


Legal Disclaimers

Certain statements contained in these presentations 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.

Forward-looking statements are not guarantees of future performance. Rather, they are based on current views and assumptions and involve known and unknown risks, uncertainties and other factors, many 
of which are outside the Company’s control and are difficult to predict, that may cause actual results or developments to differ materially from any future results or developments expressed or implied by the 
forward-looking statements. Factors that could cause actual results to differ materially from those contemplated by the forward-looking statements include, among others: (i) local, regional, national and 
international economic conditions, including the risks of a global recession or a recession in one or more of the Company’s key markets, and the impact they may have on the Company and its customers and 
its assessment of that impact; (ii) financial risks, such as interest rate risk, foreign exchange rate risk (in particular as against the U.S. dollar, the Company’s reporting currency), commodity risk, asset price 
risk, equity market risk, counterparty risk, sovereign risk, liquidity risk, inflation or deflation; (iii) continued geopolitical instability, which may result in, among other things, economic and political sanctions and 
currency exchange rate volatility, and which may have a substantial impact on the economies of one or more of the Company’s key markets; (iv) changes in government policies and currency controls; (v) 
continued availability of financing and the Company’s ability to achieve its targeted coverage and debt levels and terms, including the risk of constraints on financing in the event of a credit rating downgrade; 
(vi) the monetary and interest rate policies of central banks; (vii) changes in applicable laws, regulations and taxes in jurisdictions in which the Company operates; (viii) limitations on the Company’s ability to 
contain costs and expenses; (ix) the Company’s expectations with respect to expansion plans, premium growth, accretion to reported earnings, working capital improvements and investment income or cash 
flow projections; (x) the Company’s ability to continue to introduce competitive new products and services on a timely, cost-effective basis; (xi) the effects of competition and consolidation in the markets in 
which the Company operates; (xii) changes in consumer spending; (xiii) changes in pricing environments; (xiv) volatility in the prices of raw materials, commodities and energy; (xv) difficulties in maintaining 
relationships with employees; (xvi) regional or general changes in asset valuations; (xvii) greater than expected costs (including taxes) and expenses; (xviii) the risk of unexpected consequences resulting from 
acquisitions (including the combination with ABI SAB Group Holding Limited (formerly SABMiller Limited, and prior to that SABMiller plc) (“SAB”)), joint ventures, strategic alliances, corporate reorganizations 
or divestiture plans, and the Company’s ability to successfully and cost-effectively implement these transactions and integrate the operations of businesses or other assets it has acquired; (xix) an inability to 
realize synergies from the combination with SAB; (xx) the outcome of pending and future litigation, investigations and governmental proceedings; (xxi) natural and other disasters; (xxii) any inability to 
economically hedge certain risks; (xxiii) inadequate impairment provisions and loss reserves; (xxiv) technological changes and threats to cybersecurity; and (xxv) the Company’s success in managing the risks 
involved in the foregoing. All subsequent written and oral forward-looking statements 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’s statements regarding financial risks are subject to uncertainty. For example, certain market and financial risk disclosures are dependent on choices about key model characteristics and 
assumptions and are subject to various limitations. By their nature, certain of the market or financial risk disclosures are only estimates and, as a result, actual future gains and losses could differ materially 
from those that have been estimated. Subject to the Company’s obligations under Belgian and U.S. law in relation to disclosure and ongoing information, the Company undertakes no obligation to update 
publicly or revise any forward-looking statements, whether as a result of new information, future events or otherwise.

This document shall not constitute an offer to sell or the solicitation of an offer to buy any securities, nor shall there be any offer, solicitation or sale of securities in any jurisdiction in which such offer, 
solicitation or sale would be unlawful prior to the registration or qualification under the securities laws of such jurisdiction. By attending the meeting where this presentation is made, or by reading the 
presentation slides, you agree to be bound by the above limitations.
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MIGUEL 
PATRICIO 
Global Chief 
Marketing Officer 

• Born in Lisbon, Portugal

• 20 years in our Company

• Favorite Beer Leffe

• I’m most proud of how AB InBev 
has evolved to become more 
consumer-centric
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As consumer needs evolve with market maturity, our portfolio of brands 
expands to drive differentiation & premiumization
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Our Global Brand Portfolio expands and premiumizes the category across 
markets
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STRONG HY18 REVENUE GROWTH 
+9.1%

(+14.6% ex-home markets)
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Show progress of 2017 parley work

Evan









THE CHALLENGE

663 Million People Lack 

Access 

to Clean Water





HIGH ENERGY
SOCIAL OCCASIONS



THE BEATING HEART OF 
THE WORLD’S GREAT CITIES
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BIGGEST CAMPAIGN 
IN AB INBEV HISTORY
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SOUTH AFRICA
2018 FIFA WORLD CUPTM RESULTS

+10% 
GAINS IN PREMIUM 

MARKET SHARE 

13,000
POCS ACTIVATED

9% 
OF GLOBAL 

BUDWEISER 
REVENUE GROWTH 

IN 2Q18

*Premium Market Share as calculated by Nielsen 



LOCAL BRANDS 
MAXIMIZED THE 
WORLD CUP 
SPONSORSHIP

40+ MARKETS

40+ BRANDS
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LEVERAGING THE 
EQUITY OF OUR 
BRANDS…

… AND SCALING 
IDEAS AROUND 
THE WORLD
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Defining brand positions to 
reduce overlap

Articulating brand roles 
within the local portfolio  

Executing best practices to 
scale success faster

1

2

3

The differentiation of our core brands allows us to scale faster and 
broader across our brand portfolio in three ways
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CLASSICEASY 
DRINKING
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Our Classic Lagers are firmly rooted in masculinity, sports 
and national pride
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Our Easy Drinking beers deliver a highly refreshing, perfectly balanced and 
crisp lager for mixed-gender, social drinking occasions





Easy Drinking Classic

Premiumization

Affordability

O
ther Beer StylesFl

av
or

ed
Be

er

Lager 

Category Expansion Framework building the right portfolio, at the right time
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Cost of reaching consumers via TV has increased 2-3x in past 10 years due to 
reduced TV viewership combined with increased media costs

TV viewership in the US has declined ~50% in past 10 
years and also declining at high pace in other markets

10Y TV VIEWERSHIP CHANGE LDA - 49

-60%

-40%

-20%

0%

Sources: Kantar Ibope Media, Nielsen, BARB, Infoys, Metro5

-47%
-37% -35% -33% -32%

-19% -15%

…While cost to advertise on TV has grown 
significantly above inflation

CUMULATIVE MEDIA INFLATION ABOVE CPI

0%

50%

100%

150%
80%

10%
55%

12%
41%

-125%

-18%

Sources: World Bank, Local Agencies/published industry data



Trends are driving us to evolve the way we connect with consumers

HARDER TO REACH CONSUMER WITH DIGITAL PAID MEDIA

Subscription content platforms 
reaching over 60% penetration

Consumers trust peers and  influencers 
3 times more than ads

PewDiePie
62.2 million

Kety Perry
109 million

Selena Gomez 
136 million

Red Bull
7.0 million

Playstation
15.5 million

Nike
77.1 million

Corona México
243k

Corona México
520k

Budweiser
298k

Top 5 Market

72%

67%

63%

62%

56%

Mexico

Brazil 

Argentina 

USA

Canada

25%

16%

13%

11%

9%

6%

Ad blocking used by 30% of USA 
& growing 50% annually 

Source: eMarketer, Feb 2017 Source: Netflix 2017 Global Streaming Statistics Source: AdWeek April 7, 2017 
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We have increased media return on investment by 20% in 
the past 4 years

Total Media Total Traditional Total Digital

2014 2015 2016 2017*

+20% +19% +24%

ROI JOURNEY GLOBAL MEDIA ROI EVOLUTION

ROI $

ROI

MEDIA ROI

% MEDIA 
INVESTMENT

% CONSUMER 
FACING 

INVESTMENT

2012 2013 2014 2015 2016 2017 2018

1 MARKET 1 MARKET 1 MARKET 8 MKTS 11 MKTS 16 MKTS 19 MKTS

48%

21%

50%

21%

61%

32%

68%

56%

70%

71%

75%

80%



Disciplined use of this model has helped us to improve our Facebook 
ROI in the US by 196% and increase Media ROI in Europe by 19%

FACEBOOK ROI EVOLUTION MEDIA ROI

$0.76
$0.51

$1.07
$1.35

$1,51

0

0,5

1

1,5

2

2013 2014 2015 2016 2017*

+196%

ROI

• Brilliant Basics creative
• Broader targeting
• Frequency optimization
• Data-based targeting

2014 2018

• Allocation to right markets and brands (premium)
• Channel mix allocation based on ROI (+10pp digital)
• Spend based on seasonality
• Creative testing

2014 201720162015

Europe Zone 
Revenue Growth

EU UK BELGIUM FRANCE ITALY GERMANY

18.6% 21.6% 7.9%18.4%19.3% 18.0%

Country Media ROI CAGR – 2015 Q1-Q3 to 2017 Q1-Q3 2016 Q1-Q3 2017 Q1-Q32015 Q1-Q3

ROI

1.5

0.5
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Social Listening and in-house agency capabilities allow us to 
discover, create and react to cultural moments in real time

BOLD FASTER
FLEXIBLE

DIGITALLY
NATIVE

CULTURALY
RELEVANT

MORE
EFFECTIVE

DATA
DRIVEN

UP TO 18 % MORE
EFFECTIVE CONTENT
- 40% production costs
- 35% time to market
+ 20% earned media

TO WIN WITH OUR CONSUMERS TODAY WE NEED TO 
BE…

THE POWER OF SOCIAL LISTENING

SOCIAL 
LISTENING

CULTURALLY
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Notable Quotes

Number of 
Placements

25

Impressions
26.8M

Key Message Inclusion
100%

“Mother’s Day is around the corner, and 
Budweiser put together a good gift for NBA 

fans: An ad paying tribute to basketball 
moms and the game itself voiced by Kevin 

Durant’s mother Wanda.”

Charles Curtis in USA Today

“We don’t normally put commercials on 
here, but sometimes they hit us in the feels. 
This year, Budweiser put together a terrific 

Mother’s Day commercial starring Kevin 
Durant and his mother, Wanda, as well as 

many other NBA players. It’s pretty special.”

Brady Klopfer Golden State of Mind

BUD US MOTHER’S DAY PRESS UPDATE

Budweiser recognizes that behind almost 
every amazing NBA player, sitting front row 

at every game, there exists the real MVP: 
their mom. We wanted to share a new 
Budweiser video created just for this 

occasion called “Mother’s Day Tribute: This 
Bud’s For The Real MVPs” that will air this 

weekend on TV.”

Art Eddy in Man Jr.
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“2018 AB INBEV MOST AWARDED COMPANY” AT CANNES
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CREATIVE X
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In conclusion 
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