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Legal Disclaimer

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 2019 — All rights reserved
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Andy Goeler

VP of Marketing, Bud Light

Hometown: St. Louis, Missouri

Time at ABI: 40 years

Favorite Beer: Bud Light



US COMMERCIAL PRIORITIES

€ EXPAND CORE PLUS
@ LEAD & DEVELOP SUPER PREMIUM
© DISRUPT PREMIUM

O STABILIZE SHARE OF MAINSTREAM

© CAPTURE GROWTH BEYOND BEER
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LEAD BRAND IN MAINSTREAM SEGMENT
16,7%

7,2%
6,6%

SOURCE: IRl - Total US — MULC Volume Share of Category, L52W Ending 4-28-19
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Hear \;c.l Hear ye,
Citizens of Philadelphia:

The <aale hath flown and vour trinmph
in battle hath inspived the King to make
aood on his promise: during the great
victory parade, Bud Light shall floweth

in the taverns along the parade trail

Joineth us and thy brave knight,

nlﬁ"l mmr 'i.'lln m'gmr F R
i ; =y Sir Lane johunson, for the parade of

tickered tapes, cheesed steaks, and the
kingdom's favored lighteth lager.
1 thus decree that henceforth), this
patade day shalt be known as - ,
O FLVEf ESFLY

Philly Philly Day!

Che King & Bud Light
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SHARE OF SOCIAL CONVERSATION
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SOURCE: Crimson Hexagon Tracker, Segment Share of Social Mentions



BRAND HEALTH METRICS ARE GROWING

3,0 Consideration

R3M Change vs LY
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‘Makes a Good Impression’

R3M Change vs LY

Source: KMB Brand Guidance, R3M Trend Through End Mar, TUS 21-65




REVERSING SHARE TRENDS IN 9 OF 15
2019 FOCUS MARKETS

BUD LIGHT Volume Share of Premium Light
(Change vs. YA, 2017 - 2019)
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Source: IRI Volume Share of Premium Light, Change vs. YA, Q1 2017 - Q2 2019
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WE WILL TAKE

IN THE BEER INDUSTRY






NO CORNSYRUP NO PRESERVATIVES NO ARTIFICIAL
FLAVORS






Ingredients

Water, Barley, Rice,Hops

Serving Facts

Serving Size: 12 fl oz

Amount per serving
Calories 110

% Daily Value

Total Fat Og 0%

Saturated Fat Og 0%

 TransFat0g 0%
~ Polyunsaturated Fat 0Og 0%
~ Monounsaturated Fat 0g 0%
Total Carb. 669 2%

Total Sugars Og

Incl. 0g Added Sugars 0%

Protein 0.99g

ADDED AN



ATTENTION
LIGHT BEER
DRINKERS:

You have gone far too long without knowing what ingre dients are in your beef.
And thot's o shame. Because beer is pretty greot.

Espedially when it's made with greot stuff.

And Bud Light is made with the best stuff around.

Which is why, beginning in Fehruary,

WE’RE PUTTING AN INGREDIENTS
LABEL ON OUR PACKAGING.

Because it's the right thing to do.

BECAUSE YOU DESERVE TO KNOW
YOUR BEER’S INGREDIENTS.

WE'RE PUTTIN

ol GA
L ON OUR pagy(AGREDIENTS
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Serving Facts
Saerving Slze: 12floz

Amount per serving
Calories 110

% Daily Value

Tolal Sugars 0g
Incl. Dy Added Sugars 0%

Protein (9g







532 PRESS STORIES ON THE LABEL

Associated Press

Starting next month, Bud Light will
have prominent labels showing the
beer’s ingredients

HOME BEER

Bud Light Adds Ingredients and Serving Facts
to Its Packaging

00060

Bud nght went with a big, black-
_— and-white label, similar to the ones

1 ients X

wnga.w vor= I S required by the FDA

Serving Facts
Serying Siae: 121108

Bud Light Wants You to Know
What’s in Your Beer

Bud Light's New Nutrition Labels
Mark a New Era for Beer

Bud Light becomes first American
beer labeled with nutritional facts

Bud Light packages will now show
nutritional information










QUALITY ATTRIBUTES ARE GROWING

‘High Quality Brand’

3,0
R3M Change vs LY
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R3M Change vs LY

Source: KMB Brand Guidance, R3M Trend Through End Mar, TUS 21-65
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Lime Peels
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Source: IRI Total US - MULC, Volume Sales, Calendar Year 2018




Brewed
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