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FOREWORD

Heineken is an integral part of society. We try every
day to make a positive contribution to the lives of
those who come into contact with our company and
its products: employees, consumers, customers,
suppliers, shareholders and all other stakeholders.
At the same time, we make every effort to minimise
any negative effects of our operations. We realise
that we cannot do this alone, and we therefore seek
to maintain an active relationship with our stakehold-
ers, both internal and external, at Executive Board
and head office level and within our various operat-
ing companies. Working with our stakeholders, we
aim to identify the areas in which improvements
can be made and our responsibilities in those areas.
Openness, transparency and dialogue are essential
elements in that process.

This Sustainability Report, which serves as input to
that dialogue, presents the results which have been
achieved across our entire organisation and our
priorities regarding improvements in the period
ahead. Our first Environmental Report, which we
published four years ago, addressed the environmen-
tal performance of our European operating compa-
nies. This was followed two years later by our Safety,
Health & Environment Report, which expanded the
coverage both geographically and thematically. Now,
with the publication of this Sustainability Report,
we have gone still further, dealing transparently with
and rendering account for our performance on all
social issues which are relevant to our operations.
The guidelines formulated by the Global Reporting
Initiative (GRI) for sustainability reporting have been
followed as closely as possible. To supplement this
report, we are also publishing a brochure entitled
‘Living our Responsibility’, which features practical
examples of how Heineken is discharging its obliga-
tions in the context of the company as a whole.

While publication of this report is not intended to
imply that Heineken has achieved sustainability in
all respects, we affirm the strategic importance of
sustainability, in its many dimensions, in safeguarding
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the continuity of our company. Because Heineken is a
learning organisation, this report should be seen not
as an account of the final outcome of our sustainabili-
ty policy, but as a progress report showing the direc-
tion in which we are moving. Our journey towards
sustainability is a voyage of discovery which, though
it sometimes confronts us with difficult choices, we
regard as useful and necessary.

This report presents the results of the policies we
have implemented and the status of issues on which
policy has not yet been defined. With regard to eco-
nomic sustainability, | am encouraged by the financial
results we have achieved despite the global econom-
ic climate and the dollar crisis, the vigour with which
Heineken has implemented the recommendations
of the Dutch Corporate Governance Committee,
the successful placing of a large bond loan and the
successful acquisition and integration of several
breweries, most notably Brau-Beteiligungs A.G.
(BBAG) in Austria.

As for our environmental performance, we have
been successful in broadening our expertise in the
use of water and the various energy sources, the
recycling of co-products and the measurement of
indirect CO, emissions. The results can be found
elsewhere in this report. The dialogue prompted by
responses to our previous environmental report
relating to climate change and damage to the ozone
layer has highlighted new viewpoints which we are
taking into account in formulating policy. Overall
environmental performance, with the exception of
electricity consumption by our maltings, is better.
Following on from our successful Aware of Water
programme, the Aware of Energy campaign is going
well and the initial results are in line with our targets.
Lastly, the reliability of our reporting has improved,
partly thanks to tighter internal audit and external
verification standards.

We can also report good results at the social level,
as well as identify areas where further improvement
is required. A positive development has been the
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priority given to many aspects of social responsibility
by our operating companies and there has been a
massive response to our first wide-ranging structural
survey of social indicators. Only two operating com-
panies (Kazakhstan and Croatia) were unable to
participate because their administrative organisa-
tions were not yet sufficiently advanced. Overall, we
are pleased with the survey’s findings, even if there
are some points on which individual operating com-
panies still have room for improvement.

There remain several areas of concern. In this
context, we should first remember the colleagues
who lost their lives in accidents in the period 2002-
2003 covered by this report, either in the course of
their duties or while travelling on company business
or to or from work. | should like to take this opportu-
nity once again to convey my sympathy to those
they have left behind. At the environmental level,
an important area of concern is that 28 per cent of
our breweries still use more than our standard seven
hectolitres of water for each hectolitre of beer they
produce and 32 per cent of our breweries still dis-
charge untreated waste water. Our previously an-
nounced programme to build waste-water treatment
plants at our African breweries was to have been
completed in 2006, but it has been necessary for

several reasons to move the completion date back.
There are also further improvements to be made in
several countries in the recycling of co-products.

At the social level, extra effort needs to be invested
in the implementing our alcohol policy, our integrity
policy and our policy on supply-chain responsibility.
The necessary programmes are already in progress
or are currently being prepared. Extra attention
also needs to be focused on human rights, by explain-
ing more clearly to our operating companies the
role which the company is able and willing to play in
this area.

To summarise, we have made good progress in the
past two years, but we are not there yet. We are
aiming for sustainability and we realise that there is
still much work to be done. | hope you will join us on
our journey to a more sustainable future. In order to
ensure that you have access to accurate information,
we shall be issuing interim reports, mainly by posting
them on the web at www.heinekeninternational.com,
in addition to our two-yearly reports and annual
updates. We look forward to receiving your com-
ments on this report, which you can send us via the
website or by e-mail to responsibility@heineken.com.

| cordially invite you to join us in shaping our future.

Thony Ruys

~

~

Chairman of the Executive Board of Heineken N.V.

TOWARDS SUSTAINABILITY
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1.1 Profile

Selling its products in over 170 countries, Heineken
is one of the largest brewery groups in the world.

Its position is the product of almost a century and a
half of solid performance, measured expansion and
consistent brand development. Since 1864, when
Gerard Adriaan Heineken bought a brewery in
Amsterdam, the company has grown under the
leadership of three generations of the Heineken
family into an international group with 115 breweries
in 65 countries, as well as a strong export and licens-
ing business and several maltings and soft-drink
plants. Almost 110 million hectolitres of beer were
brewed in 2003, over half of which was sold in
Europe. Heineken employs over 60,000 people
around the world. Its operating profit in 2003 was
€1.2 billion, on net turnover of almost €9.3 billion.

Structure of the Heineken group

Heineken N.V. shares are listed on the Euronext
Amsterdam stock exchange. A 50.005 per cent inter-
est in Heineken N.V. is held by Heineken Holding N.V.,
which is also listed on Euronext Amsterdam. LArche
Holding S.A., a Swiss company owned by the
Heineken family, in turn holds a 50.005 per cent
interest in Heineken Holding N.V.

Standing at the head of the Heineken group of
companies, Heineken Holding N.V. is not an ordinary
holding company. Since its formation in 1952,
Heineken Holding N.V.'s object pursuant to its Articles
of Association has been to manage or supervise the
management of the group and to provide services for
Heineken N.V. The function which Heineken Holding
N.V. has performed for the group since 1952 has
been to promote its continuity, independence and
stability and create conditions for controlled, steady
growth of the group’s activities. This has allowed
Heineken N.V. consistently to pursue a long-term
policy which serves the interests of the entire group,
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its shareholders, employees and other stakeholders.
Within the Heineken group of companies, the

primary duties of Heineken N.V’s Executive Board are

to initiate and implement corporate strategy and to

manage Heineken N.V. and its related companies.

It is supervised in the performance of its tasks by

Heineken N.V’s Supervisory Board.

Goal and strategy

Heineken’s goal at all times is to defend and strength-
en its leading global market position and preserve its
independence. Corporate strategy therefore seeks to
achieve a level of sales and profitability, which makes
Heineken not only one of the world’s largest, but also
one of the financially best-performing brewing
groups. The success of this strategy requires
Heineken to fulfil its corporate social responsibilities
particularly with regard to alcohol policy, social
policy and environmental issues.

Brands

Our company’s principal international brands are
Heineken and Amstel. Heineken has the widest global
presence of any international beer brand and is the
largest beer brand in Europe. In virtually all markets,
Heineken is positioned in the premium segment.

Amstel, the third largest beer brand in Europe, is
generally positioned at the upper end of the mid-
priced mainstream segment, which forms a large
proportion of the market. The international brands
are supplemented and supported by local brands and
a range of speciality beers, light beers and alcohol-
free beers. The company has a very limited presence
in the low-priced segment.

The objective of our brand strategy is to establish a
full portfolio of beer brands in all the markets in
which we operate, with Heineken as a premium
brand. We aim to secure good market positions, with
a balanced sales mix and an efficient cost structure,
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by combining the marketing and sale of the Heineken
brand with that of strong local brands.

Because we attach great value to consistency of
brand perception at both trade and consumer level,
especially with regard to the Heineken brand, our
overall brand identity strategy and the related guide-
lines covering such aspects as packaging, sponsor-
ship and advertising are formulated centrally. Local
marketing expertise is developed through training
programmes, regular consultation and internal
workshops and conferences. The findings of regular
brand perception surveys serve as input to a continu-
ous process of refining our marketing strategy and
developing new attributes. The findings of best-
practice reviews of our operating companies around
the world are communicated immediately to market-
ing personnel in other countries.

1.2 Vision of sustainability

Three cores values have been central to our company
since the beginning: respect, enjoyment and a
passion for quality. These core values have been a key
factor in Heineken’s growth and will continue to
underpin our growth in the future. Sustainable quality
is the yardstick by which we judge both our beers and
our financial results. Heineken'’s goal is a place among
the top three companies in the brewing industry in
terms of sustainability. Our breweries produce beers
of high quality, which are marketed worldwide with
respect for local communities and the environment.
Sustainable quality is also the criterion by which we
judge the working conditions provided for Heineken
personnel and the contribution they make to the
community.

In the community

Representing many nationalities and cultures within
the organisation, Heineken has a place at the centre
of the community and its performance depends
directly on the continuity of that community. At
Heineken, we therefore make every effort to ensure
that our current activities preserve the freedom of
choice of other members of the community, now and
in the future. Our policy is consistent with the defini-
tion of ‘sustainability’ as first formulated in 1987 by
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the World Commission on Environment and
Development, better known as the ‘Brundtland
Committee’.

The three core values are applied to Heineken’s
current activities and to its economic, environmental
and social sustainability programmes, three dimen-
sions which are strategically important for Heineken.
Our programmes are based on the Guidelines for
Multinational Enterprises formulated by the Organi-
sation for Economic Cooperation and Development
(OECD). Examples of how these principles have been
applied in practice within our organisation range
from more efficient use of materials and resources
and the establishment of a health centre at one of
our breweries to the promotion of environmentally-
aware practices and responsible alcohol use and
compliance with human rights in the countries in
which we do business.

Integral element

Striving for sustainability is an integral element in our
operations, which requires us systematically to main-
tain a dialogue with stakeholders and to define and
implement programmes and other measures in the
light of that dialogue. This is the foundation on which
the legitimacy and continuity of our company is built.
Heineken wants these programmes and other meas-
ures to be visible and measurable, which means
adopting a transparent communication policy for

the various target groups: employees, consumers,
shareholders, non-governmental organisations, the
international media and other interested parties.
This report is an expression of that policy. We take
the view that transparent internal and external dia-
logue yields the best management information and
will ultimately result in more sustainable perform-
ance, an even stronger corporate reputation and
positive brand associations.

1.3 Corporate governance

While Heineken N.V. endorses the principles of the
Corporate Governance Code of the Dutch Corporate
Governance Committee and expects to be able to
implement virtually all of its provisions in time with-
out difficulty, the structure of the group, and in
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particular the relationship between Heineken Holding
N.V. and Heineken N.V., prevents Heineken N.V.
complying with a small number of those provisions.

1 Independence of Supervisory Board members

Heineken N.V. endorses the principle that the

Supervisory Board should be constituted such that

the members are able to act objectively and inde-

pendently of one another, of the Executive Board and

of any particular interests. In a strictly formal sense,

three members of the Supervisory Board do not meet

the applicable independence criteria as set out in

the Code:

= Mr. De Jong was a member of the Board of Directors
of Heineken Holding N.V. in 2002, the year before his
appointment to the Supervisory Board.

= Mr. Das was a partner in a firm which was appointed
as a consultant to Heineken N.V. in 1994, the year
before his appointment to the Supervisory Board.

= Mr. de Carvalho is married to Mrs. C.L. de Carvalho-
Heineken.

Given the nature and traditions of the Heineken
group of companies, the Executive Board and
Supervisory Board see this as no obstacle to Messrs.
De Jong, Das and de Carvalho being considered
independent.

HEINEKEN VALUES AND PRINCIPLES

The core values and related principles are central to Heineken’s

policy on corporate social responsibility.
Values

Respect for individuals, society and the environment

Heineken considers itself an integral part of the communities in which
it operates. That means not only that we respect the legislation and
regulations of the countries in which we have a presence, but also
that we respect human dignity and the principles underlying the
Universal Declaration of Human Rights. This is reflected, for example,
in our respect for diversity in people and cultures. We are profoundly
aware of our responsibility for our community: promotion of responsi-
ble alcohol use and protection of the environment are among the key
activities through which we discharge our responsibilities.
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2 Delegated Supervisory Board member

A delegated Supervisory Board member is defined as
a member to whom a special task is assigned. The
Corporate Governance Code attaches certain special
requirements to such delegation. As regulated by the
Articles of Association of Heineken N.V., the post of
delegated Supervisory Board member — a position
currently held by Mr. Das, who is also Chairman of the
Board of Directors of Heineken Holding N.V. —is con-
sistent with those requirements, except in so far as
the position is not temporary and is held for the term
for which the member concerned is appointed by the
general meeting of shareholders of Heineken N.V.
The Executive Board and Supervisory Board consid-
er that, as regulated by the Articles of Association of
Heineken N.V., the post of delegated Supervisory
Board member, which has been in existence since
1952, is consistent with the structure of the group.

3 Term of office of Supervisory Board members

According to the Code, a member may not be
appointed to the Supervisory Board for more than
three terms of four years. The Executive Board and
Supervisory Board take the view that, given the
structure of the group, this limit should not apply
to members who are related by blood or marriage
to the Heineken family or who are members of the
Board of Directors of Heineken Holding N.V.

Enjoyment: we bring pleasure to people

Heineken adds to the pleasures of life, both through its products
and through its sponsorship policy and other forms of commercial
support. Heineken focuses primarily on positive events which
contribute to the enjoyment of the many. This core value is also
reflected in the working atmosphere within our organisation.

Passion for quality

Heineken strives for quality in everything it does, not only in its
products, but also for example in its social policy. Because Heineken
invests in its personnel, it enjoys a good reputation as an employer.

Principles

Heineken applies the following principles in developing the policy by
which it aims to achieve its goals:
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4 Other provisions of the Code

We expect the study of the remuneration of Executive
Board members, which was started in 2003, to be
completed in 2004. Remuneration policy will be
determined on the basis of the study’s findings. It will
not be possible until then to determine the extent to
which Heineken will apply all the best-practice provi-
sions.

The Executive Board and Supervisory Board are
still considering the question of holdings of and
transactions in securities other than those of the
company by members of the Executive Board and
Supervisory Board.

According to the Corporate Governance Code, no
individual may sit on the supervisory board of more
than five Dutch listed companies, with chairmanships
counting double. Any departures from this provision
of the Code will be disclosed and explained in the
2004 annual report. Heineken N.V.'s decision on
whether to apply this provision will also be guided by
the company’s interests in terms of its ability to at-
tract and retain skilled Supervisory Board members.

It is customary, as provided in Article 14,
paragraph 7, of the Articles of Association, to have
a notarial record made of the proceedings of the
general meeting of shareholders of Heineken N.V.
The Executive Board and Supervisory Board consider
it desirable to continue this practice and the provi-
sions of the Code will be applied to the extent that
they are consistent with it.

General

Heineken is fully aware of the social responsibility which accompa-
nies its presence in communities all over the world and conducts
itself accordingly. To safeguard the continuity of the company,
Heineken seeks to achieve superior performance in terms of financial
results, environmental protection and social policy. The company
sees investment in its employees, its brands and its breweries

as a key element in that effort. Heineken considers itself part of

the communities in which the company operates and seeks to make
a worthwhile and sustainable contribution to local communities.
Heineken is committed to achieving an excellent and sustainable
return on the capital invested by its shareholders. Heineken values
the support of all its shareholders and communicates with them
openly and frequently, promptly providing reliable financial and
other information.
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1.4 Heineken values and principles

Heineken’s core values — respect, enjoyment and a
passion for quality — are enshrined in the nature and
culture of our company and still motivate our social
activities and our policy on corporate social responsi-
bility.

Until the mid-1990s, it was left to the operating
companies in the various countries in which Heineken
is active to interpret these values virtually entirely in
their own way. Since then, greater uniformity has
been achieved. On the basis of a review of current
policy, the experience of other multinational enter-
prises and the positions taken by governmental and
non-governmental organisations, the Heineken
Values and Principles were formulated which govern
the activities and conduct of our company around the
world. The Executive Board affirmed in 2001 that the
Values and Principles were an integral part of our
corporate strategy.

Local implementation

The Values and Principles are not a code of conduct
which has been imposed top-down and which every-
one has to follow. Local dialogue is more consistent
with Heineken’s management model, which is based
on respect for cultural diversity and delegation of
responsibilities and powers. Practical implementation
is therefore decided by Heineken operating compa-
nies at local level.

Legislation and regulations

Heineken seeks to comply with legislation and regulations worldwide.
Heineken respects local cultures and adapts to local circumstances
as far as possible, without compromising the Heineken Values and
Principles or infringing local legislation and regulations.

Quality

Heineken warrants that its products are manufactured in accordance
with the most rigorous food safety standards. If any product fails to
meet those standards in all respects, Heineken will not hesitate to
take appropriate action. Only ingredients which are fit for human
consumption are used in Heineken’s products.

Conduct

Reliability and integrity are fundamental to Heineken’s relationships
with staff, customers and other interested parties. Heineken expects
its employees to refrain from any action which might conflict with
those requirements.
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In consultation with employees and, in many cases,
external stakeholders, the Values and Principles were
defined in greater detail by the local management
teams in 2002 and 2003. The outcome of this dia-
logue will be used in 2004 and 2005 to tailor the
Values and Principles to local needs and translate
them into procedures and activities which are consis-
tent with local wishes, regulations and cultures.

The Heineken Values and Principles are actively
applied by the operating companies. They have been
communicated internally within 74 per cent of the
operating companies and 40 per cent of the operat-
ing companies have developed tools based on them.
Over half of the operating companies provide advice
for their employees on how the Values and Principles
should be applied and interpreted in practical day-to-
day situations.

1.5 Dialogue with stakeholders

Good external dialogue with stakeholders in the
communities in which we are active is essential to
sustainable operation. Heineken will actively seek
such dialogue and will be honest, accessible and
transparent in its approach. Though Heineken may
not always agree with them, we consider it important
that we understand and respect the views of stake-
holders. We will investigate whether and in what way
the company can accommodate the wishes of stake-
holders, but will not raise expectations which we are
unable to fulfil.

Heineken’s aim is to bring pleasure to its customers and consumers.
Heineken markets and distributes its products responsibly. It acts in
good faith in seeking to persuade consumers to choose its products
and will not specifically target vulnerable groups. Heineken is
committed to providing full information on the advantages and
disadvantages of its products, to enable consumers to make an
informed choice.

Heineken is honest in its dealings with employees, customers,
consumers, public authorities, financial institutions and other
interested parties. All information supplied by Heineken is accurate
and transparent.

Employees

Heineken seeks to make a positive contribution to the well-being of
its employees . Heineken strives constantly to improve health and
safety within its facilities. Heineken operates a healthcare policy
which gives employees and their families access to medical services.
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Evaluation

In 2003, having been commissioned by Heineken to
evaluate the way in which Heineken conducted its
dialogue with stakeholders and make recommenda-
tions for improvement, Nyenrode University conduct-
ed interviews with a number of Heineken employees
and representatives of interest groupings involved
with Heineken. Nyenrode found Heineken’s dialogue
with stakeholders at group level to be proactive and
wide-ranging, but recommended that closer atten-
tion be paid to the focus and structure of the dia-
logue, changing social needs and new issues and the
actors concerned. In principle, stakeholders were
satisfied with Heineken’s conduct of this dialogue and
considered Heineken to be more open than it was a
few years ago. The picture at the operating company
level was more variable, with some operating compa-
nies adopting a proactive and others a reactive
policy. The operating companies also needed to place
the identification of issues and stakeholders on a
more structured footing, for which more direction
from head office was required.

On the basis of this study, a system has been devel-
oped which enables users to identify issues and
stakeholders more effectively and to assign generally
accepted and measurable targets to the dialogue,
thereby making the dialogue even more transparent.
The new system will be implemented in 2004.

It is Heineken policy to enable employees to develop expertise and
skills which are consistent with their natural talents. Appointments
and career development opportunities are decided on the basis of the
candidate’s suitability (education and training, personality, expertise
and skills, work experience) and his or her legitimate demands.
Heineken bases decisions in personnel matters solely on objective
criteria. Within reasonable limits, Heineken respects the personal
beliefs and convictions of existing and future employees.

Heineken supports fundamental human rights, in accordance with
the recognised role of corporate entities within society. Heineken
safeguards the human rights of its employees within its facilities and
will provide support to the best of its ability if an employee’s human
rights are infringed outside its facilities.

Heineken takes the view that childhood is a time for playing and
learning, and does not employ child labour at its facilities. Heineken
will develop programmes to persuade business partners to stop using
child labour.
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1.6 Our commitment

Heineken is working constantly to improve its sustain-
ability performance. In this report, we identify the
areas in which we aim to make further progress in the
next two years and beyond. They are:

Economic sustainability
= Implementation of a stakeholder management
system.
= Implementation and publication of our Code of
Business Conduct.

Environmental sustainability

= Reduction in the number of breweries using more
than our benchmark of seven hectolitres of water per
hectolitre of beer.

= Reduction in the number of breweries discharging
untreated waste water.

= Completion of our waste-water treatment plant
building programme by 2012 at the latest.

= Improved recycling of co-products.

= Specific energy consumption 15 per cent lower by
2010 compared with 2002.

= Reduction in specific CO, emissions to 11.2 kg per
hectolitre of beer by 2006.

= Improved reporting of CO, emissions.

Social sustainability
= Closer employee involvement in the company.
= Reductionin accident frequency to 2.2 per 100 FTEs
by 2006.

Conflicts of interest

Heineken expects employees to avoid conflicts between business
and personal interests and to refrain from giving or receiving
personal gifts which might jeopardise the integrity of business
decisions.

Competition

Heineken believes in the principle of fair competition. It is Heineken
policy, supported by information programmes, to ensure that
employees understand the competition legislation and conduct
themselves accordingly.

Corruption

Heineken takes the view that corruption must be eliminated from
society and operates a corruption reduction and prevention policy,
supported by information programmes.
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= Reduction in accident severity to 40 working days
lost per 100 FTEs by 2006.

= Worldwide implementation of our policy on beer
promotion girls within the business units which
operate under Heineken'’s direct responsibility.

= Adoption of a structural approach to supply-chain
responsibility.

= Familiarisation of new operating companies with
Heineken’s alcohol policy.

Environment

It is Heineken’s policy to treat the environment with due care, paying
particular attention to the consumption of raw materials, water,
energy and other resources within its processes and minimising the
discharge of waste materials into the environment.

Compliance
It is everyone’s responsibility to interpret these principles correctly.
Each Heineken company is responsible for communication, resource
development, individual advice and monitoring on compliance issues.
The Executive Board of Heineken N.V., managing directors, general
managers, corporate directors and local management teams in the
operating companies all bear a special responsibility, being required
both to act as an example and to initiate and evaluate activities.

No employee will suffer adverse consequences from bringing an
actual or suspected infringement of these principles to the attention
of a senior manager and they are encouraged to do so.
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ECONOMIC SUSTAINABILITY

2.1 Reporting basis

The information presented in this chapter relates
to 2002 and 2003 and the operating companies and
participating interests included in the consolidated
financial statements.

Heineken N.V. and the operating companies and
participating interests with which it forms a group
are fully included in the consolidated balance sheet
and profit and loss account, with minority interests
in group equity and group profits shown separately.
Proportional consolidation is applied in the case of
participating interests in which Heineken has a
direct interest and exercises a controlling influence
on management decisions together with other share-
holders.

2.2 Economic policy and governance

Responsibility for management within the Heineken
group of companies is centralised at Heineken N.V.
Executive Board level. Reporting lines are short: all
corporate directors and managers of the larger
operating companies in the group report directly to
the Executive Board.

Regular meetings are held between the members
of the Executive Board, corporate directors and
operating company managers at which operating
performance and other important topics are dis-
cussed. Each year, the operating companies prepare
a three-year operational plan, in which targets are
defined in terms of a series of performance indi-
cators, such as EBIT (earnings before interest and
taxes), EBITDA (earnings before interest, taxes,
depreciation and amortisation), market share, brand
volume, ENP (economic net profit) and RIOC (return
on invested capital).

The larger operating companies report weekly on
production volumes. Profit and loss statements are
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submitted monthly and reports on cash flow, balance
sheet and performance indicators are submitted
quarterly.

2.3 Dialogue with stakeholders

In maintaining its dialogue with the various target
groups which it addresses around the world,
Heineken pursues an active communication and
investor relations policy and provides full and accu-
rate information. Heineken aims to publish both
financial and non-financial information on time and in
a consistent manner. This is done via a wide range of
communication media, including press releases,
presentations and webcasts via its website
(www.heinekeninternational.com), which guarantees
simultaneous access to the information.

The information which Heineken provides to share-
holders includes current and historical share prices
and stock calculations, important facts and figures
and brokers’ forecasts. The company also maintains
regular contact with analysts. On the basis of surveys
of existing shareholders, potential investors and
analysts, a number of presentations for institutional
investors and financial analysts are held each year, in
Amsterdam and in the main financial centres outside
the Netherlands.

Dozens of investor relations presentations were
given in 2003. The analysts’ meeting held at the time
of publication of the full-year and interim results
were broadcast directly via the website. Heineken
also held presentations at many major international
conferences for institutional investors, the most
important of which were also relayed via the website.
In addition to the annual general meeting of share-
holders, Heineken organised other activities in 2003
for private shareholders, most of whom are from the
Netherlands, including a number of presentations
and site visits. Heineken took part in several meetings
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2.4 Key Figures

Results in millions of euros

Net turnover

Operating profit

EBITDA!

Net profit

Dividend

Cash flow from operating activities

Balance sheet in millions of euros

Total assets

Group assets
Shareholders’ equity
Issued capital

Per share of €2.00

Number of shares issued

Cash flow from operating activities
Net profit

EBITDAL

CEPS2

Dividend

Shareholders’ equity

Net turnover including interregional sales, in millions of euros
Western Europe

Central/Eastern Europe

The Americas

Africa/Middle East

Asia/Pacific

Tangible fixed assets in millions of euros

Investments less disposals
Amortisation, depreciation and value adjustments

Staff in numbers

Average number of employees
of whom, employed by Dutch operating companies

1 Earnings before interrest, taxes, depreciation and amortisation

2003

9,255
1,222
1,866
798
157
1,637

10,897
3,899
3,167

784

391,979,675
4.18
2.04
4.76
211
0.40
8.08

6,560
1,145
1,501
876
467

611
560

61,271
5,256

2 Cash earnings per share (net profit on ordinary activities per share before amortisation of goodwill)

* The 2002 figures have been restated for comparison purposes
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2002*

8,482
1,282
1,811
795
157
1,184

7,781
3,030
2,637

784

391,979,675
3.02
2.03
4.62
2.03
0.40
6.73

6,232
898
1,361
819
489

696
481

48,237
5,627

%

9.1
—-4.7
3.0
0.4

38.3

40.0
28.7
20.1

38.3
0.4
3.0
319

20.1

5 c]
275
10.3

7.0

—-45

-12.2
16.4

27.0
-4.9
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Ratios 2003 2002*
Operating profit as % of net turnover 13.2 15.1
Operating profit as % of total assets 11.2 16.5
Net profit as % of shareholders’ equity 2582 30.1
Dividend as % of net profit 19.7 19.7
Group equity/other borrowed capital 0.56 0.64
Group equity/fixed assets 0.54 0.61
Current assets/current liabilities 1.25 1.10
Interest coverage ratio 9.5 12.2

Geographical distribution excluding affiliated breweries

Region Volume Operating profit Employees
1,000 hl € million average FTEs

2003 2002 2003 2002 2003 2002

Western Europe 44,727 42,242 584 553 20,076 19,460
Central/Eastern Europe 20,611 15,671 83 78 14,829 8,507
The Americas 12,511 8,380 358 416 1,534 1,451
Africa/Middle East 12,706 10,558 149 188 11,378 10,462
Asia/Pacific 8,413 7,997 48 47 1,316 1,377
Total 98,968 84,848 1,222 1,282 49,133 41,257
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for private shareholders which were organised by
third parties. With the placing of the bond loan in the
second half of 2003, a start was made on extending
the investor relations programme to include bond-
holders.

2.5 Risk management

Heineken'’s activities centre around a single product:
beer. Although the resulting consistency, comparabil-
ity and standardisation have a positive impact on
Heineken’s overall risk profile, its operating compa-
nies work in many different environments, markets
and cultures and its activities worldwide are exposed
to varying degrees of risk and uncertainty. Some of
the key risks, as identified by Heineken, are discussed
below.

Net turnover 2003 in billions of euros

Beer 7.3
Soft drinks 1.0
Wines and spirits 0.6
Other 0.3

Reputational risk

Heineken enjoys a sound corporate reputation and
most, if not all, of our operating companies are well
respected in their region. The Heineken brand is key
to Heineken’s growth strategy. Anything that adverse-
ly affects consumer confidence in the Heineken

Brau Union environmental reporting

Brau Union Austria’s transparency earns respect

Brau Union Austria goes well beyond
the minimum legal requirements by
publishing both external and internal
environmental reports.

By comparing the performance of the
various breweries, the internal report
sets a benchmark to which all aspire.
Brau Union Austria also presents
three annual awards, one for the best-
performing brewery, one for the
most-improved brewery and one for
individual effort.
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brand could have a negative impact on the overall
business. Production and logistics are subject to
rigorous quality standards and monitoring proce-
dures. Constant management attention is directed
towards enhancing Heineken’s social and environ-
mental reputation. A set of standards, including a
crisis management policy, and regular monitoring
procedures have been put in place or are being
established to achieve this.

Currency risk

Heineken has operations in over 170 countries and
reports in euros. Exchange-rate movements can have
a material impact on Heineken’s financial results,
particularly movements in the exchange rate be-
tween the euro and the US dollar and related curren-
cies.

Exchange rate and interest rate hedging operations
are governed by strict rules. Because of the histori-
cally low interest rates in 2003, Heineken opted to fix
the interest rates on a large proportion of the con-
tracted loans. Transaction risks are limited to some
extent by financing in local currencies. Transaction
risks arise mainly on cash flows in foreign currencies
generated by export activities. The most important
foreign currency cash flow is in US dollars. After
deduction of dollar-denominated costs, a net cash
flow in US dollars remains. This cash flow is hedged
well in advance by means of a combination of forward
contracts and options. This policy reduces the volatili-
ty of export results due to short-term fluctuations in
the value of the US dollar against the euro.
Transactions are entered into with a limited number
of counterparties with excellent credit ratings. The
activities are closely monitored, independently of
implementation.

The foreign exchange hedging operations in 2003
produced an average exchange rate of 0.96 US dollars
to the euro on a total of 795 million US dollars. The
expected net cash flow in 2004 amounts to approx-
imately 800 million US dollars. As at 31 December
2003, 544 million US dollars of the expected 2004
cash flow had been hedged at an average exchange
rate of 1.09 US dollars to the euro. The expected cash
flow for 2005 was unhedged as at 31 December 2003.
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Interest rate risk

Heineken attempts to hedge results and cash flows
against interest rate fluctuations as far as possible by
financing either at fixed rates or at variable rates
combined with the use of interest rate instruments,
namely interest rate swaps, forward rate agreements,
caps and floors.

Taxation risk

Heineken and its operating companies are subject to
a variety of local excise and other tax regulations. In
principle, Heineken'’s sales prices are adjusted to
reflect changes in the rate of excise duty, but in-
creased rates may have a negative impact on sales
volume.

Internal governance

Internal governance is based on the underlying
principle of local management’s accountability for
managing performance and the underlying risks,
within the boundaries set by the Executive Board.
Local management is responsible for an effective
internal control system, which is designed to provide
reasonable assurance of achieving the business
objectives and prevent or ensure early identification
of potential material errors and losses and misrepre-
sentation of circumstances.

Policies for the control of worldwide risks in areas
such as marketing, production, human resources,
finance, IT, environmental and social responsibility
and legal affairs are in place or are being developed.
These elements are part of the reporting cycle.
Heineken is making good progress with the develop-
ment and implementation of uniform group-wide
processes and systems, in order to ensure consisten-
cy and standardisation based on best practices.

The Executive Board, under the supervision of the
Supervisory Board and more particularly its Audit
Committee, oversees the effectiveness of internal
governance, including managing risks and monitoring
the effectiveness of internal controls. Group Internal
Audit, together with local internal audit departments,
plays a critical role in the objective and independent
assessment of business processes and the effective-
ness of internal control.
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2.6 Quality assurance

The raw materials from which our beer is produced
are required to meet high quality standards laid down
in our recipes and specifications. The packaging
materials in which our beer is sold are also subject to
strict quality standards which comply as a minimum
with the statutory guidelines. The Heineken Values
and Principles are enshrined in policy statements and
translated into instruction which define how policy is
implemented and compliance is monitored.

In accordance with Heineken’s product safety
policy, appropriate measures are taken in our brew-
ing process to prevent product contamination. Our
breweries are required to implement the principles of
the HACCP (Hazard Analysis and Critical Control
Points) system. Our raw materials policy requires
suppliers to operate a system based on these princi-
ples and compliance is verified by supplier audits. We
work with farmers to minimise their pesticide inputs
and we pursue a biotechnology policy that prohibits
the use of genetically modified raw materials, which
is monitored. Consumables likewise must present no
product safety hazard, and we conduct audits of
suppliers to identify and minimise risks. The water
used by our breweries must comply with all EU or
WHO drinking-water standards. To ensure that our
beer reaches the consumer in perfect condition, we
operate a freshness policy, which relates mainly to
our distribution channels. All products are coded so
that they can be traced throughout the supply chain,
facilitating the identification of the source of any
problems which may arise.

Alcohol Policy Day

Heineken Nederland brings home to students the importance of responsible alcohol use

Many student clubs in the Netherlands
have no policy for explaining to their
members the importance of responsi-
ble alcohol consumption. This year,
Heineken Nederland organised an
Alcohol Policy Day for student clubs,
to explain why such a policy is
essential. Heineken Nederland has
since been asked by several clubs to
provide training in this area for the
mentors who run the induction
programmes for first-year students.
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The effectiveness with which these policy measures
are implemented at local level is monitored centrally
by analysing beer samples and conducting
organoleptic tests in the laboratory and checking the
‘best before’ dates on samples of products on sale,
thus ensuring that the product delivered to the con-
sumer is safe and fresh. Consumer complaints are
recorded and dealt with in accordance with our com-
plaints procedure. A recall is ordered if, despite all
our efforts, a defective product finds its way to the
market.

To encourage our breweries to make an extra effort
to give the consumer an excellent product, our
breweries take part in an internal Quality Awards
programme, under which the quality of the beer and
packaging on the market is assessed by an independ-
ent external body.

2.7 Code of conduct

Heineken'’s policies on ethical business practices, in
particular with regard to corruption, gifts, fraud and
conflicts of interest, has been reviewed in the past
few years. When a survey revealed that not all operat-
ing companies had addressed these issues with equal
rigour, a programme was set up to establish more
consistent standards of business ethics and to formu-
late a code of business conduct which would be
implemented worldwide. One of the principal aims
was to explain to employees more clearly what is
expected of them in a given situation.

Heineken/BBAG integration

Heineken/Brau Union HR combines the best of both worlds

The integration of BBAG following

its acquisition by Heineken was a
massive task that demanded a new
approach. The first step was to

define a set of principles, to protect
the interests of customers, employees
and other stakeholders, before teams
from the two companies met to draw
up a plan for the integration process,
based on respect for each other’s
culture. Thanks to this new approach,
cultural differences have caused no
problems so far.

KURT HERLER
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Principles

In no circumstances will corruption and fraud be
tolerated by Heineken, which considers that corrup-
tion must be eliminated from society and has pro-
grammes in place to prevent it. In the case of gifts
and conflicts of interest, however, it is not always
possible to lay down hard and fast rules, one reason
being that society’s perception of the value and
significance of a business gift varies widely from
country to country. Heineken has formulated princi-
ples of ethical conduct at a central level which are
implemented locally. These prevent employees
allowing business and personal interests to conflict
or accepting or making personal gifts which might
impair ethical business relations or jeopardise deci-
sions.

Results

Heineken'’s anti-corruption policy, which prohibits
employees from committing any corrupt act on
behalf of the company, was adopted worldwide in
2002. In addition to this central policy, many of
Heineken'’s operating companies are developing
activities to promote ethical conduct. 61 per cent of
the employees of our operating companies are aware
of their responsibilities regarding the giving and
receiving of gifts and a slightly larger proportion,
75 per cent, are aware that purchases on behalf of the
company must not be made from suppliers with which
they have a personal relationship or from which they
expect a personal reward. 81 per cent of the operat-
ing companies have introduced anti-fraud measures.
While the absence of a local policy does not, of
course, imply that the operating companies in ques-
tion perform poorly in terms of ethical conduct, it is
necessary to reinforce the initiatives undertaken to
promote ethical conduct in order to minimise the
risks to the company.

Internal dialogue

Because it is important that the international code of
conduct we have formulated is consistent with local
standards and values, the business conduct program-
me largely takes the form of a local internal dialogue
in which the operating companies define the rules
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on selected issues themselves within central frame-
works imposed by Heineken N.V. Two trial projects
were launched as part of this programme in 2003,
one in Ghana and one in Réunion, which immediately
highlighted the complexity of this subject and the
cultural differences in the way in which terms are
defined. They also revealed that clear assignment of
responsibilities within the organisation and measura-
ble results were critical factors in the successful
implementation of a code of conduct.

New method

On the basis of the two trial projects, a new method
has been developed which takes account of the
operating companies’ local circumstances in imple-
menting the code. This new method will be tested in
the course of 2004 and modified where needed,
before being implemented worldwide. Heineken also
plans to publish the code of business conduct inter-
nally and externally by the end of 2004. The pro-
gramme for the introduction of the new code will
then be finalised in 2005.

2.8 Customer and consumer relations

It is vitally important to Heineken that its trade cus-
tomers (retailers) and end-users (consumers) are
satisfied and continue to be satisfied with the products
and services it provides. 74 per cent of our operating
companies have policies and procedures in place to
carry out periodic customer and consumer satisfac-
tion surveys, the findings of which are used to improve
the company’s performance on a continuous basis.
The findings of regular brand perception surveys
serve as input to the continuous process of refining
our marketing strategy and developing new attributes.
Heineken does not yet have a global policy on safe-
guarding consumer privacy and we do not monitor
infringements of privacy legislation. As a general rule,
Heineken has access to little or no privacy-sensitive
information on consumers apart from that obtained
via brand competitions, consumer information lines or
website visits. This information is not used actively and
is never made available to third parties. Furthermore,
our products are always traded via retailers. Heineken
is currently working on formulating and implementing
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a worldwide code to place protection of privacy on a
more structured basis. This code will cover the privacy
of employees, customers and consumers.

We provide the consumer with product information
via our labelling. In some countries, including the EU
member states, labelling is subject to statutory regula-
tions. It is Heineken’s policy to comply with these
regulations and to take immediate steps to rectify any
infringements. 89 per cent of our operating companies
have product information and labelling policies and
procedures in place.

Improper use of some of the packaging used for our
products may cause personal injury, for example
during transportation, storage and handling. It is
Heineken’s policy to comply fully with local statutory
and other regulations concerning protection of the
safety and health of users and to take immediate steps
to rectify any infringements. A total of four infringe-
ments of statutory regulations were reported by our
operating companies worldwide in 2003. 72 per cent
of our operating companies have specific policies in
place to protect users at all levels. In the on-trade
sector, for example, this includes giving instruction in
the use and care of beer dispensing equipment and
technical requirements such as the installation of
carbon dioxide sensors in beer cellars.

Heineken Italia switches emphasis to growth

Pepper Project focuses on individual performance

Having integrated the major acqui-
sitions it made in the late 1990s,
Heineken Italia has switched its focus
back to growth. For a company that is
already market leader, this means
maximising its management resources.
The Pepper Project enables the com-
pany to measure individual perform-
ance, improve assessment procedures
and define career potential, while the
mentorship programme fosters the
development of selected graduate
trainees.

MASSIMO VON WUNSTER
PIERGIORGIO GIUNTI






TOWARDS SUSTAINABILITY

ENVIRONMENTAL SUSTAINABILITY

3.1 Reporting basis

This chapter presents the 2003 environmental data
for 83 breweries, 11 maltings and 17 soft-drink plants.
The data relate to the production of 85.6 million
hectolitres of beer, 516,000 tonnes of malt and 6.7
million hectolitres of soft drinks. In contrast to the
financial information provided in the previous chap-
ter, our environmental reporting does not cover
licensing partners and recent acquisitions, among
them Brau Union, and the volume-related data refer
to the volume produced by the 83 breweries, where-
as the financial information is based on beer sales
volume. A full list of the companies which supplied
data for this chapter can be found in Annex 6.

3.2 Environmental policy and governance

Policy statement

The safety, health and environmental policy state-
ment adopted by Heineken’s Executive Board in 2001
affirms that these three policy areas are central to
our operations. In addition to this policy statement,
Heineken has also adopted water and energy policy
statements and has some 60 procedures in place to
support the systematic and measurable improvement
of our performance in the areas of safety, health and
the environment. The policy statements and proce-
dures can be consulted via Heineken’s electronic
knowledge system, to which all employees involved in
safety, health and the environment have access. The
standards are identical for all production units all
over the world.

Organisation

Our policy is subject to continuous refinement, in
accordance with the annual President’s letter, which
is translated into policy instructions, procedures and
programmes that can be implemented in practice.
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Policy is developed by the multi-disciplinary Safety,
Health and Environmental Affairs Steering Group, in
which the production, technical, legal and medical
departments are represented and which generally
meets four times a year. The chairman of the Steering
Group reports to the Executive Board, providing a
summary of policy developments and results.

An international meeting of local safety and envi-
ronmental coordinators is held each year, attended by
a representative from each of the European operating
companies and regional representatives from Asia,
Africa and Central and South America, to brief them
on new policy and define new procedures so that they
can facilitate implementation at local level.

Targets

Targets for such parameters as water saving, waste-
water treatment, reduction in CO, emissions and raw
material consumption are set annually in consultation
with the production units and incorporated into a
rolling three-year plan which sets out the actions need-
ed to achieve them. Once the plan has been approved,
the proposed actions are implemented. Because
Heineken’s group targets are arrived at by aggregating
the individual targets which are specific to each
production unit, they may vary from year to year,

for example as production units are bought and sold.

Monitoring

Heineken started keeping records of environmental
performance in 1997, initially for the production units
in Europe. The coverage of the data collection system
was extended in 1999 to include all partially and fully
financially consolidated production units all over the
world.

The operating companies enter their data in the
Brewery Comparison System, which ensures consis-
tent monitoring and reporting and enables reliable
comparison of a brewery’s performance with that of
other Heineken breweries. The data entered by the
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operating companies are verified at corporate level.
Internal audits of each production unit are carried
out every 3-5 years at corporate level to check com-
pliance with the Heineken regulations. Corrective
action is taken where necessary. We seek to obtain
certification for our environmental management
system wherever possible. 57 per cent of our beer
was brewed under I1SO 14001 certification in 2003.

Improvement programmes

The main parameters affecting Heineken’s environ-
mental performance are energy consumption (fuels
and electricity), water consumption and non-recycled
waste output. Programmes have been developed for
each of these parameters — Aware of Energy, Aware
of Water and Aware of Waste — to help the production
units improve their performance more quickly. The
results of these improvement programmes are dis-
cussed elsewhere in this chapter.

Rising production, falling energy
and water consumption

Heineken'’s efforts to ‘decouple’ production and
consumption, by improving its environmental per-
formance while increasing output, have been suc-
cessful in some respects in the past few years. Beer
production rose from 63.2 million hectolitres in 1999
to 85.6 million hectolitres in 2003. If no efficiency
improvements had been made, our consumption of
heat, electricity and water would have risen over the
same period by 136 per cent. The actual consumption
figures for 2003 were: heat up 119 per cent, electrici-
ty up 125 per cent and water up 111 per cent. While
production and consumption have not yet been
decoupled in absolute terms, efficiency has improved
significantly.

The picture is complicated by the breweries ac-
quired during the period covered by this report. If
these are discounted, beer production over the same
period increased from 63.2 to 70.1 million
hectolitres, representing growth of 111 per cent
compared with 1999. However, consumption of heat
and water in 2003 turned out at 97 per cent and
91 per cent, respectively, of the 1999 figure. In these
cases, therefore, the correlation has been broken.
This has not yet been achieved in electricity con-
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Heat, electricity and water consumption 1999-2003

all breweries worldwide, excluding acquisitions, in millions of hl/year

80

60

40 1999 2000 2001 2002 2003

Beer production B Consumption with no efficiency gains

M Thermal energy M Electricity M Water

sumption, which in 2003 amounted to 103 per cent of
the 1999 figure, evidence of some improvement in
efficiency but not of decoupling in absolute terms.

3.3 Dialogue with stakeholders

Our contacts with various stakeholders provide
valuable input to the ongoing process of improve-
ment of our safety, health and environmental policy.
In that context, Heineken is represented in working
groups concerned with the implementation of
European Directive 96/61/EC on Integrated Pollution
Prevention and Control. The aim is to minimise envi-
ronmental impact through prevention and adoption
of the best available techniques, which are inven-
torised by the working groups and made accessible
via reference documents.

Chur Brewery

Heineken Switzerland achieves significant water and energy savings

By closing one of its two breweries and
combining production at one location,
Heineken Switzerland has made dram-
atic progress in reducing the input

of energy and water into the brewing
process while increasing the output
by 8.5 per cent to 810,000 hectolitres.
Meanwhile, the company’s ZEUS work-
ing group is continuing to research
ways of reducing inputs, in the context
of Heineken’s Aware of Water and
Aware of Energy programmes.

ANGELA RESCH
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Together with around 150 other international compa-
nies, Heineken is a member of the World Business
Council of Sustainable Development, which aims to
pay a leading role in advocating sustainable develop-
ment and promoting environmental efficiency, inno-
vation and corporate social responsibility. Member-
ship of this organisation gives Heineken access to a
valuable pool of knowledge and experience.

Heineken is also one of the founding members of
CEO Panel Business & Industry, a panel formed on a
voluntary basis by the CEOs of fourteen international
companies operating in the food, water supply and
other sectors to seek solutions to the global water
problems. The CEO Panel aims to develop
programmes and activities which will contribute to
sustainable water use. The Panel has participated in
the World Water Forum, the third of which was held in
Kyoto in March 2003.

3.4 Energy
Aware of Energy

The Aware of Energy programme was set up by
Heineken in 2002 to help meet its target of reducing
specific energy consumption by 15 per cent between
2002 and 2010. The programme is aimed primarily at
raising energy-awareness among employees. Action
has been taken under the programme in several
areas, mainly based on good housekeeping but also
including technical measures such as waste heat
recovery and use of renewable energy.

Thermal energy

Heineken uses heat for brewing, cleaning bottles,
pasteurising and, at the maltings, for malt kilning.

Specific thermal energy consumption by breweries

MJ/hl beer

2006
2005
2004
2003
2002
2001

116
117
118

B target actual
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This heat is generated from natural gas at 41 per cent
of Heineken'’s sites and from diesel/gas oil, light fuel
oil, heavy fuel oil or coal at the others. Seven per cent
of our sites utilise waste heat supplied by neighbour-
ing industrial plants.

Renewable energy is used to generate some of the
heat required, the most significant of these being
biogas obtained from the anaerobic treatment of
waste water. Heineken has nineteen anaerobic treat-
ment plants, the seven largest of which use the bio-
gas as an energy source.

Biogas supplied 1.1 per cent of Heineken’s total
thermal energy requirement in 2003. Biogas pro-
duced by anaerobic waste-water treatment is used by
nine per cent of our sites as a supplementary renew-
able energy source for heat generation.

Main fuel used for heat generation

% of all sites

COAL
DIESEL/GAS OIL
ELECTRICITY
HEAVY FUEL OIL

NATURAL GAS

|
|
B LIGHT FUEL OIL
|
|

STEAM (WASTE HEAT)

Compared with 2002, specific thermal energy con-
sumption by Heineken breweries was one per cent
lower in 2003, at 116 megajoules per hectolitre of
beer. Major contributions to this improvement were
made by the brewery in Lezajsk (Poland), where an
outdated boiler and a packaging line were decommis-
sioned, and the brewery in Seville (Spain), where
technical improvements were made to the boiler
installation.

Specific thermal energy consumption by maltings

MJ/tonne malt
2006
2005
2004
2003
2002
2001

2,900
2,980

B target actual

3,050

16

14

10

41
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Specific thermal energy consumption at the maltings
was 3 per cent lower in 2003 than in 2002, at 2,900
megajoules per tonne.

Specific thermal energy consumption at the soft-
drink plants was ten per cent lower in 2003 at 36.7
megajoules per hectolitre of soft drinks, a contributo-
ry factor being the physical separation of the beer
and soft-drink production units at the Pivara Skopje
plant (Macedonia) which enables consumption to be
allocated more accurately. Specific thermal energy
consumption also benefited from a reduction in CO,
generation from fossil fuels at the soft-drink plant in
Kinshasa (Democratic Republic of Congo).

Electricity

Electricity is used mainly for refrigeration, water
treatment, driving compressors and other machinery,
liquefying carbon dioxide, lighting and office equip-
ment.

Electricity sources

%

- GRID ONLY 55
GRID AND ON-SITE
GENERATION 39

. ON-SITE GENERATION ONLY 6

Most of the electricity used by Heineken is bought in.
45 per cent of our sites also generate some of the
electricity they consume, using combined heat and
power systems and diesel generators. Six per cent of
our sites are not connected to the grid and generate
all their electrical power themselves.

Specific electricity consumption by breweries

kWh/hl beer

2006
2005
2004
2003
2002
2001

10.1

B target actual
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Primary sources used to generate grid power

% of total power generated

COAL

NATURAL GAS

oIL

BIOMASS, SOLAR, WIND,
GEOTHERMAL
HYDROPOWER

NUCLEAR

An analysis of the primary fuel used to generate the
electricity bought in by our sites, using the GRI EN-3
protocol, reveals that 40 per cent of the electricity
we purchase worldwide is generated by coal-fired
stations, 26 per cent by nuclear power stations and
25 per cent a by gas-fired and oil-fired stations.

Around nine per cent of the bought-in electricity
is generated from renewable sources, of which hydro-
power accounts for eight per cent.

Specific electricity consumption by Heineken'’s
breweries was two per cent lower in 2003 compared
with 2002, at 10.1 kilowatt-hours per hectolitre of
beer. The brewery in Lagos (Nigeria), where two new
and more efficient packaging lines and a new water-
treatment plant have entered service, accounted for
much of this improvement.

Specific electricity consumption by our maltings
was almost one per cent higher in 2003 compared
with 2002, at 123 kilowatt-hours per tonne. This was
mainly due to the higher demand for refrigeration at
the Ruisbroek (Belgium) plant because of the hot
summer.

Specific electricity consumption by our soft-drink
plants in 2003 was one per cent lower at 5.0 kilowatt-
hours per hectolitre.

Specific electricity consumption by maltings

kWh/tonne malt
2006
2005
2004
2003
2002
2001

123
122

B target actual
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3.5 Climate

The use of non-renewable fuels is a major factor in
the rising concentration of carbon dioxide (CO,) in
the atmosphere, which in turn is one of the causes of
the greenhouse effect and hence climate change.

A study commissioned by Heineken and carried out
by Prof. Dr. E.K. Duursma, Emeritus Professor of
Oceanology at Groningen University, who collated
and analysed a large body of climatic data, yielded a
wealth of information which has been made available
to interested parties in the form of a publication
entitled 'Rainfall, River Flow and Temperature Profile
Trends: Consequences for Water Resources'.

Carbon dioxide

Heineken’s operations emit CO,, a product of the
combustion of fossil fuels, either directly in our own
systems or indirectly via bought-in electricity gener-
ated elsewhere. From 2003, Heineken will report
both direct and indirect CO, emissions produced by
burning fossil fuels.

Direct CO, emissions in 2003 amounted to 7.66 kg
per hectolitre of beer and indirect emissions to 4.40
kg/hl, making a total of 12.1 kg/hl.

Over the period 2004-2006, the Aware of Energy
programme is expected to yield a further reduction
to 11.2 kg/hl. We plan to bring our reporting on CO,
emissions more closely into line with the GRI guide-
lines in the coming year.

Short-cycle CO,, the carbon dioxide produced by
the fermentation process, is not reported because it
is in balance with CO, uptake by the growing barley
and hence does not contribute to the greenhouse
effect.

Direct and indirect CO, emissions kg/hl

2003 2004" 2005* 2006~
Direct CO, emissions 7.7 7.4 7.1 7.0
Indirect CO, emissions 4.4 43 4.2 4.2

*target
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NOx and SOx

Other atmospheric emissions produced by the direct
and indirect use of fossil fuels consist primarily of
NOx and SOx. SOx are also produced when malt is
sulphurised to remove unwanted components. The
reduction in energy consumption has also meant a
reduction in specific SOx emissions, and this effect
has been enhanced by the switch to lower-sulphur
fuels at the production plants in Patras (Greece) and
St. Denis (Réunion).

The reported NOx volume is a higher because
higher values have been used in calculating emissions
from electricity-generating plant, which had been
underestimated in the past. This effect is most pro-
nounced at sites which generate their own electricity.

Ozone depletion

A number of substances are used at Heineken’s
production units which, if released into the atmos-
phere, could harm the ozone layer. One of these is
halon, which is used in some automatic firefighting
systems. By switching to alternative agents, the total

Halogenated hydrocarbon-based refrigerants in use

% by weight

B crcs

HCFCs

B Hrcs

. BLENDS AND OTHER

Losses of halogenated hydrocarbon-based refrigerants

% by weight

CFCs

B Hcrcs

HFCs

. BLENDS AND OTHER

77

13

10
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quantity of halon in use has been reduced dramati-
cally in the past year, down from 7.8 tonnes in 2002
to 4.3 tonnes in 2003. Halons have been completely
eliminated at 's-Hertogenbosch and Zoeterwoude
(Netherlands) and Mons en Baroeul (France).

Several halogenated hydrocarbons (CFCs, HCFCs
and HFCs) are used in refrigeration and air-condition-
ing systems, which may be released to the atmos-
phere in the event of a fault. Heineken is progressive-
ly replacing these media with environment-friendly
refrigerants. The reported quantity of halogenated
hydrocarbons in use in 2003 was slightly higher than
in 2002 at 35.1 tonnes, largely as a consequence of
more detailed inventorisation. Sites included in the
reporting system for the first time in 2003 were also
a contributory factor, notably the production units
in Ama (Nigeria) and Almaty (Kazakhstan).

Refrigerant losses due to faults and maintenance
increased to 12.3 tonnes, partly reflecting the de-
tailed inventorisation referred to above, but also due
to significant losses from an old refrigeration system
at the Vieux Fort (St. Lucia) brewery.

The effect of these refrigerant emissions on the
ozone layer, expressed in terms of R11 equivalent,
was 1,303 kg in 2003.

The contribution by refrigerant emissions to the
greenhouse effect, expressed in terms of CO, equiva-
lent, was 26,000 tonnes in 2003.

Odour

The main sources of odour are wort-boiling and
waste-water treatment. Odour emanating from the
wort-boiling process can be reduced by making the
boilers airtight and fitting condensers, while that
produced by waste-water treatment plants can be
minimised by covering the installation and removing

Aware of Water

It is Heineken'’s responsibility to take the initiative in
moving towards sustainable water use in the coun-
tries in which we operate. This was the motivation
behind the Aware of Water programme, which we
launched in 1999. One of the targets set for this
programme was to reduce water consumption at all
of our breweries to a maximum of seven hectolitres
per hectolitre of beer. By adopting a range of meas-
ures, most of the breweries have exceeded that
target by a significant margin, but there are still 23
which use more than seven hectolitres, and we are
continuing to reduce this figure.

Water consumption

Specific water consumption at our breweries in 2003
was 5.4 hectolitres per hectolitre of beer, a decrease
of 3 per cent compared with 2002. Part of this im-
provement was due to investment in new systems.
Losses have been reduced significantly at Stara
Zagora (Bulgaria) by installing a complete new distri-
bution system. New water treatment plants have
entered service in Warka (Poland) and Ibadan
(Nigeria), which will reduce water consumption by
recycling rinsing water.

Specific water consumption at our maltings was
reduced by 5 per cent over the same period to 4.2
cubic metres per tonne of malt, mainly due to rising
output from our modern malting at Hurbanovo
(Slovakia).

‘Let’s be Water Citizens’

French youngsters help to promote responsible water use

aromatic components in compost filters for example.
Measures of this kind are adopted wherever odour
causes nuisance.

F_,‘; Tl ." Having made great progljess in .
- reducing the water used in brewing
. beer, Heineken France launched its
r ‘Let’s be Water Citizens’ campaign
.l.i, ¥ in 2001, with the aim of involving

children —the citizens of tomorrow —
in raising awareness of water as an
essential resource. Among the ideas
they came up with was a series of
animated cartoons, which have been
broadcast on local TV, to convey

the message that water is a scarce

3.6 Water

In terms of volume, water is the main raw material
used in brewing and soft-drink production. It is also
used as a consumable for cleaning process tanks,
packaging, production equipment and pipework, and
at our maltings for steeping and germinating barley.

"CORINNE GOFF-LAVIELLE

resource.
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Specifc water consumption by breweries

hl water/hl beer

2006
2005
2004
2003
2002
2001

5.6
5.7

B target actual

Specifc water consumption by maltings

m?water /tonne malt

2006
2005
2004
2003
2002
2001

4.2
4.4

5.0
B target actual
Specific water consumption for soft-drink production
decreased to 3.3 hectolitres per hectolitre of soft
drinks, mainly due to the physical separation of the
beer and soft-drink production units at Skopje and
reduced operation of the CO, generator, and hence
reduced usage of water for cooling and cleaning, at

our plant in Kinshasa (Democratic Republic of Congo).

Water sources

The production units draw most of the water they use
from the public utility supply or their own boreholes.

Shanghai Asia Pacific Breweries

Reducing water consumption

ZHOU ZHI HUA

In 1999, Shanghai Asia Pacific
Breweries in China was using more
than 9 litres of water to brew one litre
of beer. By replacing its underground
piping system, using basic waste water
to remove sulphur dioxide from flue
gas, introducing computerised man-
agement of its waste-water treatment
plant and adopting a number of simple
practical measures, the brewery has
cut its consumption by 40 per cent,
while beer production has risen by a
similar per centage.
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Surface water is used to a minor extent. Heineken'’s
brewery on the Bahamas uses seawater, which is
purified to drinking-water quality.

Water quality and availability are issues which
receive our constant attention. Every two years, a
survey is carried out to assess the quality and vulner-
ability of our water sources. This involves analysing all
of the chemical parameters and comparing them with
international drinking-water guidelines such as those
published by the European Union and the World
Health Organisation. Although the 2003 survey
showed that, in some locations, the incoming water
was contaminated with heavy metals and/or solvents,
even in these cases Heineken’s water-treatment
processes were able to raise the water to drinking-
water quality in accordance with the applicable
quality standards. The survey showed that water
availability had not changed since the previous sur-
vey in 2001. At Heineken'’s request, a study was

Water sources
%

PUBLIC UTILITY
GROUNDWATER

SEAWATER

SURFACE WATER

carried out by Prof. Dr. E.K. Duursma, Emeritus
Professor at Groningen University, to relate our
breweries’ water consumption to rainfall within their
catchment areas. This resulted in the development of
a method for determining the hydrological footprint
of each brewery and predicting water availability.

Waste water

The water used as a consumable by our operating
companies is ultimately discharged as waste water.
Waste water from 68 per cent of our production units
is treated, either in their own on-site plants or in
municipal plants. Waste water from the other produc-
tion units is discharged untreated into surface water.
Heineken has embarked on a programme to build

48

44
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Waste water treatment

%

. NO ON-SITE TREATMENT,
DISCHARGED INTO SURFACE
WATER 32
NO ON-SITE TREATMENT,

TREATED AT MUNICIPAL PLANT 26

. ON-SITE TREATMENT
DISCHARGED INTO SURFACE
WATER 27

. ON-SITE TREATMENT AND

TREATED AT MUNICIPAL PLANT 15

water-treatment plants at all existing breweries
where waste water is discharged untreated, most
of which are in Africa. All new breweries, such as
the brewery at Ama (Nigeria) which opened in 2002,
have their own treatment plants. The programme
has suffered some delay.

Even after treatment, waste water still contains
contaminants including organic matter, nitrogen,
phosphates and suspended solids. A widely-used
measure of this contamination is the chemical oxy-

gen demand (COD).

Compared with 2002, the specific COD load pre-
sented by the untreated waste water discharged by
our breweries was 2.5 per cent lower at 1.2 kg per
hectolitre of beer produced. Advances have been
made, for example, by reducing the amount of yeast
discharged by our breweries at Kaduna and Ama

Sustainable agriculture in the Netherlands

Heineken launches the Skylark Project

HAGGE DE VRIES

TOWARDS SUSTAINABILITY

33

The Skylark Project is a joint venture
between Heineken International,
Agrarische Unie and twelve farmers,
which is working to develop sustain-
able methods of barley production.
The project involves measuring a
range of indicators at the participating
farms, which will help the farmers

to improve the quality of the land,

air and water. From 2012, much of the
barley used by Heineken for brewing
beer will come from farms using
sustainable production methods.

(Nigeria) and Thessaloniki and Patras (Greece). Better
monitoring and more accurate measurement have
also been a factor in this improvement. Over the same
period, the specific COD load presented by the waste
water discharged by our maltings increased by 4 per
cent to 4.3 kg/tonne, mainly due to an increase in

the volume of organic material removed from barley
in Ruisbroek (Belgium), following a change of grade.
The level of organic contamination normally fluctu-
ates a little from year to year. The COD load associat-
ed with soft-drink production remained practically
unchanged at 0.3 kg per hectolitre of soft drinks. The
total COD load presented by untreated waste water

in 2003 was 106,600 tonnes, an increase of 7 per cent
on 2002, largely reflecting production growth.

After treatment, 21 per cent of the total COD load,
or 22,500 tonnes, was discharged into surface water,
a slight improvement on 2002 when 23 per cent was
discharged after treatment.

3.7 Raw materials used in brewing

Brewing is a natural process in which the main ingre-
dients are malt, water and hops. Malt is produced in
maltings by steeping, germinating and drying barley.
Beer can also be made from other grains, such as
corn, rice or sorghum. Various consumables are used
within the production units, such as detergents and
disinfectants. Soft drinks are made from water, com-
pound, sugar, sugar syrup and carbon dioxide.

Raw material consumption 2003

% by weight, excluding water

MALT
SUGAR
SYRUP
CORN
SORGHUM
RICE
HOPS

BARLEY
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3.8 Packaging

Beers and soft drinks are packaged in many different
ways to preserve the quality of the product and
protect it against harmful external influences. The
most widely used primary packaging forms are glass
bottles, kegs and cans. Some operating companies
also use PET bottles. Cellar beer is delivered by
tanker. With glass and plastic bottles, the crown cork
closure or cap and the label form part of the primary
packaging. Most products are enclosed in secondary
packaging, generally consisting of cardboard and
plastic film, for transportation. Returnable bottles are
generally packed in plastic crates.

Kegs and, in most countries, glass and plastic
bottles are returnable. After use, they are sent back
to the production site, where they are cleaned and
refilled. Crates are also returnable.

Cans, PET bottles and, in some countries, glass
bottles are non-returnable and, after use, are dis-
posed of with the household waste. In many coun-
tries, packaging waste (including glass and metal) is
collected separately or separated from the waste
stream. Secondary packaging, such as cartons and
cardboard trays wrapped in plastic film, is generally
removed at the point of sale and collected separately
for processing.

Packaging choices (one-way or returnable, bottle
or can) are made by our operating companies at the
national level. Each country has its own packaging
system, chosen in consultation with public authori-
ties, wholesalers, producers and consumers.
Heineken respects these choices. In most countries in
which we operate, glass is the packaging material of
choice and, in 76 per cent of the countries, beers and

Use of returnable packaging

by number of countries

B UNDER S5
5-50
B s50-95

B overo9s

soft drinks are distributed predominantly in return-
able packaging.

All our packaging meets the highest quality stan-
dards and complies as a minimum with the statutory
guidelines. Heineken'’s principles in this area are
embodied in policy statements and regulations.

All materials which can come into contact with the
beer comply with food industry standards and are
approved by agencies such as TNO in the Netherlands
and other organisations complying with the US Food
and Drug Act (FDA). Particular attention is paid to
ensuring that the coatings applied to beer cans
contain no harmful materials. Our programme to
replace PVC with polyethylene for the inlays in crown
cork closures is almost complete. No pigments based
on heavy metals are used in our packaging, including
labels and crates. New beer kegs are fitted with
safety spears and bursting discs to protect the user if
the pressure in the keg rises too high.

The effectiveness of this policy is monitored by carry-
ing out regular inspections at suppliers’ premises,
focusing specifically on the quality of the materials
supplied, the product safety risks and the supplier’s
environmental and safety performance.

18

ilil

We have undertaken several projects to reduce the
environmental impact of our packaging still further.

Packaging materials

countries per packaging type

glassbottle  FIEE——————120 A trial is in progress in Leiden (Netherlands) with a
36 system whereby our drivers, when making deliveries
plastic bottle ~ FEE_—_—_—T20 to on-trade outlets, collect their empty non-return-
2 able bottles for recycling. Another example is a
keg ™2 project to make container transportation of beer to
32 the US more efficient. By changing the packaging and
can the loading pattern, around 5 per cent more beer can
3 be packed into every container. A third project re-
other SN lates to the removal of cadmium from the old yellow
5 Heineken crates used on the Dutch market, in accor-
B one-way returnable
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Brewers’ grains: recycling

%

B vEs 87
B o 6
B PARTLY 7
Surplus yeast: recycling
%
YES 51
I nNo 39
B PARTLY 10

dance with a covenant signed with the environmental
movement in 1986. After many years’ research, we
have now found a processor who uses a new process
to isolate the cadmium-containing pigment, which
will be stored at the C2 Deponie waste-storage facility
at Botlek (Netherlands). Once the cadmium has been
removed, the plastic can be recycled.

3.9 Co-products and waste
Co-products

Brewing creates a number of co-products, the most
important of which are brewers’ grains and surplus
yeast. Brewers’ grains (wet malt residue) are valuable
as cattle feed. Surplus yeast is also used in animal
feeds and has applications in the pharmaceutical
industry and in the production of flavourings.

Brewers’ grains are recycled entirely by the majori-
ty of our breweries and partially in a small number of
cases. Surplus yeast is recycled entirely by over half
of our breweries and partially by the remainder.
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Brewers’ grains: uses

%

[l CATTLE FEED 97
I AGRICULTURE 3
Surplus yeast: uses
%
I FoOD INDUSTRY 18
B ANIMAL FEED 76
I AGRICULTURE 4
COMPOSTING 2

Non-recycled industrial waste

Non-recycled waste increased in 2003, mainly due to
the commissioning of a new brewery in Ama
(Nigeria), which is not yet able to recycle brewers’
grains, and the smaller volume of brewers’ grains
recycled on New Caledonia. Reporting accuracy has
also improved in recent years. Primary sludge (solid

Brewers’ grains as fuel

Waste used as fuel in Nigeria

Where brewers’ grains —the residue
of barley and other grains used in the
brewing process —can’t be sold as
cattle feed, one option is to burn the
material in a boiler and return the
heat to the production process.
Abrewers’ grains boiler is being built
at the Ama brewery in Nigeria which
will cut its fossil fuel consumption by
3,000 tonnes ayear and its green-
house gas emissions by 8,000 tonnes.
The investment will be recovered in
five years.

AART VA‘N DEN BOOGAART
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Specific non-recycled industrial waste production

kg/hl beer

2006
2005
2004
2003
2002
2001

T
T
e b [
1.09
0.97
1.41
B target actual

waste removed from waste water by settling or
filtration), which was previously reported as waste-
water sludge, is now included in industrial waste,
which has increased the volume of industrial waste
reported by 's-Hertogenbosch (Netherlands) and
Warka (Poland) in particular. Specific non-recycled
industrial waste production in 2003 was 12 per cent
higher at 1.09 kg per hectolitre (beer and soft drinks).
Kieselguhr, which is used by breweries to filter

beer, is recycled entirely or partially by 35 per cent of

our production units. Kieselguhr is used mainly in
agriculture and in some cases as a raw material for
brick manufacture.

Hazardous waste

The reported volume of hazardous waste decreased
to 599 tonnes in 2003, due to a change in the report-
ing basis whereby non-recycled hazardous waste is
now reported. There was an actual decrease in the
volume of hazardous waste compared with the year

The Louis Stokes Urban Health Policy Fellows Program

Heineken USA joins fight to eliminate disparities in urban healthcare

Heineken USA has pledged US$250,000
over five years to a programme which
aims to help eliminate the disparities

in urban healthcare provision

between the private sector and the
government-sponsored Medicaid
Programme. The fellows appointed
annually under the programme will
work on the development of policy

and legislation in Congress. Four
forums in major cities are also planned,

DAN TEARNO

at which the public will have an
opportunity to express their views.
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before at a number of locations, including Madrid
(Spain) and Pedavena (Italy), where the 2002 figure
had been increased by several non-recurring waste
streams.

Waste-water sludge

Over half of the waste-water sludge finds useful
applications in agriculture, in some cases after
composting. The volume of non-recycled (aerobic)
waste-water sludge has remained fairly constant
and amounted to 4,810 tonnes (dry matter) in 2003.

Sludge recycling
%

AGRICULTURE
COMPOSTING

I OTHER

3.10 Chain responsibility

Environmental performance is an important criterion
in the selection of the suppliers from which our
maltings, breweries and soft-drink plants purchase
their raw materials. Suppliers are regularly assessed
and those on which we rely for strategic materials are
subjected to audits.

We make every effort to minimise the environmen-
tal effects of transportation of our products to our
customers, which include the wholesale and on-trade
sectors. One result of this policy is the container
terminal we have built at our brewery in ’s-Hertogen-
bosch, so that we can move our products by water
instead of by road.

43

18

39



ENVIRONMENTAL SUSTAINABILITY

3.11 Incidents
Incidents with environmental consequences in 2002
included the following.

Schiltigheim (France)

Ammonia was released when a leak developed in an
ammonia refrigeration system. The incident was
reported to the authorities and the fire service. The
refrigeration plant was shut down in order to replace
components and repair the condenser. A total of five
tonnes was lost in the form of aqueous ammonia; the
amount released into the atmosphere was negligible.

's-Hertogenbosch (Netherlands)
As a result of a power failure in the waste-water
treatment plant, untreated waste water had to be
piped to the municipal treatment plant. No additional
measures needed to be taken. The incident was
reported to the authorities.

Chur (Switzerland)
A fault in the milling process caused around 15
tonnes of malt to enter the waste water. The incident
was reported to the authorities and a fine was paid.
Additional safety measures were taken to prevent any
recurrence.

Incidents with environmental consequences in 2003
included the following.

Marseilles (France)
During maintenance of components of afilling line in
the brewery’s workshop, a detector was damaged and
there was a spillage of radioactive caesium 137 on the
floor of the workshop. The authorities were notified
of the incident, the requisite checks were carried out
and the workshop was cleaned and decontaminated,
after which the brewery was given permission to
recommission the filling line. The waste was disposed
of in accordance with the French regulations. The
incident caused neither physical injury nor environ-
mental damage. The brewery has introduced a new
procedure to prevent incidents occurring in the
course of work of this kind and has decided to replace
the detectors employing caesium 137 as soon as
possible.
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Aosta (Italy)
The fuel tank on a commercial vehicle was damaged
by the cover over a waste-water pipe, allowing fuel to
leak into untreated waste water. The authorities were
notified of the incident.

Hurbanovo (Slovakia)
A fine was paid by the brewery when a defective
waste-water pipe allowed untreated waste water to
contaminate the soil. Following a study, a capital
expenditure plan was drawn up to replace the old
pipework and an action plan was formulated to pre-
vent such incidents occurring in the future.

Ama (Nigeria)
When the connection between the treatment installa-
tion and the waste-water outlet was damaged by
flooding during the rainy season, treated waste water
contaminated the soil. The system was repaired and
the authorities were notified of the incident, but did
not impose a fine.
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SOCIAL SUSTAINABILITY

4.1 Reporting basis

Unless stated otherwise, the information presented

in this chapter relates to the companies in which
Heineken N.V. has a direct or indirect interest of 50
per cent or more, except for our operating compa-
nies in Croatia and Kazakhstan. The figures relating to
social policy may therefore differ from those present-
ed elsewhere in this report and in the financial state-
ments. The results presented in this chapter are
based partly on the first large-scale study of its kind
carried out within Heineken and partly on estimates
made by local management teams. For that reason,
the results presented here are less reliable than the
data given elsewhere in this report. A full list of the
companies which supplied data for this chapter can
be found in Annex 6.

4.2 Social responsibility policy
and governance

Responsibility for corporate social policy was reallo-
cated in 2002 and 2003. Ultimate responsibility is
vested in the Executive Board of Heineken N.V. and
social policy is the chairman’s area of special interest.
In determining strategy and making policy choices,
the Executive Board is advised by a multidisciplinary

Social responsibility management

EXECUTIVE BOARD

ADVISORY BOARD

CORPORATE DEPARTMENTS OPERATING COMPANIES
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Corporate Social Responsibility Advisory Board
(CSRAB). The council is presided over by the chairman
of the Executive Board and consists of the directors
of the corporate departments who are most closely
involved with this policy area, and the general man-
agers of two operating companies. The council facili-
tates cooperation between the various disciplines on
social issues, identifies relevant aspects of the activi-
ties and policy of the various corporate departments
and determines the level of involvement of these
departments in policy on corporate social responsi-
bility. The council is also responsible for monitoring
and evaluation and formulates strategy in the event
of any departure from policy or current practice.

Policy is prepared and coordinated by the Corpo-
rate Affairs department and developed and imple-
mented by Corporate Affairs in conjunction with
other corporate departments.

In the first structured survey of our performance in
the area of corporate social responsibility, which was
carried out in 2003, a detailed questionnaire was sent
to all Heineken operating companies. The results of
this survey are presented in various sections of this
chapter. The survey findings are used internally to
adjust our priorities with regard to corporate social
responsibility and to compare the performance of the
operating companies with one another. Externally,
the survey findings are used in our dialogue with
stakeholders. We intend to carry out this survey on an
annual basis.

4.3 Dialogue with stakeholders

Heineken’s vision of sustainability, how it is formula-
ted and the programmes initiated in pursuit of it are
topics which are discussed frequently at meetings
between the European Works Council and company
representatives. This has established a substantive
dialogue about corporate policy and its conse-
quences for the personnel, which will be continued
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in 2004 and 2005, focusing on specific themes. The
company actively seeks dialogue with other groups
of employees, for example through various presenta-
tions given during training programmes, international
departmental conferences and the publication of

our internal brochure entitled ‘Heineken: an integral
part of society’.

Our performance in the area of corporate social
responsibility is regularly discussed with external
stakeholders, at both local and central level. These
include Amnesty International, FTSE4Good, inter-
national development organisations, the Association
of Investors for Sustainable Development and various
financial institutions which attach particular value
to sustainability.

Heineken N.V. or other Heineken companies are
also key members of the Confederation of
Netherlands Industry & Employers (VNO-NCW), the
General Employers’ Federation (Algemeen
Werkgevers Verbond), the Confederation of the EU
Food & Drink Industries (CIAA), Brewers of Europe,
the World Business Council for Sustainable
Development, the International Center for Alcohol
Policies, The Amsterdam Group, the Amnesty
International-VNO-NCW Round Table and the
Association for the Sustainable Use and Recovery of
Resources in Europe (ASSURRE).

Heineken also engages in dialogue with sharehold-
ers, faculty or students at academic institutions and
other interested parties who, for example, make
contact via the Heineken website. These discussions
often produce new insights and viewpoints which we

Operation teenproof

Heineken USA joins forces with Jeanine Pirro in combating underage drinking

-

-

In the continuing fight against under-
age drinking in the US, Heineken USA
joined forces with District Attorney
Jeanine Pirro of Westchester County,
New York, in a joint project to distribute
2,500 security laminate verifiers

to alcohol retailers and police depart-
ments which enable them to detect
fake IDs. Heineken USA received an
award and District Attorney Pirro

was given a commendation for their

JAMIE LUCAS

efforts in addressing this problem.
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use to refine policy and continuously improve report-
ing on our results.

In parallel with this more central dialogue with
stakeholders, Heineken’s operating companies are
constantly engaged at local level in dialogue with
their communities. They are in contact with local
authorities on such matters as permits, taxation and
working conditions and with the local community on
issues such as nuisance, transport, infrastructure and
environmental protection.

68 per cent of the Heineken operating companies
engage in dialogue with non-governmental organisa-
tions. At 43 per cent of the operating companies, this
has led to practical projects which they are imple-
menting in cooperation with these organisations.
Progress with our policy of encouraging this dialogue
at local level is being held back by the shortage of
well-organised and bona-fide non-governmental
organisations in many countries.

4.4 Alcohol

Most people enjoy alcoholic beverages sensibly,

as one of the pleasures of life, and Heineken takes
the view that drinking beer — provided it is done
responsibly — is consistent with a positive lifestyle.

A small minority abuse alcohol, drinking at the wrong
time, at the wrong place or to excess, which can lead
to a whole range of problems. Heineken initiates and
supports projects to combat alcohol abuse and
imposes its own internal rules on its marketing com-
munication, to prevent its advertising messages from
encouraging alcohol abuse.

A differentiated approach

In the past, the view generally taken by healthcare
organisations and public authorities was that alcohol
abuse could be reduced by reducing total alcohol
consumption. Efforts were made to achieve this
through price and restrictions on sales and advertis-
ing. In recent years, greater scope has been created
for a differentiated approach, in which the distinction
between responsible and irresponsible alcohol con-
sumption forms the basis for effective measures and
effective cooperation between industry, government
and healthcare organisations. In many cases, this
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continue in the coming period, paying particular
attention to refresher programmes and procedures
for new employees.

Additional effort will be devoted to the operating
companies which have joined the group in the past
year, to ensure that the rules are better understood
and more effectively applied throughout the organi-
sation.

Advertising

A second pillar of our alcohol policy is our belief that
it is our obligation to advertise and promote our
products responsibly to consumers who have
reached the age at which they are permitted to
purchase alcohol by the local regulations and not to
advertise our products in a manner which might
encourage their irresponsible use.

Heineken’s policy on this issue has a long history.
Since the 1960s, our rules on advertising have been
elaborated and extended to apply to all the com-
pany’s brands. One aim of these rules, as currently in
effect, is to avoid conveying a message in our adver-
tising that alcohol enhances physical performance,
makes people more popular or more attractive, has
therapeutic properties or acts as a stimulant. We do
not portray irresponsible drinking in our advertising,
nor do we show abstinence in a negative light.

In terms of sales volume, three-quarters of the
employees involved in the marketing communication
function have been given specific instruction in the
importance of and background to the rules on re-
sponsible advertising and promotion.

Heineken’s advertising rules are designed to ensure
responsible marketing, but they are not sufficient in
themselves to promote responsible alcohol use and

Instruction given in rules on marketing communication

% (based on sales volume)

B vEs 76

NO 24
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Active promotion of responsible alcohol use

% (based on sales volume)

B ves

NO

prevent misuse, which has many root causes. Further
action has been taken in recent years to highlight the
importance of responsible alcohol consumption. Our
operating companies are becoming increasingly
actively involved in encouraging responsible drinking,
some in cooperation with other organisations.

Promoting responsible alcohol use is a complex
undertaking and, to improve our chances of success,
programmes and activities which have proved
successful in one country will be replicated in other
countries. In addition to its own rules on responsible
marketing communication and specific alcohol adver-
tising codes, Heineken also complies with general
advertising codes in countries where these are in
force. Such codes apply to 45 per cent of our operat-
ing companies. A total of four infringements of the
provisions of advertising codes of this kind by
Heineken operating companies worldwide were
reported in 2003. In the United States, a number of
private civil lawsuits have recently commenced
against numerous alcohol beverage companies,
including Heineken USA and Heineken N.V., claiming
unlawful advertising in respect of people under the
legal drinking age. Heineken management believes
that these charges are without merit and that
Heineken has not contravened any applicable US law
or regulation . The applicable Heineken companies
are seeking dismissal of these proceedings.

Cooperation

Heineken companies have cooperated with other
alcoholic beverage companies in promoting responsi-
ble drinking, including The Amsterdam Group, STIVA
and the International Center for Alcohol Policies
(Washington, DC).

83

17
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Heineken employees excluding minority interests, as at year-end 2003

Europe (excl. Kazakhstan and Croatia)
Africa/Middle East

The Americas

Asia/Pacific (excl. Asia Pacific Breweries)

Total

The sector organisation Brewers of Europe performs
an important function in the implementation of
programmes which it develops centrally and which
are then translated by the affiliated national sector
organisations into local programmes tailored to the
specific local beer culture and stage of social and
economic development of the country concerned.

Concrete results of this cooperation include various
drink-driving campaigns, one of which encourages
the practice of naming one member of the party as
the designated driver, who agrees to stay ‘on the
wagon’ for the evening and can drive his or her
friends home safely at the end. The campaign was
developed in Belgium by the national brewing indus-
try in conjunction with the Belgian government and
the road safety organisation. It is now running in
other European countries and is being actively sup-
ported by Heineken.

Specific campaigns are mounted in the Christmas
period and at other times, in Europe, the United
States and elsewhere, to bring home to consumers
the dangers of drink-driving

African managers learn the tricks of the trade in Amsterdam

In amore competitive and challenging
international environment, Heineken’s
African operating companies are
having to learn new ways of working

if they are to achieve the goals set out
in Heineken'’s Africa 2010 plan.

Under the STAMP (Strategic Action
Management Process) project, groups
of African executives and other staff
have been brought to Amsterdam to
acquire the skills needed for Heineken

1
i —
JEAN MUKUNZI

International’s approach to doing
business.
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33,686
11,563
5,441
1,296
Full-time Part-time
51,986 93% 7%

45 Employees

Our employees are crucially important to the success
of our business, in both the short and long term.
Heineken’s personnel policy seeks to develop and
utilise their individual potential and deepen their
involvement in the business.

As at year-end 2003, the Heineken companies
which provided information for this part of the report
employed a total of 51,986 (part-time and full-time),
of whom 65 per cent were employed in Europe. These
figures exclude the employees of our joint venture in
Singapore, the companies in Kazakhstan and Croatia
and the companies in which Heineken has a minority
interest. If these are included, Heineken employed a
total of 61,271 people as at year-end 2003, an in-
crease of 27 per cent on the year-end 2002 figure of
40,237.

The average rate of staff turnover rose from 12 per
centin 2002 to 15 per cent in 2003, due partly to the
closure of several breweries, reorganisations and
early-retirement programmes.

Remuneration policy

Heineken’s remuneration policy is based on the
principles of internal fairness and external compara-
bility and complies with local legislation and collec-
tive labour agreements where applicable. Heineken
also provides various supplementary pay and pension
schemes. In countries where public provision is
inadequate, Heineken supports its employees and
their immediate families by helping with healthcare,
water and energy costs.
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Involvement

The success of Heineken'’s efforts to increase em-
ployee involvement with the business at several levels
is difficult to measure because only 47 per cent of the
operating companies have systems in place to moni-
tor the progress achieved. In most cases, this issue is
addressed on an ad hoc basis. To establish a valid
basis on which to build an effective policy for increas-
ing employee involvement, Heineken is running a
number of programmes to gather information and
develop specific policy proposals. The aim is to de-
vise a procedure which will enable the operating
companies to work systematically to foster employee
involvement.

4.6 Safety

Our aim is to eliminate from the working environment
as far as possible any factors which may present a
danger to employees’ health and safety. It is the
company’s responsibility, in pursuit of that aim, to
provide all employees with personal protective equip-
ment wherever necessary. Because the human factor
is the main cause of work-related accidents and
incidents, we give high priority to raising awareness,
providing training and changing behaviour. The
briefings and instruction given to employees to
encourage the adoption of safe practices have made
a major contribution to reducing the number of
accidents in recent years. Heineken is working con-

‘Getting the Stars Protected’

New safety requirements in Africa

Half of the accidents at Heineken’s
African breweries are due to the lack
of personal protective equipment
oritsincorrect use. A matrix has

been constructed, based on European
requirements, to show what equip-
ment needs to be used in any given
situation. Itis equally important to
instil the right attitudes in both
management and personnel. All the
information from this project has been
placed on a CD-ROM entitled ‘Getting
the Stars Protected”.
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stantly, through monitoring and analysis, to achieve
even better safety performance and reduce the
number of work-related accidents still further.

97 per cent of our employees are familiar with the
company'’s safety and health policy and are briefed
on potential hazards and risks at the workplace.

A similar percentage have been trained to manage
safety and health risks as far as possible.

Organisation

Meetings of local European safety and environmental
coordinators are held each year to brief them on new
policy and define new procedures. The first meeting
of African safety coordinators and medical advisers
was held in 2003 in Ghana. One of the early results of
this meeting was a guide to personal protective
equipment used when working. The guide, which
covers selecting and ordering protective equipment,
instructing employees in its use and writing proce-
dures and instructions, has been tested at the pro-
duction units in the Democratic Republic of Congo
and at Brazzaville (Congo). After modification on the
basis of experience gained at these plants, the guide
will be made available to all Heineken sites around
the world from 2004 onwards.

57 per cent of Heineken employees work under a
health and safety system which has been formally
adopted by trade unions. 84 per cent of employees
are covered by health and safety risk management
procedures.

Monitoring

Work-related accidents are recorded in a central data
base and analysed. A uniform system is employed for
reporting accident figures. Reporting is optional for
distribution departments. The figures for personal
injuries relate to Heineken personnel, temporary
workers, agency staff and people working on a con-
tract basis. Safety performance is also expressed in
terms of accident frequency and severity. Three
aspects are monitored in our safety reporting: indus-
trial safety, personal safety and time lost.

The frequency of accidents involving personal
injury fell from 5.1 accidents per 100 FTEs in 2002 to
3.5in 2003, mainly reflecting improved performance
by Heineken companies in Africa, Europe and the
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Caribbean. In Asia, in contrast, the accident frequen-
cy increased in 2003.

The number of accidents involving contractors
increased sharply, which can be explained partly by
the volume of construction work at several new
breweries. Other accidents were caused primarily by
individuals disregarding safety regulations, despite
our efforts to ensure strict compliance.

Two Heineken production units won awards for
their safety performance. Our brewery in Sampang
Agung (Indonesia) was presented with an award for
its accident-free record in 2002, at a ceremony
attended by President Megawati, while our brewery
in Elblag (Poland) won first prize in a national safety
competition for companies employing over fifty
people. The Elblag brewery also obtained safety
certification under the OSHAS 18001 standard.

Disability and absence

The accidents at all consolidated Heineken compa-
nies are summarised in the table below. Improved
recording in 2003 has also produced more reliable
figures for prior years, but there is still room for
improvement in the quality of recording by some
production units. The 2002 figures for one production
unit, which could not be verified last year because
there was a civil war in progress, have now been
checked and corrected, which has had a material
effect on the safety indicators. The previously report-

ed figures for 2002 have been kept as they were, and
this fact needs to be taken into account in interpret-
ing the figures.

As noted last year in our interim report, there were
a number of fatal accidents in 2002. Recording of
fatal accidents was extended in 2003 to include non-
production personnel, such as those working in office
jobs or commercial functions. There were no fatal
accidents at work involving production personnel in
2003, but one production worker in Italy died in a
road accident while travelling between home and
work and a further seven employees from non-pro-
duction departments lost their lives while travelling
on company business or to or from work. Four of
these fatal accidents occurred in Europe, three in
Africa and one in Asia.

Overall, the number of accidents was lower in 2003
than in previous years, but there was no reduction in
the number of accidents resulting in disability, which
remained unchanged at 15. The most common caus-
es of disability are injuries due to falling and loss of
fingers. Accident severity increased from 81 days per
100 FTEs in 2002 to 82 days in 2003.

4.7 Health

Heineken International Medical Services develops
many activities in the field of preventive and curative
healthcare for their employees and their immediate

Accidents involving production unit employees worldwide

Fatal accidents:

own personnel

contractors’ personnel

travelling to or from work
Accidents resulting in disability
Total accidents:

own personnel

contractors’ personnel
Days lost (own personnel)
Full-time equivalents

Indicators
Accident frequency per 100 FTEs (own personnel)
Accident severity in days lost per 100 FTEs (own personnel)

* Adjusted: total accidents 736 and accident frequency 3.7 per 100 FTEs
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2001 2002 2003 2004 2005 2006
0
1 0
1
24 15 15
1,168 1,007* 679
41 48 82
16,682 16,073 16,244
21,199 19,852 19,697
Actual Target
5 5] 5.1* 815 2.8 25 2.2
79 81 82 53 44 40
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families, especially in countries where public health-
care provision is inadequate. This is the case particu-
larly with breweries on the African continent.

HIV/Aids

One of the main policy priorities in recent years has
been our HIV/Aids programme in Africa. It is estimat-
ed that one in every nine of the population of sub-
Saharan Africa is infected with the HIV virus. Because
the provision of information and medication is inade-
quate, Heineken is running a large-scale programme
of information, education and training to support
prevention and is providing medication for HIV+
employees and their immediate families. To ensure
the success of the programme, the company has
entered into several public-private partnerships with
local authorities, because we have learned from
experience that this kind of cooperation helps to
maintain the continuity of the programme. The
HIV/Aids programme was extended in 2003 to Nigeria
and the Democratic Republic of Congo.

Malaria

Heineken is running a similar programme to help in
the fight against malaria. The figures show that the
distribution of impregnated mosquito nets to the
employees of the Kigali and Gysenyi (Rwanda) pro-
duction units has made a significant contribution to
reducing the number of malaria cases. The experi-

Saliva testing

Heineken checks HIV status of African employees and their families

s

ALETTA KLIPHUIS
STEFAAN VAN DE BORGHT

HEINEK

In Africa, the focus of Heineken’s free
HIV screening and treatment pro-
gramme has shifted to the 50 per cent
of employees and their families who
have not yet come forward.
Avoluntary HIV saliva-testing session
was organised at a ‘family day’ in
Rwanda to provide data for estimating
the probable prevalence of HIV among
this group. On the basis of the results,
itis safe to assume that most seroposi-
tives are already aware of their status
and there are very few among those
who have not yet been screened.
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ence we have gained here is now being used to set up
similar projects at other operating companies in
regions where malaria is prevalent.

Occupational diseases

Heineken’s doctors and other medical personnel have
been trained to recognise and instructed to report
job-related health problems. From 2004, occupation-
al diseases will be reported on a structured and
standardised basis four times a year. As well as infor-
mation on occupational diseases, other parameters
such as medical expenses and local disease patterns
are recorded. Our object is to generate data which
we can use to establish a continuous cycle of im-
provement.

4.8 Human rights

Heineken endorses the principles underlying the
Universal Declaration of Human Rights: respect for
the dignity of all people, irrespective of race, religion,
sexual orientation or political conviction. Heineken
will not cooperate, actively or passively, directly or
indirectly, in any violation of human rights and will
support its employees if their rights are violated by
third parties. We are willing to declare in the most
appropriate manner our position on the human rights
situation in countries in which we operate and we
seek to ensure that our employees are aware of their
rights.

28 per cent of Heineken’s operating companies
(employing 69 per cent of our workforce) have an
active human rights policy. At our operating compa-
nies in Poland and the United States, security person-
nel are trained to respect human rights in the per-
formance of their duties. The impact on human rights
is a factor taken into account by 23 per cent of our
operating companies when planning investments or
selecting suppliers. Four per cent of the operating
companies have a procedure for systematic monitor-
ing and evaluation of human rights performance
within the production chain. At six per cent of our
operating companies, there were one or more inci-
dents within the production chain in 2003 which
prompted dialogue with the suppliers concerned.
Heineken has launched a project to improve procure-
ment conditions and practices with respect to human
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rights. A start has been made in 2004 on the develop-
ment of a training programme to enable employees to
operationalise human rights within the organisation.
In fulfilling its responsibilities regarding the socio-
economic rights of employees, Heineken has priori-
tised six issues which are discussed below.

Employee representation

To help them make an active contribution to the
development of the business, virtually all Heineken
employees are kept informed on a systematic basis of
developments within their companies. In the majority
of our companies, it is a rule that employees must be
consulted when changes are made to the organisa-
tion. More than half of our companies have com-
plaints procedures.

Employee information in percentage of workforce
Yes No
Employees are informed about
developments within their company
Employees are consulted
on developments 63 37

Employee satisfaction is measured

100 0

on a systematic basis 51 49
Employee privacy is guaranteed 85 15
Internal complaints procedure exists

(at operating company level) 60 40

Heineken promotes representation of employees by
works councils and trade unions. Heineken guaran-
tees the freedom of labour to organise and gives
employees the right to be recognised via trade unions
as partners in negotiations on terms of employment.
The extent to which employees exercise that right
varies significantly from region to region, reflecting
local circumstances, traditions and cultures.

Percentage of employees who are members
of trade unions

Europe 40
Africa/Middle East 8i
The Americas 60
Asia/Pacific 13
Average 38
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Diversity

Appointments and promotions are decided on the
basis of the candidate’s education and training,
personality, expertise and skills and his or her reason-
able demands. Heineken bases decisions in personnel
matters solely on objective criteria. Within reason-
able limits, Heineken respects the personal beliefs
and convictions of existing and future employees.

Diversity within our organisation, in terms of na-
tionality, gender, ethnicity and educational standard,
is crucial if we are to retain our position as one of the
world’s leading brewers. We take the view that diver-
sity in leadership enables the company to view its
operations from different angles, which will ultimate-
ly help us to steer our business towards a future
which is more than a repetition of the past.

Reflecting Heineken’s global presence, our work-
force consists of a unique mix of nationalities. To
promote the development of leadership skills, 285
employees were sent on temporary assignment to
countries outside their country of origin in 2003.

The male/female ratio is 82/18 in our workforce as
a whole and 87/13 at senior management level.
Although these figures are good compared with
those for other industrial enterprises, there is still
much room for improvement.

Sexual harassment

Sexual harassment can be harmful to employees’
physical and/or mental integrity and, to guarantee a
safe working environment, we protect employees
against such abuse. Operating companies in the
Netherlands, Egypt, Slovakia, Ireland, the United
States and elsewhere have taken measures to protect
their employees and specific procedures have been
set up in some operating companies to provide active
protection for employees who are particularly vulner-
able to sexual harassment. Many operating compa-
nies operate a complaints procedure designed specif-
ically for complaints concerning sexual harassment,
supplemented by procedures which ensure that any
complaints are dealt with transparently.

Although the information currently available to us
indicates that sexual harassment has not caused
problems within Heineken so far, we are continuing to
monitor this issue closely and are working to formu-
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late a policy at central level. This policy, which will be
part of our human rights policy, will then be translat-
ed by the operating companies into local policy.

Child labour

We have invited the European Works Council to dis-
cuss the draft position paper on child labour which
was formulated by Heineken in 2003 and we hope to
finalise our position in 2004 so that the policy can be
implemented by all our companies.

Heineken already complies strictly with local and
international minimum-age legislation and employed
no-one under the applicable minimum age in 2003.
In some countries, we also check on the use of child
labour by suppliers and contractors. We support
non-governmental organisations which are active in
combating this problem.

Health and safety

A safe and healthy working environment is a basic
right of all employees. Factors in the working environ-
ment which might endanger the health and safety of
employees are analysed and managed to the best of
our ability. Work-related accidents are recorded and
analysed. Information on circumstances which endan-
ger health is systematically linked to the provision of
instruction, training and personal protective equip-
ment. Heineken’s efforts and results in this area are
discussed elsewhere in this chapter.

Training and education

Heineken'’s policy seeks to develop knowledge and
skills which are consistent with the employee’s natu-
ral talents. Knowledge productivity is essential to the
preservation and advancement of Heineken’s com-
petitive position. To make more effective use of the
knowledge which exists within the organisation, the
Heineken University was established five years ago.
This internal training facility has developed into a
meeting place where knowledge can be developed,
shared and translated into a usable form within the
specific Heineken environment. The university experi-
ments constantly with new learning and development
processes, including via the internet. Extensive re-
search has been conducted in recent years into the
changing demands on management and leadership,
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Training and education 2003

Average days’ training and education

per employee 2.8 days
Average expenditure on training and

education per employee €361
Percentage of operating companies with

formal training programmes 68 per cent
Percentage of operating companies with

programmes designed to increase

employee flexibility 55 per cent

the effectiveness of virtual teams and learning
processes in different cultures. Over 1,500 Heineken
employees took part in the university’s activities in
2003.

4.9 Integrity management

Heineken’s reputation is determined partly by the
integrity of its individual employees. To increase their
awareness of the need for integrity and enable them
to conduct themselves accordingly, Heineken has to
do more than simply impose rules and formulate
policy positions. Individual employees need to be
given the knowledge, expertise and skills to cope with
the day-to-day dilemmas which arise in business, and
there must be a culture which enables and promotes
integrity.

Integrity programme

Nyenrode University has been commissioned by
Heineken to set up a programme, in conjunction with
Dutch and foreign experts, for instituting a good
integrity policy. The programme addresses three
levels: the organisational level, where the object is to
develop and internalise an ethical business culture,
the individual level, which involves a study of individ-
ual learning options, and the professional level,
where the aim is to translate the existing codes for
the various professions into practical codes which are
consistent with Heineken practice.

Because the integrity programme is an ongoing
programme, the shared culture we seek to engender
will be an issue which receives constant attention and
can adjust to changing social conditions and expecta-
tions. The programme provides education, coaching
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and support at several levels and addresses the 43 per cent of our operating companies have
dilemmas which can arise in practice. Heineken policies on donations to good causes and non-finan-
encourages continuous dialogue with stakeholders, cial support and 57 per cent also have policies

from which can be distilled a shared corpus of exam-  on non-commercial sponsorship. Expenditure on
ples of how and how not to behave and against which community involvement in 2003 amounted to 0.55
each employee can compare his or her own conduct.  per cent of the profit before tax. On average, just

Local management will be responsible for over €160,000 per operating company was spent on
implementation at local level of an integrity policy good causes.
which reflects the principles and priorities defined by
Heineken at the international level. Local manage- Community involvement
ment will be supported by an international infra- average per operating company in euros

structure, including a network of experts to assist
with formulating policy, facilitating the exchange of
experience and providing advice. The infrastructure is
supplemented by a whistleblower’s charter, to ensure
that errors committed despite our credible and effec-
tive integrity programme are reported, so that
Heineken can, if possible, make good any loss suffered
by individuals, the community or Heineken itself.

The first elements of this integrity programme will
be tested in 2004 before being rolled out worldwide.

NON-COMMERCIAL
SPONSORSHIP 80,000
GOOD CAUSES 40,000

. NON-FINANCIAL DONATIONS 40,000

Complaints
4.10 Heineken in the community 32 per cent of our operating companies have formal
procedures in place for local communities to lodge
The activities at Heineken’s production units, as in complaints about nuisance or inconvenience. 30 per
any manufacturing facility, can cause some degree of cent of our operating companies have policies for
nuisance to people living in the immediate vicinity, managing the impact of their activities on the local
and distribution can give rise to traffic problems. community and 53 per cent also have policies on

Consistent with our involvement in the communities environmental impact. The operating companies’
in which we operate, our policy is to minimise these procedures have been officially recognised in a

adverse effects. The way in which the operating significant number of cases, with 36 per cent of them
companies implement this policy is left to the discre-  receiving awards in 2003 for their social, ethical or
tion of local management. environmental performance. Heineken N.V. won the
2003 Dutch Reputation Award for the company with
‘Cruzcampo’ the best reputation.

Heineken Spain shows its social face

Political interference
Fundacion Cruzcampo was set up by
Heineken Spain to promote socialand |t js not Heineken'’s policy to become involved in
i“:iﬁg”;:iﬂg;j;;";’gf'gg_d;(')o’000 natior\al or local pf)litics,_ gxcept where necessary to
to support social causes, including a explain or defend its legitimate corporate interests.
drug and alcohol rehabilitation pro- This latter eventuality arose among four per cent of
gramme and organisations whichhelp  our operating companies. Third parties attempted to
orphans and the poor and disadvan- use six per cent of the operating companies for
taged, sporting activities and the arts. . 3 )
The foundation has recently received political purposes, in most cases by attempting to
anumber of awards in recognition of influence appointments within the company.

its work.

JULIO CUESTA
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Free competition

Heineken acknowledges the importance of free
competition on the beer market. 74 per cent of our
operating companies are working in environments
which are subject to competition legislation. 60 per
cent of the operating companies have programmes in
place to raise employees’ awareness of this legisla-
tion, which is monitored by 49 per cent of them. Five
operating companies were investigated by the au-
thorities in 2002 and 2003 for anti-competitive activi-
ties, in three cases relating to promotional activities
and in two cases relating to alleged distortion of
competition. These latter two cases are still being
processed by the relevant authorities. In the wake of
the investigations initiated by the European
Commission in 2000 of alleged restraint of trade by
Heineken, we have decided to strengthen our exist-
ing competition law compliance programmes, con-
centrating in the first instance on our operating
companies within the European Union.

4.11 Chain responsibility

Heineken'’s interest in the social dimension of its
activities does not stop at the brewery gates — where
possible, we reach out to address the actions of our
suppliers, distributors and other business partners
that affect our consumers.

Heineken requires its business partners to famil-
iarise themselves with our policy on such issues as
human rights and corruption, which they are required
to endorse. This is not simply written into the con-
tract: we monitor compliance. Where possible, we
are guided by the findings of external auditing organ-
isations, which evaluate actual projects and compile
blacklists of companies with a poor record in this
area.

The purchasing conditions of 32 per cent of the
operating companies include regulations on working
conditions and terms of employment and 23 per cent
also include regulations on other human rights. We
are not satisfied with these numbers and have
launched a project to improve our performance in
this area. Supply-chain aspects will also be covered in
the Code of Business Conduct which is currently in
preparation.
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Selling beer safely

In some countries, companies use promotion girls to
help sell their products. This sales technique is also
used by the brewing sector. The promotion girls — all
of whom, in the case of Heineken, are over the legal
drinking age — are often employed through a third
party. They work at venues where they come into
direct contact with consumers, in bars, restaurants
and at events. It is a locally accepted — and in many
markets the only available — marketing method,
especially in developing countries. However, this form
of product promotion can also involve risks for the
women doing this job. As well as the difficult cus-
tomers and situations they occasionally have to deal
with, some are at risk in their personal lives and those
who engage in sexual activity with customers after
work can be exposed to the risk of sexually transmit-
ted disease.

Creating a safe working environment

Heineken is aware of these risks and is developing
programmes to minimise potential risks. Heineken
has opted for a wide-ranging approach, through
careful selection, effective support and good working
conditions. No women under the legal drinking age
may be recruited for this work. Heineken recom-
mends that local management provide an organisa-
tional structure which offers them prospects of
advancement to jobs as coaches to younger col-
leagues to whom they can pass on their experience.
The organisation of the work is an important as-
pect. Heineken provides good facilities and changing
rooms and our promotion girls are escorted to and
from work and supervised by experienced staff.
As Heineken’s ambassadors, the girls are required to
dress and present themselves appropriately and are
briefed on Heineken’s products and history. They are
also given health information on responsible alcohol
use and prevention of sexually transmitted diseases
such as HIV/Aids. We try to make our beer promotion
girls less vulnerable by training them in dealing with
difficult customers. We work on the principle that the
greater their self-respect and their appreciation of
quality, the more professional their work.
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Implementation

Policy in this area is coordinated and evaluated by
Corporate Affairs, but implementation is the responsi-
bility of local operating company managers, with the
support of Heineken International Medical Services.
The policy will be implemented worldwide in the
parts of the organisation which are under Heineken’s
direct responsibility. One complicating factor is that
beer promotion girls are not employed by Heineken
itself, but by our joint venture partners, distributors
and other business associates. Heineken is actively
engaged in bringing this issue to their attention.
Heineken also hopes to reach agreement with
other brewers on a clear joint policy on optimising
the working conditions of the beer promotion girls.

Trial project

A trial project was launched in Cambodia in mid-2003
to provide training for beer promotion girls and give
them information on all health aspects relating to this
work. The training course has been designed in
conjunction with CARE, an organisation which spe-
cialises in this area. The experience we gain from this
trial will enable us to implement the policy effectively
elsewhere.
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ANNEX

VERIFICATION BY KPMG SUSTAINABILITY

A Verifiers’ assignment

We asked KPMG Sustainability to assess our 2002-
2003 Sustainability Report. KPMG Sustainability

was responsible for defining, planning and executing
the activities described further down in this report.

Having broadened the scope of the verification
compared with that for our 2000-2001 Safety, Health
and Environment Report, we asked KPMG to provide
a moderate level of assurance on the entire report,
covering both the text and the reported data. With
regard to the reliability of the data, we asked KPMG
to focus on the key performance indicators (KPIs) for
energy, water and waste, thus providing a good basis
for reporting on other related indicators, such as CO,,
NOx and SOx emissions and waste-water disposal.

We asked KPMG to perform the same checks on our
safety data (accident frequency and severity) and,

on that basis, to recommend ways of improving the
quality of our reporting systems and the reliability

of the data generated by them. We intend to have the
reliability of all KPIs assessed independently in the
future.

We did not ask KPMG to provide assurance as to the
reliability of performance indicators for social and
ethical issues, because these indicators are still under
development. Instead, we asked KPMG to assess
whether the information provided by our operating
companies on social and ethical issues was sufficient-
ly substantiated for us to aggregate it and draw
conclusions from it.

The assurance process has helped us to improve
the quality of internal data acquisition over the years.
Compared with our previous report, we have further
improved the accuracy of the reported data by per-
forming on-site audits. Sixteen such audits were
carried out in 2002 and 2003. We shall investigate
with KPMG how these audits can best contribute, as
part of the validation and verification process, to our
endeavour to ensure that the information submitted
by our production units is complete and correct.

As well as providing external stakeholders with
independent assurance regarding the information
presented in our published reports, the assurance
process also plays an important internal role in help-
ing to develop our sustainability policies, procedures
and systems and in raising awareness of these issues.
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We are currently in the process of elaborating our
sustainability strategy, a process for which essential
information is being obtained through our worldwide
survey of the social aspects of sustainability. To help
us refine this survey and the related reporting tools,
we requested KPMG to ask additional questions and
perform additional investigations, not falling within
the direct scope of the verification engagement,
while conducting interviews at central and local level.

B Verification report by KPMG Sustainability

Introduction
We were engaged by Heineken N.V. (‘Heineken’) to
review its 2002—2003 Sustainability Report (the
‘report’). The report is the responsibility of the com-
pany’s management. Our responsibility is to express
our conclusions on the report on the basis of our
review.

Scope

The report discusses Heineken'’s activities and

progress in relation to sustainability in 2002 and

2003. The purpose of our assignment, the scope of

which is defined in the section headed ‘Verifiers’

assignment’ on this page, is to provide the reader

of the report with a moderate level of assurance as

to whether:

= the 2002 and 2003 data for total heat and electricity
consumption, direct CO, emissions, total water
consumption and total non-recycled waste are
reliable;

= the information in the report is supported by relevant
underlying documentation and is consistent with our
knowledge and understanding of Heineken'’s activi-
ties and progress in relation to sustainability over the
reporting period.

Basis of our work
Since there are no generally accepted international
standards for reviewing information on environmen-
tal or social performance, we adopt an approach
which reflects emerging best practice and is based
on the relevant principles of the International
Framework for Assurance Engagements as issued by
the International Federation of Accountants.
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Work performed

Our verification engagement, which was undertaken

by a multidisciplinary team of safety, environmental

and social experts and assurance specialists, com-
prised the following activities:

1 gaining an understanding of the systems used for
generating and aggregating the 2002 and 2003 data
from the individual sites and reporting to corporate
level;

2 visiting 14 sites in Europe, Asia, the Caribbean and
Africa to assess the quality of the data management
systems and the reliability of the reported data on
total heat and electricity consumption, direct CO,
emissions, total water consumption and total non-
recycled waste;

3 interviewing management-level staff at 11 operating
companies (country offices) to gain insight on social
and ethical issues at local level;

4 reviewing information on the data management
systems from 25 sites which have been visited over
the past three years for consistency with our findings
during the visits;

5 reviewing data submitted for central aggregation by
all sites, to assess the quality of the validation
processes at corporate level and analyse explana-
tions given for trends in the safety and environmental
data;

6 interviewing relevant staff at corporate level to
discuss sustainability strategy, communication and
management;

7 reviewing internal and external documentation and
other information sources, to ascertain whether they
adequately support the information in the report;

8 performing a media analysis and internet search on
environmental, safety and social issues relating to
Heineken and the brewing industry, to obtain infor-
mation on relevant sustainability issues in the report-
ing period;

9 reviewing the presentation of the information in the
report in the light of our findings and our cumulative
knowledge of the brewing industry and the Heineken
organisation.
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Considerations and limitations
Given the nature of the data and the measurement,
calculation and estimating methods used, environ-
mental, health, safety and social data are subject to
inherent limitations. It is important to view the data
for 2002 and 2003 and our conclusions based there-
on in the context of the reporting basis defined in
Annex 2.

Conclusions

On the basis of the scope of our engagement and the

work performed, the purpose of which was to provide

a moderate level of assurance, nothing came to our

attention to indicate that the following statements

were not correct:

= the 2002 and 2003 data for total heat and electricity
consumption, direct CO, emissions, total water
consumption and total non-recycled waste are
reliable;

= the information in the reportis supported by relevant
underlying documentation and is consistent with our
knowledge and understanding of Heineken'’s activi-
ties and progress in relation to sustainability over the
reporting period.

Additional comments
Compared with its 2000-2001 Safety, Health &
Environment report, Heineken has made significant
advances in this sustainability report by describing its
progress on a wide range of social and ethical issues,
explaining its overall vision of sustainability and
strategy and providing information on its governance
structure. By describing its progress and its plans for
the future, Heineken has also improved transparency
in this area. In the next report, the challenge will be
to bring better focus and balance to sustainability
issues, on the basis of a structured dialogue with
relevant stakeholders, and to implement the plans
and achieve the ambitions described in this report.

KPMG Sustainability B.V.
Amsterdam, 7 September 2004



ANNEX

REPORTING BASIS

Scope
The safety and environmental data presented in this
report relate to the years 2001, 2002 and 2003 for
the production units of the Heineken operating
companies. ‘Production units’ means breweries,
maltings and soft-drink plants and combinations of
these, at which malt, beer and soft drinks are pro-
duced. The data also cover participating interests
which are included fully or partially in the consolidat-
ed financial statements. The figures for participating
interests relate to their total output. Where soft
drinks account for less than 10 per cent of a brew-
ery’s total production volume, the performance data
relating to soft drinks are included in the brewery’s
data. The figures do not include distribution depart-
ments or head offices.

The volume figures presented in the environmental
section of this report, based on production, may
differ slightly from the figures presented in

Heineken'’s financial report, which are based on sales.

This difference is accounted for by exports, volumes
produced under licence and a number of recently
acquired production units which have not yet submit-
ted data. Newly acquired production units are re-
quired to start gathering data within one calendar
year of acquisition, so that this information can be

integrated. The production units are listed in Annex 6.

Reporting systems

The maltings, breweries and soft-drink plants gather
the data in accordance with guidelines and defini-
tions formulated by Heineken Corporate Production.
Their reports are submitted annually to this depart-
ment, where they are checked for completeness and
accuracy. A training course is also provided to in-

Safety parameters and indicators

Parameters

Fatal accidents

Accidents resulting in disability
Accidents resulting in absence from work
Days lost

Performance indicators
Accident frequency

Accident severity
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struct employees in the production units in the accu-
rate acquisition, verification and filing of data.

Visits are paid to the production units in conjunc-
tion with the external verifier to check the quality of
the information they provide by comparing it with
accounts, measurements, calculations etc.

Newly acquired production units are linked into this
reporting system as quickly as possible and can start
reporting after the first full calendar year after acqui-
sition.

Social reporting

A start was made in 2003 on a structured review of
our social performance, by circulating a detailed
questionnaire to all operating companies in which we
hold a direct or indirect interest of more than 50 per
cent. The questionnaire was based on the themes we
have identified and the Global Reporting Initiative
guidelines. The questionnaire was completed by 97
per cent of our operating companies, but deficiencies
in administrative systems and lack of understanding
of the definitions relating to a small number of as-
pects meant that it was not possible to answer all the
questions with equal accuracy and some of the
replies had to be based on estimates by the local
management team. The reporting on social sustain-
ability takes account of this margin of uncertainty.

Safety reporting

The safety reporting system is used by the production
units to record incidents at their locations and report
on the consequences for both their own staff and
contractors’ personnel. ‘Own staff’ includes both
permanent and temporary staff. Corporate
Production has defined four parameters which must

own staff and contractors’ personnel
own staff

own staff and contractors’ personnel
own staff, in calendar days

own staff, number of accidents resulting in absence
from work per 100 full-time equivalents
own staff, days lost per 100 full-time equivalents
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as a minimum be reported at local level, to serve as
the basis for measuring the results achieved by our
breweries, maltings and soft-drink plants. These
results are expressed in two performance indicators.

Environmental reporting

The purpose of environmental reporting is to clarify
the environmental effects of producing malt, beer and
soft drinks at our production locations. These effects
include depletion of resources, atmospheric emis-
sions, discharge of treated and untreated waste
water, waste disposal and nuisance. To measure the
results achieved in these areas, Corporate Production
has defined a number of parameters for our brew-
eries, maltings and soft-drink plants. Performance is
measured in terms of production, expressed in hec-
tolitres of beer or soft drinks or tonnes of malt, to
facilitate comparison of the results.

Important parameters relating to climate change
are the contribution to the greenhouse effect and the
depletion of the ozone layer. The contribution to the
greenhouse effect is expressed as the quantity of CO,
emitted by the combustion of fossil fuels. The contri-
bution made by refrigerant leakage is expressed in
CO, equivalent. The contribution to depletion of the
ozone layer made by leakage of refrigerants was
determined for the first time in 2003. The WBCSD
Greenhouse Gas Protocol was used to calculate
indirect CO, emissions due to electricity generation
from fossil fuels. Only hazardous waste which is not
recycled, i.e. the waste which is incinerated or taken
to landfill, is reported. The primary sludge from
waste-water treatment plants is now reported as part
of non-recycled industrial waste.

Environmental performance parameters

Water
Waste-water quality

Qualified reliability of safety

and environmental data

The reliability of the data is subject to certain qualifi-
cations, despite the fact that the safety and environ-
mental experts at our production units have reported
to the best of their knowledge, in good faith and in
accordance with agreed procedures and their figures
have been validated by the Heineken Technical
Services unit. Heineken is continuing to work on
formulating and applying uniform definitions and
instructions for reporting purposes, in order to im-
prove the accuracy and comparability of the data.
Standard calculation protocols for atmospheric
emissions have been developed, for example, to
minimise the error in these figures.

Definitions

Differences in the interpretation of definitions have
occurred in some cases. On the basis of our internal
validation findings, we do not expect these differ-
ences at the aggregated level to be greater than
+10 per cent.

Completeness

Reporting was not forthcoming or incomplete in
some cases. In order to provide a realistic represen-
tation of Heineken'’s total environmental impact, the
missing data have been estimated in accordance with
our internal procedures. Some data have been esti-
mated by our operating companies.

Accuracy

The accuracy of the data depends on the method of
measurement, the calculation procedure and
whether estimates have been used.

Water consumption and waste-water discharge volume
Concentration of organic matter, solids in suspension,

nitrogen and phosphorus in waste water after treatment,
where discharged into surface water

Energy consumption
Atmospheric emissions

Consumption of electrical and thermal energy
Emissions of CO,, NOx, SOx, refrigerants (HCFCs, NH5) in use

and lost and halons in use and lost

Solid waste

Non-recycled waste such as hazardous waste,

waste-water treatment sludge and industrial waste

Nuisance
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Number of complaints
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For some parameters, the sampling method and
frequency can also affect accuracy. The quantity of
refrigerant is difficult to establish because it is used
in dynamic systems in which it can occur in both the
liquid and gaseous phases. Refrigerant losses are
determined on the basis of the quantities added to
replenish systems, which is less accurate than direct
measurement of actual losses. At a number of pro-
duction units, waste is removed from the site in
containers of a given volume, and inaccuracies can
arise in translating volume to weight. In the absence
of local legislation in some countries outside Europe,
the definition of hazardous waste is not always clear.
In some cases, hazardous waste is safely recycled and
is no longer designated as hazardous.

Comparability

The comparability of the data depends on the extent
to which estimates have been used in determining
the performance indicators. Where estimates have
been used in interpreting trends, it is stated in the
text of this report.

Spreadsheets giving standard calculations for CO,,
NOx and SOx have been made available to the pro-
duction units to ensure comparability of their report-
ed figures.

Since no material changes have been made to
definitions, calculations or estimating procedures,
there is comparability from year to year, except for
the data on safety and waste, as indicated in the text
of this report.
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ANNEX

SELECTED FINANCIAL RESULTS

Turnover and expenses € million 2003 2002* Change (%)
Net turnover 9,255 8,482 9
Raw materials, consumables and services 5,557 5,029 10
Staff costs 1,832 1,642 12
Amortisation/depreciation and value adjustments 644 529 22
Total operating expenses 8,033 7,200 12
Operating profit 1,222 1,282 -5
Operating profit and net profit € million

Operating profit 1,222 1,282 -5
Results of non-consolidated participating interests 101 48 110
Interest —140 —109 28
Profit before tax 1,183 1,221 -3
Taxation —319 — 364 4
Group profit after tax 864 857 1
Minority interests — 66 - 62 6
Net profit 798 795 0
Cash flow € million

Cash flow from operations 1,637 1,184

Dividends paid —-241 —187

Cash flow from investing activities —2,080 —-1,973

Subtotal — 684 - 976

Borrowings 1,501 484

Repayment of borrowings -271 - 56

Other financing 3 -1

Net cash flow 549 — 549

Financing structure € million 2003 % 2002 %
Group equity 3,899 36 3,030 39
Deferred taxation 415 4 381 5
Other provisions 952 9 600 8
Liabilities 5,631 51 3,770 48
Total 10,897 100 7,781 100

* The 2002 figures have been restated for comparison purposes
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Notes to the consolidated profit and loss account

Raw materials, consumables and services € million 2003 2002
Raw materials 625 525
Packaging 1,072 949
Goods for resale 1,137 1,080
Marketing and selling expenses 1,131 1,056*
Transport costs 454 402
Energy and water 163 147
Repair and maintenance 205 185
Other expenses 770 685
Total 5,557 5,029

The movement in work in progress and finished
products (increase of €26 million, excluding revalua-
tions and changes in the consolidation) is included in
the appropriate component of production costs, i.e.
raw materials, packaging materials, excise duties
and, with regard to the fixed cost element of stocks,
other expenses.

Staff costs € million 2003 2002
Salaries and wages 1,200 1,069
Pension costs 118 111
Other social security costs 259 275
Other staff costs 260 193
Staff costs capitalised in connection with production of

tangible fixed assets for use by the group -5 -6
Total 1,832 1,642

Other staff costs includes amounts added to the
balance sheet item other provisions in respect of
reorganisations.

* The 2002 figure has been restated for comparison purposes
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Number of employees average number of employees 2003 2002
Netherlands 5,256 5,527
Central/Eastern Europe 14,829 8,507
Rest of Europe 14,820 13,933
The Americas 1,534 1,451
Africa/Middle East 11,378 10,462
Asia/Pacific 1,316 1,377
Heineken N.V. and fully consolidated participating interests 49,133 41,257
Central/Eastern Europe 962 944
Rest of Europe 3,204 1,933
The Americas 3,901 —
Africa/Middle East 563 631
Asia/Pacific 3,508 3,472
Proportionally consolidated participating interests 12,138 6,980
Heineken N.V. and consolidated participating interests 61,271 48,237
Amortisation/depreciation and value adjustments 2003 2002*
Depreciation of tangible fixed assets 553 476
Other value adjustments to tangible fixed assets 7 5
Amortisation of capitalised goodwill 31 -
Amortisation of other intangible fixed assets 18 10
Sub-total 609 491
Value adjustments to other assets 35 38
Total 644 529

Other value adjustments to tangible fixed assets
includes the balance of reductions in the book values
of production assets to their net realisable value.
The value adjustments to other assets relate mainly
to provisions for stocks of finished products and
spares held by operating companies.

* The 2002 figures have been restated for comparison purposes
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Segmented information
by geographical area

As almost the entire net turnover of the group is
accounted for by just one product group, namely
beer, the financial information is segmented by
geographical area only. The remaining activities

Results by region € million

Net turnover

Third-party sales proceeds

Interregional sales proceeds

Total sales proceeds

Proceeds from services

Net turnover by region

Operating result before amortisation of goodwill
Amortisation of goodwill

Operating profit by region

Results of non-consolidated participating interests
Interest

Taxation

Minority interests

Net profit

Beer volumes in thousands of hl
Consolidated volume

Minority interests

Licences

Interregional volume

Group volume

* The 2002 figures have been restated for comparison purposes
** The figures for the Americas include the Caribbean region
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are not reported on a segmented basis. Partly as a
consequence of the acquisition of the Brau Union
group in Austria, we have decided to revise the basis
of segmentation. The following five regions are now
distinguished: Western Europe, Central/Eastern
Europe, the Americas, Africa/Middle East and
Asia/Pacific. Revenue and results are allocated to

Central/
Eastern Europe

Western Europe

2003  2002* 2003  2002* 2003
5,140 4,833 1,129 891 1,496
1,264 1,282 1 — 1
6,404 6,115 1,130 891 1,497
156 117 15 7 4
6,560 6,232 1,145 898 1,501
593 553 93 78 369
-9 — —-10 — -11
584 553 83 78 358

3 12 1 — 87
40,245 37,844 19,680 14,887 10,128
4,012 2,244 931 784 1,964
470 2,154 - - 419
8,918 8,871 7 — 13
53,645 51,113 20,618 15,671 12,524

The Americas**

2002*

1,355

1,355

1,360
416

416
23

7,885

495

8,380
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the region where the product is sold to the consumer.
Export revenues and results are also allocated to

the regions. Most of the export production facilities
are located in Western and Southern Europe. Sales to
other regions are charged at transfer prices which
include a surcharge for cost of capital.

Africa/

Middle East
2003 2002*

822 752

1 _

823 752

53 67

876 819

150 188

-1 1

149 188

4 6

10,433 8,593

330 331

1,943 1,634

22 -

12,728 10,558

Asia/Pacific Eliminations
2003 2002* 2003 2002*
462 484 - —

- - —-1,267 —1,282
462 484 -1,267 —1,282
5 5 -27 —-34
467 489 —-1,294 —1,316
48 47 - —
48 47 — !
6 7 - -
4,751 4,629
2,733 2,501
929 867
— — —8,960 —8,871
8,413 7,997 —8,960 — 8,871
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Consolidated

2003

9,049

9,049
206
9,255
1,253
-31
1,222
101
—140
-319
— 66

798

85,237
9,970
3,761

98,968

2002*

8,315

8,315

167
8,482
1,282

1,282
48
—109
— 364
- 62

795

73,838
5,860
5,150

84,848
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INDEX OF GRI INDICATORS

Vision and strategy

GRI indicator Location Remarks
1.1 Foreword
1.2 Foreword
Profile
2.1 Cover
2.2 81.1
2.3 8§1.1, Annex 6
2.4 Annex 6
2.5 Annex 6
2.6 81.1
2.7 Not available
2.8 8§2.4
2.9 81.5,82.3,
83.3,84.3
2.10 Colophon
211 Annex 2
2.12 Foreword
2.13 §2.1,83.1,84.1
2.14 8§2.4
2.15 82.1,83.1,84.1,
Annex 6
2.16 Foreword,
83.9,84.6 Part
2.17 Foreword,
Annex 2
2.18 Annex 2
2.19 Annex 2
2.20 Annex 1A en 2 Part
2.21 Annex 1
2.22 Foreword,
Colophon
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Policy, structure and management

GRI indicator

3.1
3.2
3.3
3.4
3.5
3.6
3.7

3.8
3.9
3.10

3.11
3.12
3.13
3.14
3.15
3.16
3.17
3.18
3.19
3.20

GRI index

GRI indicator

4.1

Location

81.3,82.5,84.2
81.3

§2.5,84.2

82.2,83.2,84.2
81.2, 81.4,
8§2.7,83.2

815

§1.5,82.3, 833,
84.3
8§2.3,83.3,84.3
§2.3,83.3,84.3
8§1.4,825,82.8
§1.4,82.8
§3.3,84.3
83.10, 84.12

Annex 2

83.2
8§3.2

Location

Annex 4

Remarks

Part

Not available

Not available

Financial report

Part
Part

Not available

Remarks
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Economic indicators

GRI indicator Location Remarks
EC1 82.4

EC2 §2.4

EC3 Annex 3

EC4 Not available
EC5 Annex 3 Part

EC6 Annex 3

EC7 82.4

EC8 Annex 3 Part

EC9 Not available
EC10 84.11

EC11 Not available
EC12 Not available
EC13 Not available
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Environmental indicators

GRI indicator Location Remarks
EN1 §3.7

EN2 Not available
EN3 §34

EN4 8§34

EN5 §3.6

EN6 Case study
EN7 Not available
EN8 §35

EN9 §35

EN10 8§3.5

EN11 §3.9

EN12 §3.6

EN13 8§3.11

EN14 Not available
EN15 83.8

EN16 83.8

EN17 8§34

EN18 Not available
EN19 Not available
EN20 83.6

EN21 83.6

EN22 83.6

EN23 Not available
EN24 Not available
EN25 Not applicable
EN26 Not available
EN27 Not available
EN28 Not available
EN29 Not available
EN30 83.5

EN31 Annex 5

EN32 Not available
EN33 83.9

EN34 Not available
EN35 Not available
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Social indicators

GRI indicator

LAl
LA2
LA3
LA4
LAS
LAG
LA7
LA8
LA9
LA10
LA11
LA12
LA13
LA14
LA15
LA16
LAL17
HR1
HR2
HR3
HR4
HR5
HR6
HR7
HR8

Location

84.5
§4.5
84.8
84.8
§4.6
84.6
84.6
84.7
§4.8
84.8
§4.8
84.5
84.5,84.8
84.6
84.6
84.8
§4.8
84.8
84.8
§4.8
§4.8
84.8
§4.8

84.8
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Remarks

Not available

GRI indicator

HR9
HR10
HR11
HR12
HR13
HR14
SO1
SO02
SO3
S04
SO5
SO6
SO7
PR1
PR2
PR3
PR4
PRS
PR6
PR7
PR8
PR9O
PR10
PR11

Location Remarks

84.8
84.8
84.8
Not available
§4.8
84.11
84.11
8§2.7
Not available
84.11
Not available
84.11
84.11
§2.8
§2.8
§2.8
§2.8
§2.8
84.4
§2.8
§2.8
§2.8,84.4
§2.8
Not available



ANNEX

WORLDWIDE ENVIRONMENTAL DATA OVERVIEW

Absolute figures

Parameter

Production

Production

Water

Waste water

Electricity

Thermal energy

CO, emissions (direct)

NOx emissions

SOx emissions

Organic load before treatment
Organic load in effluent*
Nitrogen content in effluent*
Phosphate content in effluent™
Suspended solids in effluent™
Non-recycled hazardous waste
Non-recycled waste-water treatment sludge
Non-recycled industrial waste
NH; in use

NH; losses

(H)CFCs in use

(H)CFC losses

Halons in use
Complaints

Specific figures

Parameter

Water

Electricity

Thermal energy
Non-recycled industrial waste
Direct CO, emissions

Indirect CO, emissions

Total CO, emissions

* Discharged into surface water

** No data included for Al Ahram (Egypt), Rosenheim, Kulmbach, Plauen, Chemnitz and Bad Brambach (Brau Holding, Germany)

Unit

million hl
1,000t
million m3
million m3
GWh

PJ

1,000t

t

t

1,000 t COD
1,000 t COD
t

t

1,000 t dry matter
1,000t
1,000 t dry matter
1,000t

t

t

t

t

kg R11 equiv.
t

number

Unit

hiZhl
hi/t
kWh/hl
kWh/t
Mi/hl
M/t
kg/hl
kg/hl
kg/hl
kg/hl
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2001

45.2
34.5
839
10.1
684
647
2,090
92.7
23.4
770
395
5.18
0.68
8.09
101.1
634
70
33.1
9.7

10.6
133

2001

5.70

10.6

118

1.41

Heineken Group**

2002

47.7
35.6
892
10.8
698
663
1,760
99.2
22.7
740
372
4.78
0.74
5.00
76.4
621
73
34.4
9.6

7.8
119

2002

5.57

10.3

117

0.97

2003

50.6
37.0
962
11.6
751
1,594
1,890
106.6
22.5
781
413
4.61
0.60
4.81
94.4
681
70
35.1
12.3
1,303
4.3
139

2003

541

10.1

116

1.09

7.66

4.4
12.1

2004

5.3

9.9

111

1.1

7.37

4.29
11.7

Breweries
2001 2002 2003
71.2 77.6 85.6
40.6 43.2 46.3
30.8 31.9 335
752 800 865
8.4 9.0 9.9
589 602 654
584 591 1,500
1,880 1,560 1,730
88.3 955 102.7
Breweries
2005 2006
5.2 51
9.7 9.6
106 103
1.0 1.0
7.13 6.98
4.22 4.17
11.4 11.2



WORLDWIDE ENVIRONMENTAL DATA OVERVIEW

Maltings Soft-drink plants
2001 2002 2003 2001 2002 2003
- - - 6.2 6.3 6.7
476 487 516 - — !
24 2.1 2.1 2.2 2.4 2.2
2.0 1.8 1.8 1.7 1.8 1.6
59 60 64 29 32 34
1.5 15 1.5 0.2 0.3 0.2
80 80 84 15 15 14
50 59 75 12 12 19
161 157 138 55 39 17
3.1 2.0 2.2 1.3 1.6 1.7
Maltings

2001 2002 2003 2004 2005 2006

5.03 4.38 4.15 4.8 4.5 4.5

124 122 123 123 121 121

3,050 2,980 2900 2,932 2,817 2,787
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ANNEX

OPERATING COMPANIES

Operating companies in Europe

Country

Austria
Belgium

Bulgaria
Croatia

Czech Republic
France
Germany

Greece
Hungary

Ireland

Italy
Kazakhstan
Macedonia
Netherlands

Norway
Poland

Romania

Russia

Slovakia

Spain

Sweden
Switzerland
United Kingdom

Company

Brau Union Osterreich
Affligem Brouwerij BDS
Mouterij Albert

Zagorka Brewery
Karlovacka Pivovara
Starobrno

Heineken France
Paulaner Brauerei
Kulmbacher Brauerei
Karlsberg Brauerei
Athenian Brewery
Amstel Brewery Hungary
Brau Union Hungaria
Heineken Ireland
Heineken Italia

Dinal

Pivara Skopje

Brand Bierbrouwerij
Heineken Nederland Supply
Heineken Nederlands Beheer
Vrumona

Hansa Borg Bryggerier (licence)
Grupa Zywiec

Brau Union Polska

Brau Union Romania
Heineken Brewery
Heineken Slovensko
Heineken Espafia
Spendrups (licence)
Heineken Switzerland
Heineken UK

Financial reporting
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Environmental and

safety reporting™*
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* Environmental reporting relates only to production, including the brewing and packaging of beer and the production
of malt and soft drinks, and does not cover distribution, marketing and sales
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OPERATING COMPANIES

Operating companies in the Americas

Country

Argentina

Aruba
Bahamas
Brazil
Chile
Costa Rica

Dominican Rep.

Haiti

Jamaica
Martinique
Neth. Antilles
Nicaragua

Panama
St. Lucia
St. Maarten
Surinam
Trinidad

Company

Companias Cervecerias Unidas
Argentina S.A.

Heineken Aruba N.V.
Commonwealth Brewery
Cervecerias Kaiser Brasil S.A.
Companias Cervecerias Unidas S.A.
Cerveceria Costa Rica
Cerveceria Nacional Dominicana
Brasserie Nationale d’Haiti
Desnoes & Geddes

Brasserie Lorraine

Antilliaanse Brouwerij

Compania Cervecera
Centroamericano

Cervecerias Baru-Panama
Windward & Leeward Brewery
Heineken St. Maarten N.V.
Surinaamse Brouwerij

Heineken Trinidad

TOWARDS SUSTAINABILITY

69

Financial reporting

Oo0o0o0oooooogoooan O

O

Environmental and Social
safety reporting™ reporting
O

O

O

O O

U

(| U

(| U

O O

O O

U

(| U

O



OPERATING COMPANIES

Operating companies in Africa/Middle East

Country

Angola

Burundi
Cameroon
Chad
Congo
Dem. Rep.
of Congo
Egypt
Ghana
Israel
Jordan
Lebanon
Morocco
Namibia
Nigeria

Réunion
Rwanda
Sierra Leone
South Africa

Company

Nocal

EKA

Brarudi

Brasseries du Cameroun
Brasseries du Logone
Brasseries du Congo

Bralima

Al Ahram Beverages Company
Ghana Breweries

Tempo Beer Industries
General Investment

Almaza

Brasseries du Maroc

Namibia Breweries

Nigerian Breweries
Consolidated Breweries
Brasseries de Bourbon
Bralirwa

Sierra Leone Brewery

South African Breweries (licence)

Financial reporting

OO0ooOoood

Oo0o0oOooooooooogao

Environmental and
safety reporting*

* Environmental reporting relates only to production, including the brewing and packaging of beer and the production
of malt and soft drinks, and does not cover distribution, marketing and sales.
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OPERATING COMPANIES

Operating companies in Asia/Pacific

Country Company

Australia Heineken Australia

Cambodia Cambodia Brewery

China Shanghai Asia Pacific
Hainan Asia Pacific
Guangdong Brewery
Heineken China
Heineken Hong Kong

Indonesia Multi Bintang Indonesia

Japan Kirin (licence)

Malaysia Guinness Anchor Berhad

New Caledonia  Grande Brasserie de Nouvelle

Calédonie
New Zealand DB Breweries

Pap. New Guinea SP Brewery

Singapore Asia Pacific Breweries
South Korea Heineken Korea

Tahiti Brasserie de Tahiti (licence)
Thailand Thai Asia Pacific Brewery
Vietnam Vietnam Brewery

Hatay Brewery
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