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Heineken®| Skyfall TVC
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HEINEKEN | Nr 1 Brewer in Europe

- HEINEKEN OpCo

Joint Ventures

Export

. Licenses

85,000 people working in 71 countries

170 breweries producing 178 mhl beer
€19,203m revenue | €2,941m operating profit




HEINEKEN in Figures | Financial Overview 2013

Mhl/€m 2013 2012 Total Change Organic Change

(%) (%)

Group revenue 21,255 20,984 1.3 0.1
Group revenue/h|(€) ....................................... 92 ................. 90 ..................... 23 ........................ -
Groupoperat|ngproﬁt3192 ............ 3106 ..................... 28 ........................ 06
Gro up O perqtmgproﬁt (be|a) margm ........ 150 % ............ 1 1.8% .............. +2 0 bps ................................

Consolidated revenue 19,203 18,383 4.5 -09
Consohdqted revenue proﬁt(bem)zgm ............ 2666 ...................... 10 ........................ 07
Netproﬁt(be|a)1585 ............ 1661 ..................... 1.6 ........................ 20
Netproﬁt1364 ............ 2914 ...................... 53 ................................
D||utedEP5(be|q)|n€275289 ..................... 48 ................................
Free OpemtmgcaShﬂow ........................... 1518 ............ 1484 ..................... 23 ................................
NetDebt/EBITDA (beia) ratio®  26x 28
‘D'iv.ide'n'd € .......................... 089 ........ 089 ................ e
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HEINEKEN | Brewing Great Beers, Building Great Brands
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Sustainability Clip | Bring to Life
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HEINEKEN Strategic Priority | Brewing a Better Future

Protecting Reducing
water resources CO, emissions
in the
less water brewery 40%
Stewardship in 50% from fridges

water scarce locations

Distribution by2 O%

¥
..’ Behaviours
Nanh

Sourcing
sustainably
10160% 10%
100% Supplier Code CEO
main raw materials 50% ]

from sustainable sources



CSR Stakeholders | Broad Approach

‘h_“—/ @
Governments

ndustry Suppliers
associations
"HEINEKEN -
Stakeholder @
. — 4 engagement -
nsumers MNGOs & international

organisations

b,

Eﬁ:lpluyee

representatives

Investors
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http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&docid=mpuZcBzPT1dRcM&tbnid=COy0dBJ-VW36iM:&ved=0CAUQjRw&url=http://sustainabilityreport.heineken.com/The-big-picture/Stakeholder-dialogue/Our-stakeholder-groups/index.htm&ei=69DgU9qqO8bb7Abds4D4CQ&bvm=bv.72197243,d.ZGU&psig=AFQjCNHPWcQHy4UUZGVyGLBGLu2bcmVIBQ&ust=1407328690775904

HEINEKEN’s CSR Objectives | Value Creation

Risk - Avoid brewery

mitigation disruptions
- Retain resources

- Licence to operate

p
- Customer relations

- Fuel innovation list
Returns on

Capital

- Community support
.

- (Eco-)efficient
Supply Chain

- Higher share and/

\_Or price premiums




Energyl AImost €60 min Saved through Eco EfF C|ency
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2009 12.1
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Water | Source Water Protection Plan for 23 Breweries

Water stress indicator (WSI) in major basins: % > 4
Slightly Moderately  Heavily over-

N }exploited exploited , exploited . exploited
“ BHLIPE AEKAEWAEE

Sources: Smakhtin, Revenga and Dall, 2004. 0 03 05 0.7 1 and more

SOURCE WATER PROTECTION PLAN
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Assessment Teams : Engagement Balancing
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Sourcing | Local sourcing Africa up to 46%

y
\ \l /

\] Procedures rolled out "W"I
¥ with key suppliers for
barley, hops & apples

New PPP projects:
Ethiopia, Rwanda,
Sierra Leone

93% signed
Supplier Code



Responsible Consumption | "The Experiment”
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Responsible Consumption | Aspirational for Consumers

min.] O% media spent L,d’ K ' N

] 6 markets, Heineken® volume min. 5 O%
30 additional markets with <10%

Activation

Nightlife events with DJ Armin van
Buuren in four markets plus Sot

6 ””n reac ross all
2 views»z ] 2 11 I n media channels

HEINEKEN * 0 ARMINS
" YTLUE EYPE]
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Experiment
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External Measurement | Benchmark

............... A

Bloomberg

Transparantiebenchmark 2013

SUSTAINABILITY q = C D P Defrils‘tal fms

DRIVING SUSTAINABLE ECONOMIES

Dow Jones
(‘ Sustainability Indexes ‘
A o -
VBDOQQ FTS E4G OOd IAn MSCI Brand
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Trends | Shift from Company towards Brand

The Top 50 Brands Introduction Articles & Methodology Contacts & Downloads
Interviews Contributors
2014 Rank Brand Brand Sector Gap Score
1 @ Ford Automotive +3.2
1SE2y
2 s Toyota Automative +03
TOYOTA
3 HONDA Henda Automotive +18

.\

4 ‘@‘ Nissan Automotive +66

5 Panasonic Panasonic Electronics +138
6 NOKIA Nokia Electrarics +190
7 SONY Sony Electronics =107
8 ==adidas adidas SportingGoods +61
E DANONE Danone FMCG 13
-
10 Dell Technology 63
11-47

a5 Colgate Colgate FMCG 70

Disney Media -8.1
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http://www.interbrand.com/en/best-global-brands/Best-Global-Green-Brands/2014/best-global-green-brands-2014.aspx
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Climate-Neutral Production | Goss Brewery
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