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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



Marcel Marcondes N
US Chief Marketing Officer

Hometown: Sao Paulo, Brazil
Time at ABI: 14 years
Favorite Beer: Michelob ULTRA Pure Gold



WE HAVE EVOLVED OUR STRATEGY
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Lead Future Growth




LEADING BY
PUTTING
PEOPLE FIRST




RE-CONNECTING WITH CONSUMERS AND ADDRESSING
UNSTOPPABLE TRENDS

UNSTOPPABLE TREN DS




BETTER UNDERSTANDING OF WHAT PEOPLE THINK
AND SAY

TO ONLINE PANEL POWERED
BY ARTIFICIAL INTELLIGENCE

FROM TRADITIONAL RESEARCH

WEEKS to connect with DOZENS Connect with +6 THOUSAND DAILY



BETTER UNDERSTANDING OF WHAT PEOPLE FEEL
USING NEUROSCIENCE

EMOTIONAL INTENSITY

MEMORY ENCODING
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BETTER UNDERSTANDING OF WHAT PEOPLE TALK ABOUT

What is Trending Now

Inspired By

Che
New JJork

Cim CS
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CONSUMERS ARE TRADING UP WITHIN BEER
COMPRESSING THE CORE, AND OUT OF THE CATEGORY

PREMIUIVI_I‘IZATION .
@ ................................................... : Trading UP in Beer

Trading OUT of the Category

AFFORDABILITY _



WE MUST REBALANCE OUR PORTFOLIO TO STAY AHEAD
OF CONSUMER TRENDS
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WE HAVE THE BROADER PORTFOLIO TO MEET
CONSUMER NEEDS

CORE PLUS SUPER PREMIUM PREMIUM MAINSTREAM BEYOND BEER




WE HAVE THE BROADER PORTFOLIO TO MEET
CONSUMER NEEDS

CORE PLUS SUPER PREMIUM PREMIUM MAINSTREAM BEYOND BEER




MICHELOB ULTRA

Health & Wellness is the new premium & biggest trend

SUPERIOR
' LIGHT BEER

95 Calories
2.6 Carbs

TRADE UP ACTIVE LIFESTYLE
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MICHELOB ULTRA ACCELERATING GROWTH 5
ACROSS ALL METRICS AND HAS ROOM TO GROW
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WE HAVE THE BROADER PORTFOLIO TO MEET
CONSUMER NEEDS

CORE PLUS SUPER PREMIUM PREMIUM MAINSTREAM BEYOND BEER




STELLA ARTOIS

Making every occasion more special
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GROWING BRAND HEALTH METRICS, ADDRESSING
FREQUENCY AND ESTABLISHING PROXIMITY
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WE ARE BUILDING THE PORTFOLIO TO MEET
CONSUMER NEEDS

CORE PLUS SUPER PREMIUM PREMIUM MAINSTREAM BEYOND BEER




PREMIUM
NOT A MEXICAN IMPORTS SEGMENT




GROWING SEGMENT SHARE +1.7PP YTD
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Purpose

Volume Q1 Revenue Driven

Source: IRl End 03-31-19



WE HAVE THE BROADER PORTFOLIO TO MEET
CONSUMER NEEDS

CORE PLUS SUPER PREMIUM PREMIUM MAINSTREAM BEYOND BEER




BUD LIGHT

Becoming truly relevant again
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BUD LIGHT TURNAROUND IS HAPPENING, ALL

BUD
LIGHT

BRAND HEALTH METRICS BACK TO GROWTH
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BUDWEISER
BRINGING A STORY TO QUALITY & PURPOSE
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BUDWEISER STABILIZING GROWTH FOR KEY g
BRAND HEALTH METRICS
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WE HAVE THE BROADER PORTFOLIO TO MEET
CONSUMER NEEDS

CORE PLUS SUPER PREMIUM PREMIUM MAINSTREAM BEYOND BEER




BEYOND BEER

Growth through innovation

DISRUPTIVE INNOVATION

WINE & SPIRITS

4™ CATEGORY




BEYOND BEER ON TRACK TO DELIVER AMBITION

AB GROWING REVENUE, ON TRACK TO MEET 10YP AMBITION

VOLUME TREND VS LY
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BRAND HEALTH GROWING ACROSS THE PORTFOLIO

CORE PLUS SUPER PREMIUM PREMIUM MAINSTREAM BEYOND BEER
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WE MUST REBALANCE OUR PORTFOLIO TO STAY AHEAD
OF CONSUMER TRENDS

AL L SIZE OF SEGMENT GROWING OR AB SHARE WITHIN AB SEGMENT
IN THE INDUSTRY DECLINING SEGMENT  THE SEGMENT SHARE TREND
Expand Core +
@ =oanacore 7% 93%
a Lead & Develop Super Premium 7% 20%

e Disrupt Premium 14% 3%

a Stabilize Share of Mainstream  65% ¥ 58%
e Capture Growth Beyond Beer 7% 16% ‘

Source: IRl YTD March 2019



INNOVATION




RENEWED FOCUS ON LEADING FUTURE GROWTH AND
BRINGING NEW PROPOSITIONS TO THE MARKET

INNOVATION RATE AB INNOVATION RATE

% of Total Volume that is Innovation Lower than the Beer Category

3,9
6,5

2013 2014 2015 2016 2017 ABI Beer Category




AGILE PROCESS STARTING AND ENDING WITH PEOPLE AT THE
CENTER FOR A BETTER INNOVATION SUCCESS RATE

- N 1000s of
. 100s CONCEPTS |'| CONSUMERS Ay
R | :
:" L-.Ij o I|I l] . 1 |

CONSUMER
“Jobs to be Won" A3

® |

.,._n. s m : i - o | B
_F_ h—-—-‘ y
e E _
r"l". L5 2 . i

= i '-_. ; ;




ONE

DREAM
PORTFOLIO

IWeek 2019

BIGGER. BOLDER. FASTER.




THROUGH THIS PROCESS, IN 2018 WE DELIVERED 7
PROTOTYPES, EACH IN LESS THAN 100 DAYS
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LEADING INDUSTRY GROWTH THROUGH OUR NEW
AGILE INNOVATION APPROACH

9.6%

6.5%

10%

RATE OF SHARE OF
INNOVATION PR RH INNOVATION s N
AB IS OUTPACING BEER UPTO
16.3%
12.6%
.60 8.9% 2 O %
- INCREMENTALITY
Wine Liquor AB Beer TO THE CATEGORY

Source: IRI YTD Mar 2019 Source: Numerator Shopper Panel YTD Mar 2019



Forbes

THE WORLD'S MOST
INNOVATIVE

GUMPANI[ Forbes
_@.

ﬂu ' ALCOHOL
‘ COMPANY




STARTING 2019 STRONG BY CONTINUING TO LEAD
INNOVATION GROWTH

LEADING INDUSTRY VOLUME 4 OF TOP 10 LEADING INNOVATIONS
% INNOVATION VOL YTD 2019

50%  52%
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YTD 2019
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CONNECTIONS




TO STAY RELEVANT, WE NEEDED TO EVOLVE HOW WE
CONNECT WITH CONSUMERS

TRADITIONAL SPONSORSHIP MODEL TV-FIRST MODEL

d
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2014 2015 2016 2017 2018

TV Viewership

Source: TPPUT Prime Time TV, Ages 21-49



TAKING THE LEAD IN REDEFINING THE
TRADITIONAL MODEL

SPORTS AGENCY
SUMMIT ASSEMBLY

| —




MOVING FROM SPONSORSHIP TO PARTNERSHIP

Forbes

Anheuser-Busch Launches Revolutionary
Incentive-Based Sponsorship Model

Q000

Kurt Badenhausen, FORBES STAFF @
| cover sports business with rare dips into b-schools, local economies FULL BIO
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draftline.

MORE LOCAL | MORE PERSONAL | MORE AGILE

||||HI '

LOCAL DATA
CREATIVITY
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MORE LOCAL | MORE PERSONAL | MORE AGILE

SOCIAL DIGITAL

TRADE ASSETS PACKAGING OOH

o~
PATAGONIA

CERVYEZRA =
OPEN YOUR NEXT ADVENTURE
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OPEN YOUR NEXT ADVE“!iRE




GREATER OPPORTUNITY FOR AGENCIES TO COME WITH
DISRUPTIVE IDEAS

CREATIVE
ECOSYSTEM

Influencers




DIGITAL CONTENT WITH THE SAME REACHAS A
SUPER BOWL, EVERY MONTH
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SHIFTING FROM SHARE OF VOICE TO SHARE OF
CONVERSATION

SHARE OF BEER SOCIAL CONVERSATION YTD 2019

~1.5x

Fair Share

Source: Crimson Hexagon YTD Mar 2019



PORTFOLIO

REBALEANCE

OUR PEOPLE

PEOPLE
INNOVAT S FIRST 4N ECTIONS



FUELED BY DIVERSITY OF THOUGHT AND TAKING
LEADERSHIP IN THE INDUSTRY

OUR MARKETING TEAM EXTERNAL PARTNERSHIPS
42% 58% SEEHER
First brewer to join this leading
MEN WOMEN organization to accurately portray

women in advertising

YEARS OF SERVICE 8 NATIONALITIES

O== 38

YEARS

ADFELLOWS

Together with Verizon & AmEX,
helps to recruit individuals with
diverse backgrounds into
marketing




RE-ENERGIZING OUR PEOPLE AND BUILDING THE
PIPELINE OF THE FUTURE

CAPABILITIES TEAM ENGAGEMENT

-2 — | .

125 Hours of Learning
100% Mkt Team trained
1 renowned speaker/mo




Marketing Team Z@ﬂ
of the Year

ABInBev



RECOGNIZED THROUGHOUT

AB InBev, Apple and P&G are
most-awarded brand owners
at Cannes Lions 2018

Nike, Budweiser, Tide
among brands that won
Twitter in 2018
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