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AB InBev worldwide  

• AB InBev is the leading brewer in the world  

• One of the top 5 FMCG -companies worldwide  

• NÁ1 or N Á2 position in many of the world’s leading beermarkets 

• Global, Western -Europe and BeNeFraLux headquarters in Leuven  

• 6 of the top 10 most precious beer brands in the world         
(BrandZ TM Top 100 Most Valuable Global Brands 2012)  

• Operations in 24 countries  

• Our beer is sold in more than 100 countries  

• +/ -  150,000 employees worldwide  

 

 

 

 

http://www.ab-inbev.com/go/brands/brand_portfolio/global_brands.cfm
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AB InBev portfolio: 200+ brands  
Important presence of Belgian beers around the world  

Worldwide brands  
3 strong global brands  
Budweiser, Stella Artois, Beckôs 

Multi country brands  
Distributed in many countries around 
the world  
e.g. Hoegaarden ( > 70 countries ) and  
Leffe (> 80 countries)  

ñLocal championsò 
e.g Jupiler (Belgium), Hertog 
Jan (the Netherlands)  



©Anheuser -Busch InBev  

AB InBev in Benelux & France  

Leuven  Hoegaarden  Jupille  Diekirch  Arcen  Dommelen  Sint -Pieters -
Leeuw  

•  7 AB InBev breweries  

 

 

 

 

 

  

 

•  Volume 2012: ca. 10 mio hl  

•  Split on/off - trade: 46% / 54%  

•  Customer’s base: 2/3 horeca – 1/3 retail  

•  Over 3,000 employees  

•  Leader of the market in Belgium & Luxemburg; N Á2 in the Netherlands and N Á3 in France  
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AB InBev in Belgium  

 

• Market share 2012: 56.3 % (market leader)  

• Volumes 2012: 5.1 million hl  

• Over 2,500 employees  

• 4 breweries: Leuven, Jupille, Hoegaarden, Sint -Pieters -Leeuw  

• Top 3 of the favorite brands in Belgium  
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Volume of Benelux & France within AB InBev  

AB InBev  
Volumes 2012  

(mio HL)  
Contribution  to 
total volumes  

Worldwide  402  100%  

Western  Europe  29,5  7,3%  

BNFL 9,5  2,4%  

Belgium  5,1  1,3%  
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AB InBevôs success in Benelux & France in 2012 

• Increase in marketshare in 3 countries out of 4  
• Belgian market share stable  

 
• Volume growth in 3 countries out of 4  

• For the 4th consecutive year, France and the Netherlands grow their volumes  
 

• Significant increase in volumes of innovations and renovations  
 

• Engagement score of our people: 77 % or an increase of 20 % vs 2010!  
 
 
 

Ą About 1 out of 4 glasses of beer in Benelux & France < AB InBev portfolio  
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Results show :  
 

• Strongly driven on - trade organisation  
• Export from Belgium stays important  

BE NL  FR LUX  BNFL  

Number  inhabitants  2012 (mio)  11,1  16,6  64,9  0,5  93,1  

Per capita per country 2012 (in ltr)  77  73  27  79  38  

Beer  volume per country 2012 ( mio  hl)  8,2  10,3  18  0,38  36,9  

Industry evolution  12 vs 11 %  -4,0  -1,3  3,8  -3,5  0,4  

AB InBev marketshare 2012  

Split On/Off Trade % (industry)  45/55  26/74  25/75  47/53  30/70  

Split On/Off  Trade % (AB InBev)  43/57  41/59  41/59  41/59  42/58  

Overview Benelux & France in 2012  
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Export from Belgium in 2012  

• Our biggest export market from BELGIUM is NeFraLux  
• Base of Benefralux -organisation = same brands = synergies  

 
• Export from Belgium to US market also increased a lot  

• x 4 since 2004  
• Export Hoegaarden & Stella Artois keeps growing  



©Anheuser -Busch InBev  

1  
3  2  

Zoom - in on AB InBev in Belgium  

•   Market share AB InBev 56,3% stable  
 
• Jupiler reinforces its position as favorite beer for 1 out of 3 Belgians  

 
• Leffe Royale is a big hit  

 
• Sales volumes of Hoegaarden 0,0 have more than doubled since launch  

 
• Top 3 of favorite beer brands in Belgium: Jupiler , Leffe andHoegaarden  
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Zoom - in on AB InBev in Belgium  

Jupiler = favorite beer brand of Belgians, now also online :  
> 250.000 Jupiler Facebook fans = Nr 1 Beer Brand Fansite in België  
 



©Anheuser -Busch InBev  

 
 
AB InBev worldwide, in Benelux and France  
 
2012 results  
 
People - Brands - Means  
 
Best Beer Company in a Better World  
 
 



©Anheuser -Busch InBev  

Brands: continuous investments  
 

• Innovation and Renovation are still the focus  
 
• 14 innovations in 6 years time  
• Leffe Royale, Leffe Nectar and Hoegaarden Rosée  
• Non -alcoholic innovations: Hoegaarden 0,0 and Jupiler Force  
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• Continuous considerable investments in long term growth  

 
• Bottle washers Jupille  
• Powerplant Leuven  
• Innovation in packaging  
• Innovation and renovation of our products  
• …. 

 
 
• Over the last 5 years, an average of 200 mio € / a year was invested in 

production, sales and marketing   
 
 

Means  
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People  

 

 
• Continuous investments in our people  

 
• AB InBev University  
• Open and clear communication  
• Family days  
• Safety at work  
• Our 10 leading principles  
• … 
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Our dream: Best Beer Company in a Better World  

Promote  Responsible 
drinking  

Positive impact on the 
community  

Sustainable environmental  
practices  
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At the end of 2012, AB InBev has reached the three -year global 
environmental goals set it had set in 2009:  

Worldwide Environmental Goals  

Global Goals  
Resultaten  

van de 
groep*  

Resultaten 
Belgische 

organisatie*  

Recycling  percentage  99%  99,2%  99,63%  P 

Water  consumption per hl of production reduced to 
3,5 hl/hl  

-18,6%**  -36%  
P 

Energy  consumption  per hl of production  reduced 
with 10%  

-12%  -13,83%  
P 

CO2-emission per hl of  production reduced with 10%  -15,7%  -11,18%  P 

* Results  end  2012  vs, year  of  reference   2009   
•** This is equivalent to the amount of water needed to produce approximately 25 billion cans of AB InBev products, which is abou t 2 0% of one year’s 
production.  The cans of beer equivalency was calculated by totaling the three -year water savings, which equaled 312,330,230 hectoliters, or 87.9  
billion 355 -mL cans. That number was then divided by the company’s current usage rate of 3.5 hectoliters of water per hectoliter of production, which 
equaled 25 billion cans of product saved.  
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In June 2013, we committed to 7 new global environmental goals that we 
aim to reach by the end of 2017:  

• Reduce water risks and improve water management in 100% of our key barley growing regions 
in partnership with local stakeholders  

• Engage in watershed protection measures at 100% of our facilities located in key areas in 
Argentina, Bolivia, Brazil, China, Mexico, Peru and the United States, in partnership with local 
stakeholders  

• Reduce global water usage to a leading -edge 3.2 hectoliters of water per hectoliter of 
production, which is equivalent to about 5,400 Olympic -sized swimming pools  

• Reduce global greenhouse gas emissions per hectoliter of production by 10%, including a 15% 
reduction per hectoliter in China  

• Reduce global energy usage per hectoliter of production by 10%, which is equivalent to the 
amount of electricity needed to light about a quarter of a million night football matches  

• Reduce packaging materials by 100,000 tons, which is equivalent to the weight of about a 
quarter of a billion full cans of beer  

• Reach a 70% global average of eco - friendly cooler purchases annually  

Worldwide Environmental Goals  
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Environmental efforts in Belgium  

• Process optimization  
• Share “Best Practices” 
• Increase visibility of energy and water performance  
• Improve leak detection and reparation  
• Optimize cleaning processes  

 
• Investments  

• Bottle washers in Jupille  
• Powerplant in Leuven  
• … 

 
• Commitment and environmental awareness of our employees  

• Start/stop procedure to save water and energy  
• ‘Energy Tours’ to detect leaks (water, air, steam)  
• Training of technical skills and environmental awarenes  
• Environmental campaigns: World Water Day & World Environment Day  

 
• Recognition: Lean & Green certificate in België  

• Initiative facilitated by the Flemish Institute for Logistics VIL  
• Reduction of CO 2  emissions by 25 % over 5 years  
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• On the occasion of our yearly Be( er ) Responsible Day ,    
AB InBev asks particular attention for responsible drinking  
 
• Focus on the promotion of responsible drinking towards 

employees, clients and the public  
• Be( er ) Responsible Beats party in Leuven  
• Feet -On-The-Street  

 
 

 
 
 
• Since years, we are a proud partner of the Belgian 

Brouwers , the Belgian Institute for Road Safety and 
Assuralia , the federations of insurance companies. Together 
we support the very successful BOB campaign .  

Responsible drinking in Belgium  
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• In 2008, InBev Belgium launched the Respect16 campaign , 
which was later continued in the hands of the Belgian Brewers  
 
• In collaboration with festivals and several cities in Belgium.  
• The campagne aims to prevent the sale of alcohol to people 

under the legal drinking age.  
 
 

 
• Our product portfolio also contains a large number of non -

alcoholic drinks that offer refreshment on occasions when an 
alcoholic drink is less or not at all advisable.  

Responsible drinking in Belgium  
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• Anheuser -Busch  InBev  makes  significant  contributions  to  the  well -being  
of  the  communities  where  we  do business,  around  the  world . This  
occurs  through  the  jobs  we  provide,  the  salaries  and  wages  we  pay,  the  
taxes  we  contribute  to  local  and  national  governments,  and  the  
community  support  we  provide  in  the  form  of  donations  and  volunteer  
activities . 
 

 
• In  June  2013 , InBev  Belgium  launched  the  first  production  of  

emergency  drinking  water  cans  for  Western  Europe .  AB InBev  
produces  and  stocks  the  cans  of  drinking  water  to  distribute  them  to  
people  in  need  in  case of  catastrophes,  such  as floodings  or  extreme  
heat  all  over  Western  Europe . This  initiative,  in  which  we  combine  our  
attention  for  both  the  community  and  the  environment,  is a first  in  its  
kind  for  us in  Western  Europe . To AB InBev,  efficient  water  use  is crucial  
and  thanks  to  these  cans  we  can  contribute  to  the  communities  in  which  
there  is a need  for  emergency  drinking  water . 

Community  

http://www.ab-inbev.be/1/entity-file/entity/images/field/image/instance/169/release/70
http://www.ab-inbev.be/1/entity-file/entity/images/field/image/instance/169/release/70

