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2011 Q1 highlights

Group beer volume grew 34%, +6.7% organically
Organic growth achieved across all regions, led by strong performances in 
Africa, Latin America and Asia
Cycling weak volumes in Europe in Q1 2010

Consolidated beer volume up 44%, +5.5% organically

Heineken® brand grew 5.7%, reaching 6.0 mhl

Revenue +22%, +3.6% organically

EBIT (beia) grew by over 20% on an organic basis, driven by higher volumes 
and TCM savings

Organic net profit (beia) grew substantially. Reported net profit of €151m

Q1 is seasonally less significant in profit terms. Q1 2011 profit growth not 
indicative of expected full year result
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Solid organic revenue growth

Q1 2010 Consolidation Forex Organic Q1 2011

2.9

17.6% 3.6% 3.61.1%

Presenter
Presentation Notes
Slide 2 Revenue increased 5.2%
Revenue increased by 5.2% to €7.5 billion, driven by changes in the scope of consolidation of which Femsa Cerveza was the most important one, and, to a lesser extend, stronger currencies against the euro  – which offset the organic decline of 2.0%.  
FEMSA Cerveza is consolidated as of the first of May and added € 554 million to revenues.
This was partly offset by some deconsolidations:
The sale of MBI and GBNC in Asia to our joint venture APB as of 1 February 2010.
Also the shift to local production by our joint venture with Diageo in South Africa is treated as a consolidation change. As you know, last year Amstel was still produced in Europe and transported to the RSA. 
The divestment of the Waverley distribution company did not affect H1 revenues, however, I still like to mention it. Although Waverley did not contribute to EBIT, it had revenues of 0.5 billion euro and is important when modeling Heineken 
During the period, we also benefitted from forex by 2% or an 156 million euro increase in revenue, mainly the Polish Zloty, Russian rouble, British pound US dollar. 
Organically, revenue decreased 2.0%. The effect of 3.9% lower consolidated beer hectolitres had an equal impact in euros on revenue, -3.9%, mainly due to lower volume in Europe and in particular in Russia being partially offset by a strong Africa. 
Better pricing and improvement of the sales mix contributed 1.9% to revenue. 
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Group beer volume +6.7%

Mhl Q1 2011 Q1 2010 Change Organic

Western Europe 9.4 9.3 +0.4% +0.6%

Central & Eastern Europe 9.8 9.2 +6.2% +6.2%

Africa & Middle East 6.3 5.6 12% +12%

The Americas 13.9 4.5 +209% +8.3%

Asia Pacific 6.5 5.5 +18% +11%

Group beer volume 45.9 34.2 +34% +6.7%

Heineken® premium volume 6.0 5.7 +5.7% +5.7%

Western Europe: Volume growth led by key markets of UK, France and Netherlands
CEE: Strong rebound in Russia following excise increase in Jan-10; volume weakness in Greece
Africa & Middle East: Growth momentum continues
The Americas: First time consolidation of FEMSA Cerveza and strong organic growth of CCU JV
Asia Pacific: Growth driven by APB and UBL (India) joint ventures and Taiwan
Heineken® continues positive growth trend
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Focus areas for 2011 and beyond

Strong focus to drive value and volume share growth through higher marketing 
investments and innovation:

Grow Heineken®: Roll-out of global ‘Open Your World’ campaign
Expanding higher margin Strongbow and Desperados brands

Further realisation of TCM cost savings

FEMSA Cerveza: Implementation of brand portfolio strategy in Brazil and Mexico 
to support realisation of revenue synergies; Confirm previously stated cost 
synergy target of €150 million by end of 2013

Improve profitability of businesses acquired in the last 3 years

Reduce net debt through Hunt for Cash Two programme
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Disclaimer

This presentation contains forward-looking statements with regard to the financial position and results
of Heineken’s activities. These forward-looking statements are subject to risks and uncertainties that
could cause actual results to differ materially from those expressed in the forward-looking statements.

Many of these risks and uncertainties relate to factors that are beyond Heineken’s ability to control or
estimate precisely, such as future market and economic conditions, the behaviour of other market
participants, changes in consumer preferences, the ability to successfully integrate acquired businesses
and achieve anticipated synergies, costs of raw materials, interest rate - and foreign exchange
fluctuations, change in tax rates, changes in law, change in pension costs, the actions of government
regulators and weather conditions. These and other risk factors are detailed in Heineken’s publicly filed
annual reports.

You are cautioned not to place undue reliance on these forward-looking statements, which speak only as
of the date of this presentation. Heineken does not undertake any obligation to publicly release any
revisions to these forward-looking statements to reflect events or circumstances after the date of these
materials.

Market share estimates contained in this presentation are based on outside sources such as specialised
research institutes in combination with management estimates.
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