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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.

© AB InBev 2018 — All rights reserved

T i Ll e s ABInBev




ABInBev

DAVID
ALMEIDA

Bornin 1976
20 Years in our company
Favourite Beer Hoegaarden

I'm most proud of the Brahma
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Putting it all together...

» Limited Portfolio of brands & suppliers » Wide range of brands & suppliers
Customer | °* Volume concentrated in few packs / sizes * Volume fragmented in more different SKUs
 Limited differentiation by price / styles » More price segments / beer styles

!

Simple sales & distribution model Specialized distribution models

Cost to Sell | © Fixed routes, high drop size « More fragmentation & lower drop size
» Mostly transactional activities * Business development
* Focused on simple trade assets « Experiences & digital trade programs
Technology | . | imited insights & analytics - Leverage on analytics for insights
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Markets

Main
Priority

Key
Drivers

Customer
Enablers

A

Cluster 1

Penetration

ffordability | Availability Coolers

Base model Evolved model Full model
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Markets

Main
Priority

Key
Drivers

Customer
Enablers

Affordability

Cluster 1

Penetration

Availability

E Cluster 2

Coolers Easy Drinking

Contact Strategy

High End Company

Retail Solutions

Q

Clusters 2 & 3

Premiumization

Premium
Super Premium
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Contact strategy evolves in line with market maturity model

Maturity 1 Maturity 2 Maturity 3
Accept | Formalize Early | Socialize | Late Routinize | Sophisticate
wd
I\
i v Field sales & distribution Telesales B2B
-
:E\ m i@)
I elesales
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Low market
share

Market maturity / technological stage clusters

Availabilty —
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Effectiveness D Cost to sell

TT Revenue ($B) FTE $/100 hl B2B users
(% Of total customer base)

== TRADITIONAL (sales reps
3 NON-TRADITIONAL (telesales+b2b+eletronic direct invoice)

2016 2017 2018 2020 2016 2017 2018 2020

*Cumulative yoy

More non-traditional More cost Higher adoption of

order taking efficient cts b2b platform

*FTE = Full time employee
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il KevFowes

#160 Operations in 25 different business
units implemented

40% Non-traditional TT Revenue ($23 Bio) in
2018

20 Customer interaction centers
with 3,050 Telesales representatives

olume Uplift Cost to Sell SKU /POC
~ 4 A
N
+1.9% -12.1% +0.2%
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m LOCAL OFFICES
S R R SR

LOCAL LOCAL LOCAL LOCAQ/,LOCAL\\LOCAL

§:) Telesales
"o local agents

§+) Local low
cneon tech stations

FQ # TELESALES FTES INCREASING...

= STATES

= CIC agents office

COLOMBIA

CUSTOMER CENTERS (CIC 2.0)

B8 SRR R R R

CENTRALIZED

E= Analytics war
e room CIC 2.0

...IN CENTRALIZED OFFICES - CIC

I DECENTRALIZED

3,033* 15
’ W cic
2,852 2 11 2
27581 2 *Insogrced 179 N 24
outsourced 134 .
. 50
2016 2017 2018 2016 2017 LE 2018 1YP
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Increasing relevance of B2B solution

December 2018

$630M

650 K users
December 2017
$360M
Jan 2016
$6.1M
22k users I I
Cmem BN || : || . l I I I I I I

Jan Feb Mar  Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar  Apr May Jun Jul Aug Sep Oct Nov Dec
[ 2016 2017
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Evolution of B2B experience

Phase 1

(2015-2016)

Minimum Viable Product

Phase 2

(2017-2018)

BO SE DG
S0 Bn BE a0
SnDooE

é n
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App / Web Frontend

% Personalization

Phase 3

(2019-2020)

EVERYTHING

YOU NEED.
ONE TAP AWAY.

Behavioral Data

ABInBev




New distribution space

How Amazon Plans To Dominate The
Private Label Market

e [—
S A

N

@Alibaba Group

THE NEXT BIG THING
IN B2B ECOMMERCE?
miblog

xxxxx logistix.col

DEPTH

(Services)

ABInBev

e

REACH

(Customer Base)
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Current digital structure to be complemented with new products and services

Full
Marketplace

B2B
E-Commerce

Marketing
Programs

Digital

Payment
Partner
AB InBev Products
Products (soda,
snacks)

Management Financial

Tools & ' ; .
Education _ = Services

Core Digital Identity

Category Mobile
Management Account
Behaviors

EXIST IMPLEMENTING

——) A\B InBev to Customer 2 way feedback loop G ateway

Digital
ID

AB InBev Dlgltal
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CONTACT J
STRATEGY 2.0

SALES
TRANSFORMATION




Markets

Main
Priority

Key
Drivers

Customer
Enablers

Affordability

Cluster 1

Penetration

Availability

E Cluster 2 'o‘ Clusters 2 & 3

Coolers Easy Drinking SupPermerl:nr:um

Contact Strategy

High End Company

Retail Solutions
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Premiumization

Easy Drinking Classic

Flavored Beer
s9|A3S 1999g 19Y30O

Affordability

-~

— = = T = ABInBev




High End:

4.3

CAGR
HIGH END

5x

Faster growth
than core

Expected to grow faster and more profitable than core

2X

Revenue per hl

.@\ y \S:‘\ v ) Q
) z
[ N

~2X

More profitable
than core

Source: 1) Industry Growth expectation based on Industry Volume from PlatoLogic (Release June 2016); Growth rate = CAGR 2014 — 2020. 2) Profitability based on NR/HI; ABI Internal data for closing ACT 2017 from OneSt for 22 Countries vs all other Markets & Brands not included in High End Co
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High End Industry
(Estimation)

*Source: Internal data
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Base case - market share 2016

By Segment By Beer Style

ABInBev HIGH
FAIR SHARE END

(22 countries)

'y

Source: Market Submission during 3YP 2018 (April-May 2018) + USA & BEL are based on original 2020 Plan. Calculation method: MS Fixed Country mix based on 2018 ABI HE Volumes to reflect Organic Growth
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SPECIALIZATION
FOR HIGH END
SEGMENT

ONE HIGH END
PORTFOLIO I H E

HIGH ¢4, ~—
v/ sKiLLs

E N D \/ TRAINING
ESTABLISHED NOW e y V e
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Our Dream

Revenue Contribution to Leadership by People &
AB InBev growth beer style capabilities

#1

Talent & capabilities
for AB InBev

Revenue

(vs. 2016 Base Case)

Contributor to Leader in every
revenue growth relevant beer style

T i Ll e s ABInBev




OUTSIDE

22

Countries

Focus

Tier 1

Regions

Premium
POCs

ABInBev




END IN

Dedicated Owners

Owners

THE
HIGH
END

nnnnnnnnnnnnnn

Company within Company

THE
s HIGH
END

Mktg VP SalesVP | e

.................
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lllustrative example

Lifestyle / Origin /

Market
Maturity
Stage
Order of Priority

L1/cC1

(Jorono,

Order of Priority

L2/C2
Early (Jorono,
L2/C2
Late (Jorona,
L3/C3 (Jorona,

o

iy

Order of Priority

Local Brands

Local Brands

|
"

Prestige

e
JG“
o w sty .
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S

BRAND EQUITY
POSITIONING DESIGN

-

CONNECTIONS COMMERCIAL BETTER
EXPERIENTIAL PROGRAMS
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35

Brands

15

Countries

THE
HIGH e BOCANEGHH
END

EEEEEEEEEEEEEE

o S _
AWARDED ALMOST 200 MEDALS

0-F SEC fi
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Successful roll out delivering strong commercial performance

Roll out in 22 markets Revenue growth acceleration Closing gap vs. fair share

2016 2017 Fairshare
Go Live
BV o +1
S g ~— +1
’é CTHE, P 2
counm% ' GHé
END
- 4
4 +4pp
+4pp
l ~f|at
Experienced owners
&speciaﬁzed teams Before After THE Lager Wheat Ale Ale-IPA Stout
HIGH
END
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South Africa

“Developing super premium with “18 months after, we’re leading “Growing triple digit, gaining share
consistent share growth” international premium segment” by doing things differently”

Position in Premium / Super premium
(Volume market share May 2018)

5
=
S
=
g‘

‘ ARTOIS&

Before High End Co. Roll Out \ ¢
L ] o

M anrunu

2014 2015 2016 2017 After High End Co. Roll Out
(Jun 2018)

75 #2

(Joronn.  #4

Source: China: SEEMA, based on Total Imported Brand volume for ABI portfolio / Total Import SP industry. COL: ACNielsen International Premium Brands. SA: ACNielsen Premium & SP.
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T-II-IIEH _ SINGLE BIGGEST
- OPPORTUNITY

EEEEEEEEEEEEEE

Segment is growing Is more We under-index
faster profitable

Faster More profitable Gap vs.
than core than Core fair share
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Contribution to Leadership by beer People &
AB InBev growth style capabilities

#1 #1

Contributor to Leader in every Talent & capabilities
revenue growth relevant beer style for AB InBev

X

T i Ll e s ABInBev

Revenue

by 2020




Markets

Main
Priority

Key
Drivers

Customer
Enablers

Affordability

Cluster 1 E Cluster 2 'o‘ Clusters 2 & 3

Availability Coolers Easy Drinking Susgfg:zgium

Contact Strategy

High End Company

Retail Solutions
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Different solutions for different market maturities

G Base Model a Evolved Model e Full Model

Basic trade infrastructure to Retail integration to boost Digital trade programs to grow
increase penetration frequency and premiumization category and premiumize

T ==l = el e ABInBev




Basic trade infrastructure to
increase penetration

Retail integration to boost
frequency and premiumization

USING COOLERS
FOR PENETRATION
AND AVAILABILITY

Digital trade programs to grow
category and premiumize

TRADE PROGRAMS
CREATING THE RIGHT
INFRASTRUCTURE

B




| | ]
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+50% |

# of on premise
POC's
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+170 khl

vs. 2016
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Basic trade infrastructure to
increase penetration

11,000

OWNED & FRANCHISED
STORES WORLDWIDE

T

f a3

y - % £
e ﬁ??‘t%:‘z
vy vV 8
T oo

+ OFF-TRADE BEER STORES

+  MAINSTREAM BARS

+ SCALABLE PUBs, MINI-PUBs,
+ BREWPUBS

HIGHLIGHTS

Retail Integration to boost Digital Trade Programs to grow
frequency and premiumization category and premiumize

MEXICO

MODELORAMAS:
Franchised off trade beer store
focused on convenience

COLOMBIA

BBC BODEGAS:

Small beer-focused scalable model
with food offering and intimate,
urban environment

*BBC — Bogoda beer company

oTs ABInBev
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Pllotlng C- Store Concept Returnable Glass Bottle Shop

RETORN,
S OELADA A 524
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Basic trade infrastructure to Retail Integration to boost
increase penetration frequency and premiumization

Incremental distribution

» Whitespace regions
» Geolocation -> high potential areas

Digital Trade Programs to grow
category and premiumize

i labl
‘.'| Highly scalable

Consumer experience

» Controlled execution
» Experiential format
» Elevation of category

Premiumize

ABInBev




Digital Trade Programs to grow
category and premiumize

BodS B
B~ -e - £
LANBESED K &
q‘
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@ Online category management approach

On Trade Industry Landscape Example - lllustrative

’ Increase AB InBev market ° T
share
1O &
a Increase beer

penetration and share of
throat SPIRIT

SHARE

OF BEER
Upsize on trade business /
expanding occasions @ NON
ALCOHOL
BEVERAGE
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my Connected POC
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Data driven activities

Integrate with
POS transaction

data Strategic

POS integration

Tactical ||
Capture data through aenes " IHH I ”l““ll

LOT technologies __....._---

2 Possible solutions
- salesforce
"ai Operational Q N

Cai|

Key insights

Smart flowmeter 3G hub

Test & learn in POC’s
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The Connected POC: data-driven platform for high-maturity markets

Unprecedented industry data

* Full industry data, beyond beer
» High granularity of transactional data
* Nearly real time to enable fast action

@ Drive category expansion

* Crack the code for category driver metrics

+ Actionable insights to enable better business strategies

@ Unrivaled customer relationship

* From transactional relationship to unrivaled service to POCs
» Data driven customer service (e.g. out of stock)

2t 3 = T ABInBev




Different solutions for different market maturities

0 Base Model a Evolved Model e Full Model

Basic trade infrastructure to Retail integration to boost Digital trade programs to grow
increase penetration frequency and premiumization category and premiumize
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Mkts

Main
Priority

Key
Drivers

Customer
Enablers

Affordability

Cluster 1 E Cluster 2 'o‘ Clusters 2 & 3

Penetration Frequency Premiumization
Coolers Easy Drinking Prem /S Prem

Contact Strategy

High End Company

Retail Solutions
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In Summary...

Contact Strategy High End Company Retail Solutions
“Driving digital sales “Strong portfolio & specialized “From Hardware to full online
transformation for the future” teams to win in High End” CatMan & analytics”
THE
HIGH SPECIALIZATION

; FOR HIGH END
END o . SEGMENT

\/ PROFILE
\/ SKILLS

\ / TRAINING
=/ TooLs
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