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Target Audience
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Target Audience: 
Generation Y & Millenials

People under 25 - half of the planets 
population

The first generation to grow up surrounded 
by digital media

Two “subsets” of the latest generation:
- Generation “Y” is smaller and 

approximately 1979 – 1986 and are 
currently 24-31 years old

- Millennials are 1987 – 2001 and are 
currently 9-23 years old
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Target Audience: Peculiarities 

They’re sociable, optimistic, 
talented, well-educated, 
collaborative, open-minded, 
influential, and achievement-
oriented

They require specific techniques 
for recruiting, managing, 
motivating, and retaining

If an organization emerges as 
winners in the battle for talent  it 
has fingers on the pulse of this 
newest generation
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TREND #1: Internet Dominated

More time spent on the internet than 
with TV

It is the new “telephone” for interacting 
socially with friends

Instant messaging, social networks, e-
mail dominate the way they 
communicate both with local friends and 
international contacts

Changing the very nature of how social 
relationships are created, managed, and 
grown

Also changing the way companies can 
learn about potential candidates and 
candidates learn about companies



6

TREND #2: Democratization of Media 

• “Democratized” media allow for faster viral 
spread of messages

• Young adults becoming less tolerant of 
marketing messages, looking for  the “real”
story

• Be REMARKABLE:
- Be noticed especially as being 
uncommon or extraordinary

- “Remark” on it therefore making it viral
- The power of ‘word of mouth’ is 
unstoppable

• Need to be relevant with young adults where 
they shop, work and play
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It’s about me
Entering an age of “participation”
where it’s a two way street between 
companies
What “experience” will you give me? 
If its good or bad you can be sure 
all my friends will know about it –
EVERYWHERE

Companies trying to attract and 
retain young adults would be wise 
to watch how brand marketers try 
to deal with these emerging 
changes

TREND #3: Demand Experiences
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Building Employer Brand
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Consumer-centric

Think and act like owners 

Disciplined execution

Hard work and results

No shortcuts

Focus and zero-complacency 
guarantee lasting competitive 
advantage

Consistent and Enduring

Simple, but Challenging

One culture for all AB InBev people
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EVP: Message for Target Audience

Generation Millenials:

Cross functional career
Community of leaders
Informality
Ownership
Pay for performance

Generation Y:

Excellence and constant      
improvement
Meritocracy
Informality
Ownership
Leadership
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EVP: Image of the Campaign

People strategy: To 
Hire & Develop the Best 
People

Employer brand idea :
The Best Company for the 
Best Talent

Dream: To become the 
Best Beer Company in a 
Better World



The Exposure for the Winner

The Team for the Champions

The Future for the Leaders

EVP Visual Conception

Logo of the Company + Image of the Campaign + Changing Slogan 
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The Campus Champs Program

Hands-on involvement of ABI Senior Management in 

relationships with top target universities through recruitment 

and other initiatives

Involvement of a wide range of ABI employees in campus 

activities, including recruitment drives, meeting with faculty, 

students and student organizations

Exploration of opportunities that strengthen relationship 

beyond recruitment, such as sponsoring and/or participating in 

case competitions and team teaching classes
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Campus Champ Program

Academic Events: Participating 
in classroom lectures on topics of 
expertise (e.g. CMO speaks to 
Marketing students at Kellogg), 
team teaching courses at 
universities, case competitions, 
consulting projects

Networking: Build and maintain 
personal relationships with key 
faculty, foster relationships with 
high potential talent to encourage 
them to join ABI  

Recruitment Events: 
Information Sessions, 
Recruiter’s Panels, Industry 
Expert Speaking Engagements
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Internal case competition on leadership

Identification of Hi Po employees
Declaring company demand for leadership 
qualities development
Branding company as an  Employer of Choice

EVP: Image  Projects

Internet Project  for graduates

Attraction and pre-selection of best graduates
Branding company as an Employer of Choice 
for graduates

http://www.e-graduate.ru/Main.html
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Campus Ambassadors Program

Campus Ambassador Program (key 
influences to hand pick referrals)
Choosing Key Groups to align with on 
Campus (AIESEC, SIFE, Charity Fund 
of Vladimir Potanin )
Building relationships with Key 
Professors & Career Centers
Technology solutions including:

- Team site, referral website that 
links Campus

- Ambassador referrals to the 
application

Campus Ambassador Program drives 
results with a proven management 
team and structure
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Country web sites (www.suninbev.ru
and www.suninterbrew.ua):

Flagman of the Internet promotion  
campaign
Bright, useful and regularly updated
Aligned with global

Job and students  web sites:

Banners with internal links
Banners with link to country web sites

Social networks:

Banners with links to corporate web site
Communities

EVP: Internet Promotion

http://www.suninbev.ru/
http://www.suninterbrew.ua/




20

Best Employers guides - 4 per year

Company presentation
GMTP and Internships presentations
Roundtables
Experts opinions

Newspapers – Vedomosti, Moscow Times, local press, Akcia, 
Elitny Personnel, other

Interest provoking news
(Ex. “Replenishment in AB InBev Collections of Awards”)
Articles about AB InBev people practices
Company presentations as Employer of choice
Job posting

EVP: Mass Media
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Why 

Emplyer Value Propositions

Being the Best means having the best people. Talented people who
are engaged and thriving in our culture represent our most 
important, and indeed only sustainable competitive advantage.

People make the difference
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Thank you
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