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Surprisingly Smooth

New Heineken Premium Light
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Europe’s leading brewer

“ One of the world’s top-brewers by volume
(123m hl)

© Largest beer and beverage distributor in
Western Europe

¢ Strong portfolio of superior local and
international premium brands

* Heineken® the world’s leading international
premium beer brand

“ Present in over 170 countries

¢ 2005 Revenues of Euro 10.8b, EBIT (beia) of
Euro 1.3b and Net Profit (beia) of Euro 840m

¢ Strong cash generation

Excellent acquisition and integration record



Gearlaratlfic sistalnzole oroyyir

Building winning brand portfolios

Focus on our flagship brand Heineken®
Innovation -ess Development

Acquisitions

Focus on developing markets

_ _ and the premium segment
Continued focus in all business areas

Strict cash flow management

lon, dividend




Flalpakean's foetlls in 2006-2007

Heineken® to further strengthen its
position in the premium segment

Leverage aggressively our innovations

USA: launch Premium Light®, grow
Heineken® Lager

Russia: Strong market position
achieved, accelerating integration

Targeting €200m net fixed cost
reduction by 2008
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EBIT / HL 2005 Volume Growth 05 - 10
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2005 beer activities
100%

HEINEKEN
®

Volume Revenues
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Volume growth
H1 2006: +12.7%
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Brand Communication

Brand Activation
Brand Innovation




rleiralkan® COMMUNICATION

Worldclass advertising to create
brand pull

“ Broad reach sponsorships to create
worldwide awareness

“ Unigue experiences to create
consumer connection



Commercials

James Bond
Casino Royale

Heineken
NV
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Flainakan® ACTIVATION: Ofl=treiele i orove e

Heineken Extra Cold
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Extend Bring Target
draught experience  more fun/excitement new occasions /users




Hainakan® INNOVATION: Drzitic) it (e

Generates incremental volume
Sold in over 45 countries

Production capacity expanded to
meet demand

Increases presence on shop floor

Platform for Heineken brand
communication

Combines innovation and
premiumness

DraughtKeg can now be used in
BeerTender




Commercial

DraughtKeg
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Imported Light Beer vs. Imported Regular Beer

Light Beer Regular Beer
Total: 121m hl Total: 119m hl
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National launch in March-April 2006

Heineken Premium Light sales volume
will exceed 600,000 hl in 2006, far
ahead of forecast

Halo effect on Heineken Lager, no
cannibalization (+8% depletions)

Continued strong investments in
Heineken Premium Light in 2007

Packaging extension in 2007, including
cans and DraughtKeg
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Target-Releva

Consumer Sampling Breakthrough TV Creative
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Commercial

Heineken Premium Light

Heineken
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The value growth is in the premium
segment of the beer market

Heineken® is the most powerful
brand in the premium segment

Heineken® creates value in mature
and in growing beer markets

The programmes behind
Heineken® strengthens brand
equity are accelerating volume and
market share growth of the brand...

...and the profit growth of the
Heineken Group
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Irrgorizine Notlee

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, 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 specialized research institutes in combination with man}?gerﬂent estimates.
einexKen
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