylt=A9G_bF5uF1hI1tIAhbqJzbkF;_ylu=X3oDMTBpdnJhMHUzBHBvcwMxBHNlYwNzcgR2dGlkAw--/SIG=1ghf7aom4/EXP=1213819118/**http:/images.search.yahoo.com/images/view?back=http://images.search.yahoo.com/search/images?p=knicks&fr=sfp&ei=utf-8&js=1&x=wrt&w=400&h=300&imgurl=www.nyc.gov/html/sports/gif/knicks-title.gif&rurl=http://www.nyc.gov/html/sports/html/knicks_schedule.html&size=25.1kB&name=knicks-title.gif&p=knicks&type=gif&oid=b586eb13a095b4f0&no=1&sigr=11ot94uq5&sigi=11cshoqan&sigb=12galohfc&tt=72606
http://rds.yahoo.com/_ylt=A9G_bDrCF1hIcDwBllqJzbkF;_ylu=X3oDMTBpdDZuNzZrBHBvcwM5BHNlYwNzcgR2dGlkAw--/SIG=1jevecugu/EXP=1213819202/**http:/images.search.yahoo.com/images/view?back=http://images.search.yahoo.com/search/images?p=san+antonio+spurs&fr=sfp&ei=utf-8&js=1&x=wrt&w=250&h=187&imgurl=www.kvii.com/uploadedImages/kvii/Sports/Stories/San Antonio Spurs.jpg?w=250&rurl=http://www.kvii.com/sports/sports_story.aspx?id=7679&size=9.2kB&name=San+Antonio+Spurs.jpg&p=san+antonio+spurs&type=JPG&oid=7213e1f1c8d6df44&no=9&sigr=11kl19hsn&sigi=12f1cn3tu&sigb=12r1to22i&tt=64989
http://rds.yahoo.com/_ylt=A9G_bI9eIlhIqmABKIGJzbkF;_ylu=X3oDMTBpaWhqZmNtBHBvcwMzBHNlYwNzcgR2dGlkAw--/SIG=1h532jpbi/EXP=1213821918/**http:/images.search.yahoo.com/images/view?back=http://images.search.yahoo.com/search/images?p=houston+rockets&fr=sfp&ei=utf-8&js=1&x=wrt&w=100&h=100&imgurl=www.thebestlinks.com/images/b/b2/HoustonRockets_100.png&rurl=http://www.thebestlinks.com/Houston_Rockets.html&size=4.1kB&name=HoustonRockets_100.png&p=houston+rockets&type=png&oid=7b294d3330d38464&no=3&sigr=11go39mf2&sigi=11n1slgtj&sigb=12p8fib05&tt=41422
http://www.thesle.com/displaylogo.php?oneleagueid=nfl&oneteamid=ari
http://www.thesle.com/displaylogo.php?oneleagueid=nfl&oneteamid=nep

LTRA properties support the brand’s unique
tive lifestyle positioning



Artous sponsors the most sophisticated and
ant properties in the world
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http://www.kentuckyderby.com/tasteofderby




INTRODUCING THE US

MARKETING TEAM




g our US Marketing Leadership Team

Presenter

Azania Andrews

Markehng Toplc

Digital lb

Rob McCarthy
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