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Target Audience: Sun lnBE\I

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

Russia
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TREND #1: Internet Dominated Russia

SuninBev

= More time spent on the internet than
with TV

= |t is the new “telephone” for interacting GO Ogle

Poccus

socially with friends

= |nstant messaging, social networks, e-
mail dominate the way they

communicate both with local friends and B KOHTAaKTE

international contacts

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

grown tEE Ir“"“'“: Tl‘ ;.: .;i
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= Also changing the way companies can
learn about potential candidates and
candidates learn about companies
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TREND #2: Democratization of Media Sun lnBE\[

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

e 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 You T"he

- The power of ‘word of mouth’ is Broadcast Yoursalf™
unstoppable

e Need to be relevant with young adults where
they shop, work and play

Part of Anheuser-Busch InBev



TREND #3: Demand Experiences sun lnB Russia

= |t'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
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Building Employer Brand
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ABInBev
0 Principles

QOur shared dream en
in the same direction: t
in a better world.

Great peol:lle allowed to grow
of their talent and compensate :
are the most valuable assets nl’ﬁu i

We must select people who, with i
development, challenges and encourageme
can be better than ourselves. We will bEJudged
by the quality of our teams.

We are never completely satisfied with our results,
which are the fuel of our company. Focus and zero—-
complacency guarantee lasting competitive advantage.

The consumer is the Boss. We connect with our
consumers through meaningful brand experiences,
balancing heritage and innovation, and always

in a responsible way.

We are a company of owners. Owners take results personally.

We believe common sense and simplicity are usually
better guidelines than unnecessary sophistication
and complexity.

We manage our costs tightly, to free up resources
that will support top-line growth.

Leadership by personal example is Ehe best guide
to our culture. We do what we say.

10. We don’t take shortcuts. Integrity, hard'worlk, quality,
and consistency are keys to building our comp anys

I

One culture for all AB InBev people

Consistent and Enduring
Simple, but Challenging
= Consumer-centric
= Think and act like owners
= Disciplined execution
= Hard work and results
= No shortcuts
= Focus and zero-complacency

guarantee lasting competitive
advantage
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EVP: Message for Target Audience sun lnBEV

Generation Y:

= Excellence and constant
improvement

= Meritocracy

= Informality

= Ownership

= Leadership

Generation Millenials:

= Cross functional career
= Community of leaders
= Informality

= Ownership

= Pay for performance

Part of Anheuser-Busch InBev



EVP: Image of the Campaign

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

!

People strategy: To
Hire & Develop the Best

People
|

Employer brand idea :
The Best Company for the
Best Talent

Russia

SuninBev

Part of Anheuser-Busch InBev




EVP Visual Conception

Logo of the Company + Image of the Campaign + Changing Slogan

The Exposure for the Winner

Sun InBev

The Team for the Champions

The Future for the Leaders
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The Campus Champs Program SuninBev

= 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

Part of Anheuser-Busch InBev




Campus Champ Program

= Recruitment Events:
Information Sessions,
Recruiter’s Panels, Industry
Expert Speaking Engagements

: EAH “HEEE ﬂ

Russia

SuninBev

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

Part of Anheuser-Busch InBev
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EVP: Image Projects Sun lnBEV

Internal case competition on leadership

k<2 Harvard Business P\EVIQW = |dentification of Hi Po employees
= Declaring company demand for leadership

qualities development
= Branding company as an Employer of Choice

Internet Project for graduates
Gra@jpate
= Attraction and pre-selection of best graduates

= Branding company as an Employer of Choice
for graduates

Part of Anheuser-Busch InBev



http://www.e-graduate.ru/Main.html

nBev_o7v HER. pdf - Adobe Reader
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SunInBev
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The Team for the Champions *

Sun InBev Russia (poccuRcxos NOJPA3AeHNe MAPOBOTD RoHUepHa Anheuser-
Busch InBev) - 370 oTnW¥HOE MECTO PAGOTL AR SHEDTHYHbD, TANSHTNHEDD W P
ABHHIX Reny moped.
Mt - uacTL HpyTHeAWweH NMEOEAPEHHOA HOMMAHNW MADE. MU CTDEMHMCR CTETE TH-
AEPOM B CEOGM CBrMEHTE Puilka B POCCHN, NDMBNEHAR K COTRYAHWYECTEY AESRCTRR
TEALHD TANSHTAHBLIX NIOASH, KOTODEIS BHOCAT 3AMETHLIA BKAA)A B 6h3nec. Mul cTa-
BHE NEPa] COTPY AHHEAMH LEAH, TREGYIDLIHE MAKCHMANLHON CAMOOTAEH, H RaEM
BOSMOMHOCTH [N GECTIPSIEABHTHO SLICTPOTD KAPLSPHON POCTA TEM, KTO J0SMES-
BTCA HAWMY MK DESYALTETOR. A
- A
Mpodeccwonanus M ARl H NPSERNLHAR NOQTOTORKE- IAROT Y CMEKE HOMMAHKH.
EAMHES CHCTEME HODMODETHEHOND CEYYSHHR HANDAEIGHS HE PATEMTHE HABLIKOE M
COBEUEHCTEOBANNE NPOdECCHOHANEHBE Ka“ecTE. iy TmmMe coTDYAHMIH CMEHRIT
PYHOBOGANTENER CREAYIDWIENT YNPEERSHYECKOr s YROBHA. KOMNAHHR NOOWPRET HHE-
UHATHEHOCTL, DEZANTHE NOTEHIWARS W MENGYHRLHOHANLHLE EDEMELIGHNR. -
-

| ovweem .
Corpynemk Geper Ha cefA OTBETCTEBHHOCTL 38 COSCTBEHHYN KApBEDY,
& Ml NOMOTEEM S8y ROCTHYE NOCTARNSHHLE Lened.
B Sun InBev Russia, coofuecTae NHASPO0 8, HHAMBHIYANLHOCTE HAMIOID CO3ABET
MCHAKHAHTENLHO 3HEHTHENRYI0 KoMaHAY. HEM A YER0BEK MOMET BNHATL HA pe-

BoRes NoAPOSHYID HHGBOPMELIHID
HafiTh Ha cafTe www.suninbevru

Harvard
Business
Review

Mpurnawaem Bcex COTPYAHHUKOB
Sun InBev npuMHATE y4acTHe B KOHKypce!

cebAB p CNOMHBIX YNPABNSHYESCHHE CHTY aUMHA
c noaxoposl

MoTpenMpyiiTecs B peweHHH GuzHec-Hedca ot Harvard
Business Review - Poccua.

ABTopbl MyYlIMX paGoT GyAyT HarpamAeHbl roJoBoA NoOANHCHOA
Ha mypHan Harvard Business Review — Poccua.
PelweHua npiHMManTen ¢ 1 anpena 2010

no 15 mas 2010 r. (Brn0YHTENBHD)

OnoHyarensHble vTord GyayT nogseneqs o 31 mas 2010
W onMyGNMHOBaH Ha www.hbr-rru.

BcA MHGOpPMAaLUKA 0 HOHHYPGE Ha
httpy’/ www.hbr-russia.ru/suninbev

B Sun_InBev_,..

) Ba e 11:01 AM
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Campus Ambassadors Program Sun lnBE\I

Y

'ME,W ABInBEV

= 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 A - —
YOU.[' RCf(‘lTEIlS Refer a friend
Professors & Career Centers

Use this page to refer students you think will be a great it for the ABInBev Global Management Trainee Program. All
- - - - sent an email reminding them to apply to www.ab-inbev comiownyourfuture Itis your to ensure that all
u Te C h n 0 I O gy S O I u tl O n S I n C I u d I n g - referrals apply to the GMT program; a candidate's application must be completed online if he or she is o be considered for [—W

referrals will be racked and you will be rewarded if any are hired as a 2010 GMTL. Once refered, your candidates will be Firstname:
the 2010 GWT program _LBSI name:

- Team S i te refe r ral We bS i te th at Your personal target is 25 referrals, you are currently at 18 (72.0%) Email Address:
7
- Referrals without profiles 14 |—‘
links Campus
Recommend to Campus Champion:

.Campus
|CranﬂE\d Business School V!
I W E
- Am bassad O r refe r ral S to th e A e e e - G Why would this candidate be a good fit (sent
- - to Campus Champion):
ap p I I Catl O n De Crayencour, Emery emery decrayencour@edu vierick com Check back soon

= Campus Ambassador Program drives i i

Referrals with profiles 4

Hame Email Status

Refer friend

- Jaspaer, Leonie leanie jaspaert@eduvierick.com Check back soon
results with a proven management
Wercle, Steven steven.merckx@edu.vlerick.com Check back soon
team and structure . . o C
ommel,, Thibault thibaultrommel@edu.vlerick.com Applied

Part of Anheuser-Busch InBev
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EVP: Internet Promotion Sun lnBE\I

Country web sites (
and ):

= 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

Part of Anheuser-Busch InBev



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

pexmyecTea paGorh 8 CaH WHber Poccha == Komnanua <CAH Mu6ee= - Microsoft Internet Explorer

File Edit Yiew Favorites Tools  Help

@Back - \‘_) \ﬂ @ ;j ;\‘ Search \i:{Favorites @ E:,;:{v :\?,. ] - _J ﬁ 5

Address @ hittp: i suninbey  rufrusicaresr fwork-suninbew/default aspx

v| Go  Links >

Kapbepa

Russia

SuninBev

[naeHas cTpanvua / Kapeepa /
MperMylWecTea patoTel B Cad MHEeE Poccua /

MpewrMyulecTea paboTel B CaH VHBeB PoccuAa

CaH MIHEeB cTReMHTCA BRITE NYYWHK pafaoTonaTensM, Mel
HEMPECTAHHD COBEPWEHCTEYEMCA, ¥xe cedvac Cad MHBes - ato
OTAHYHOE MecTo paboTel ANA IHEPrHYHE!X, TANAHTIHERX H
MpesaHHEE ey NHoaed,

B KOMNAHWH HHTEPECHD paboTaTe M AOCTHraTe 0BWHY LEneid,
ATMocepa sneck cnocofCTEYET TOMY, YTO KaX bl COTPYLHKME
NPOABNAET MHULMATMEY M MAKCMMarbHO PEANMEYET NOTEHLMAN.
Ka#Aeld LeHE MEl ¥3HAEM YTO-TO HOBOE, AENHMCA BNEYATNEHHAMH H
ZHEHHAMH C KOMMEraMK No BoeMy MUpY, Tak Mel oBorawasm
npodieCCHOHANEBHEIR ONBIT M HAX0AHMM NYYLWHE PEWEHHA ANA
noTpeduTenald HAWeR NpoLyYKLHK,

B nogcedHeEHOH padioTe Mel pYKOBOLCTEYEMCA 4 ECATEH
NPHHUHNEMK, OHH OTPAXaHT KOPNOPaTHEHYH dunocadinmG W
E¥YAeTYpY - TO, K3K Mbl OTHOCHMCA K AENY W HEMD CTPEMHMMCA AOCTHHYE.

Engiish A
BakaHchm
MonogbiM cOEUHANHCTEN, BEBIOY CKHHEAN H
CTY A EHTaH
Npeumywecrea paborel B Can MHbes
Poccua

POCT H BOSMO%HOCTH

PazeuTHE K DE!HEHHE
DleHKa AEATENEHOCTH H NQHM3HAHKE
Facnyr

NbroThl M KOMASHCALLHKH
McTophK yonexa

[

% 0 Internet
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EVP: Mass Media Sun lnBEV

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

Part of Anheuser-Busch InBev




Why

Emplyer Value Propositions

People make the difference

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.



Russia

SuninBev

Thank you
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