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FIRST QUARTER, 2012 EARNINGS ANNOUNCEMENT




Calendar 2012 First Quarter (SABMiller F12 Q4) Underlying
Net Income Increased 16.6% to $275.3 Million
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Strong Growth in Domestic Net Revenue per Barrel
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Sales Mix Improved by 0.7%
Net Pricing Improved by 3.2%




MillerCoors First Quarter 2012 Financial Highlights

» Total Net Sales Increased 3.6% to $S1.760 billion

e Total company net producer revenue per barrel, including
contract brewing and company-owned distributor sales,
increased 3.8%

e Total COGS increased 0.9%

- * Costs savings $25 million




Weather Positively Impacts STR Trends
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Distributor inventory reduced by over 200K barrels vs. prior year levels.




Unemployment for 21-24 Year-Old Men Remains High

Unemployment Trends
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Brand Performance

Premium Lights ‘ Low Single Digits

* Overall category segment saw positive trend change

* Miller Lite launched new advertising and positioning in mid-March

* Coors Light grew and launched two multicultural programs

* Miller64 launched new brand positioning and packaging in early March
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* Crafts continue to outperform all segments across all channels
* Leinenkugel’s Summer Shandy up well over 100 percent

* Blue Moon continues to deliver double digit growth

* Peroni Nastro Azzurro growth in the on-premise continues




Elevate Premium Light Brands
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Continue to Earn Consumer Preference in Crafts and Imports
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Continue to Earn Consumer Preference Through Innovation
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Summary

* Right strategy in place to earn customer preference, fuel
growth and elevate brands

* 16.6% underlying profit growth attributed to positive pricing,
favorable mix and record breaking warm weather

* STR and STW trends were positive, still down low single digits

* Investments in Innovation and Big Brand Ideas
© Coors Light Multicultural Programs in Key Markets
- It’s Miller Time. and Miller Lite Punch Top Can




