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Azania Andrews, Director of Digital Strategy;




nts a critical opportunity to

umers

Millennials over Index
on Digital Usage

Hispanic audiences
also over index on
digital, particularly
mobile

= = Digital mTVv Radio H Print

Source: emarketer August 2013



; ?“---5 ‘strategy is rooted in meeting
ers where they are .
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= We must engage
onsumers across all
fouch points before,
dunng and after

purchase
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| capabllmes
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é’rondord demographics

Broad category targeting

Alcoholic beverage audiences
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gating and curating multi-channel content

THE

C@NTENT
FACTORY

Local Content | - l i

E Creative Partnerships | - s W-

User Generated Content | -

Agency Ideas | » .

» Always-on
{';llf* Targeted

> Multi-channel

> Big Idea Campaigns



oo ntent drives engagement and extends our
mvestment dollars
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V. Check In



pcugns and experiences will be developed
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onsumers today requires a change to
Ianmng and allocation process

EARNED 4web5|’res)
(buzz) -\ 5%
5% \
A OWNED PAID
(websites) (advertising)

25% 25%
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PAID

(advertising)

90%

EARNED
(buzz)

50%
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eed, we've developed a new digital team

= Execution aligned to brand teams
In St. Louis

= Strategy & Innovation based in
Palo Alto

= Innovation pilots strengthened by
relationships with start-ups




iegic nnovahon pilots based on consumer
ﬂnd tech tfrends

Mobile Wallet

—

Retail

On Premise

1p Handles

i

Ad.
Connected Devices Targeting




i IS a ‘big data’ research lab launched in
llaboration with the University of lllinois

T RESEARCH PARK

et UNIVERSITY OF ILLINOES AT URBANA-CHAMPAIGN






SS | act IS our main objective

é;' ihe S e51 CPG in Digital

2 Improve Brand Health Q{Vﬂ
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| Vedia a focus beginning in 2012
endous success
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JANUARY 2012 NOVEMBER 2013
3 Million Fans O N 18 Million Fans

R

Source: Facebook Fan Pages for all US AB Brand Facebook pages



High Dividend Stg

B FoodBev.com

Home

Hot Stock Picks

News HKnowledgebase Subscriptions Events Awards

“Most engaging
brands on
Facebook.”

Work at Home

-ntertainment  Adverising Spyj

3 | Mobile Onfine Video

5 On Facebook

Shaun Weston

ud Light: 28,569 Average Daily Likes

uring June, 20.8% of its fan base either posted, liked, commented or

shared posts on Bud Light's wall. This c-ngagemn?n! figure is

particularly impressive given that Light has fewer than half the

VEAR OF THE .+ Il
NFL FAN 5 s

number of fans as Heineken (6,129,559 compared to 14,342 890)

Heineken's engagement was mimimal for June at only 0.8

When looking at 'share impressions’ (the metric that looks at who is
social’ each follower is and

shanng the content, determined by how °

how many friends each indivdual fan has), Budweiser takes the =
st
crown. The American beer brand has the majonty of share of .
impressions at 32.77% compared to Bud Light with 32.27% and BECIRY Ackaos

Bud Light is Amenca's biggest-selling beer and its Facebook page
benefits from a gargantuan fanbase. For e ampl-_ this unremarkat

At
it

Heineken with 25.5%

aina held in frant of

hecue lnaded with hot doos 2

nd hamb

Business Insider

Source:

BUSINESS
INSIDER

Advertising
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Meet The 20 Fastest-Growing Companies On Facebook

#17 Budweiser: 21,120 Average Daily Likes <d!| € || B
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The Budweiser brand’s hon with sports and parties. makes

strong affilia

easy for the brand 1o create posts that are both relevant (e g The Clympu baseball) and

entertaining (e g parties beach) The summer lull is actually an advantage for Budweiser




ed research to understand the impact
edla on beer sales
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orking w Th Datalogix, prove whether the brands’
~~:—_~f-:;,.~. ogmg Facebook content can drive beer
ales among our farget consumers
hodology o O 0
—=
= * Facebook only * Increase the * Fans and non-fans * OX
== reach and ages 21-34
e Dec 3 - Dec 31, frequency of most
2012 engaging |
‘evergreen” posts |




variety of content which had previously
ell organically

E Bud Light ﬁ Bud Light
November 3 ) ] { tO D¢ 15

Now, that's a smart phone... — with Douglas Jimenez and Bud Light in the fridge a few snacks on the
39 others table...

Like - Comment Share ) 266,619 —: 31.854 21.578 Like Comment - Share £ 227.893 (_7__) 6.779 {55 25.776




s sho ed that Facebook advertising
. sales

US households exposed fo the
22 8M campaign, representing 20% of
e toral US households

e ——

e
——

il

3.37

Sales litt among households
exposed vs. confrol group
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6X

Return on
advertising spend
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k content drives brand heailth
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e SUMERS AGES 21-27 CAMPAIGN
EXPOSURE
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We are increasing focus on earned media to drive media
efficiency and effectiveness

Content is critical

= 4 Business impact is our primary success metric
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