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Forward looking statements

This presentation includes óforward-looking statementsô. These statements contain the words

ñanticipateò,ñbelieveò,ñintendò,ñestimateò,ñexpectòand words of similar meaning. All statements

other than statements of historical facts included in this presentation, including, without limitation,

those regarding the Companyôsfinancial position, business strategy, plans and objectives of

management for future operations (including development plans and objectives relating to the

Companyôsproducts and services) are forward-looking statements. Such forward-looking

statements involve known and unknown risks, uncertainties and other important factors that could

cause the actual results, performance or achievements of the Company to be materially different

from future results, performance or achievements expressed or implied by such forward-looking

statements. Such forward-looking statements are based on numerous assumptions regarding the

Companyôspresent and future business strategies and the environment in which the Company

will operate in the future. These forward-looking statements speak only as at the date of this

presentation. The Company expressly disclaims any obligation or undertaking to disseminate any

updates or revisions to any forward-looking statements contained herein to reflect any change in

the Companyôsexpectations with regard thereto or any change in events, conditions or

circumstances on which any such statement is based.

All references to ñEBITòin this presentation refer to earnings before interest, tax, amortization of

intangible assets and exceptional items. All references to ñorganicòmean as adjusted to exclude

the impact of acquisitions, while all references to ñconstantcurrencyòmean as adjusted to

exclude the impact of movements in foreign currency exchange rates in the translation of our

results.
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Our speakers today

Leo Kiely (1993)

2008 President and Chief Executive Officer, MillerCoors

2005 President and Chief Executive Officer, Molson Coors Brewing 

Company

2000 Chief Executive Officer, Coors Brewing Company

1993 Chief Operating Officer, Coors Brewing Company
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Our speakers today

Gavin Hattersley (1997)

2010  Executive Vice President and Chief Financial Officer , MillerCoors

2008  Chief Financial Officer, MillerCoors

2002 Senior Vice President, Finance, Miller Brewing Company

1999 Chief Financial Officer, SAB Limited, South Africa

1997 Joined SAB Limited

1987 Barlows Limited
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Our speakers today

Ed McBrien (1994)

2010 President, Sales and Distributor Operations - MillerCoors

2008  President, Western Division Sales - MillerCoors

2005 Chief Revenue Officer - Coors Brewing Company

2003  Vice President and General Manager, National Accounts - Coors 

Brewing Company

1999 Vice President, East Region - Coors Brewing Company

1994  Key Account Director - Coors Brewing Company

1981  Procter & Gamble
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North America in context

Volumes* Revenue EBITA**

* Excludes contract brewing, includes soft drinks and other alcoholic beverages 

** Before corporate costs and excluding exceptional items and the amortisation of intangible assets (excluding software)

Latin America Europe North America Africa Asia South Africa

North America ïa significant contributor to group EBITA**

Twelve months to 30 September 2010
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North America in context

ÂStronger organization

ÂMore effective brand 
marketing & innovation

ÂStronger chain and field 
sales capabilities

ÂBetter cost efficiency

ROIC > WACC
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Leo Kiely, Chief Executive Officer

Gavin Hattersley, Chief Financial Officer

Ed McBrien, President of Sales





What weôve accomplished

2008 ï2010 Recap

Synergy Savings:  $500 million

Cost Savings:        $250 million

Merged brewery networks

Created best team in beer

Delivered successful, business-driving 

innovations

Created local market model

Created successful chain team

Created Tenth and Blake

V

V

V

V

V

V

V

On target



MillerCoors Outperforms CPGs
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Source:  Company 10Ks and quarterly earnings



Delivered $1 Billion in EBITA 

in 9 months





Organic growth strategy

ÅDriving Premium Lights

ïPositioning, innovation, 

multicultural

ÅGrowing in Imports/Crafts

ïTenth and Blake

ÅWinning at Retail

ïDistributors, execution, revenue 

management, chain

The MillerCoors 

Advantage



Industry Environment

Gavin Hattersley

Chief Financial Officer



U.S. Beer Shipments
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Unemployment

ÅKey beer drinkers (KBDs), Hispanics and African-Americans each 

have higher unemployment rates than the general population.



Unemployment impact on beer category
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Beer Institute Shipment Data vs Unemployment Rate

US Recession 12MM Shipments Unemployment Rate (SA)



Beer has lost volume and servings share to wine and 

spirits due to price discounting



Beer has increased in value relative to wine and spirits





Premium Lights are the drivers for growth

Premium Lights are:  

Å35% of industry revenue



Winning in multicultural

ÅLatinos represent 24% of 21 to 25 year olds é

ÅAnd that soars to 31% in 5 years

ÅIndex higher on beer consumption, premium lights

http://www.flickr.com/photos/fedeps/139520439/

