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73% THINK

BRANDS MUST ACT NOW
FOR THE GOOD OF
SOCIETY & PLANET

g 53% ARE READY TO

PAY MORE FOR A BRAND
THAT TAKES A STAND ON
ENVIRONMENTAL AND
SOCIAL ISSUES

¥
Source: Meaningful Brands HAVAS Group HEINEKEN 3



PURPOSE AS AN ISOLATED
TACTIC

Source: Kantar Purpose 2020

PURPOSE AS A SOCIETAL
BRAND PROMISE

COMPANY LED
ONCE ESTABLISHED AS A VALUABLE
BRAND ELEMENT, MOVES BEYOND
MARKETING, & BECOMES A GUIDING
GROWTH PRINICIPLE

PURPOSE AS ALIGNED

COMPANY WIDE STRATEGY

PURPOSE AS A BUSINESS
LED MOVEMENT




EVERGREEN PROVIDES THE RIGHT FOUNDATION

TO WIN THE HEARTS OF CONSUMERS

’ OUR HEINEKEN PURPOSE
Heean) O 9 We brew the
EverGreen joy of True Togetherness

Global

OUR 2025 AMBITION

Category & Value market share gain in >60% of weighted OpCo revenues
Innovation rate of 10%

consumer
Brands Total Brand Power for GC & Strat brands >110
RTC €10b e-Rev
Growing NPS in »60% of weighted OpCo revenues
R&MG Net rev /hl growth >CPI in >60% of weighted QpCg revenues
csp 10-15% + ROI on F&V CS
EUR 100m ABTL efficiency
People % women JG35+ >30%,
0 fatalities
CARE ENJOYMENT
for people & planet of life

SHAPE THE FUTURE OF BEER & BEYOND TO WIN THE HEARTS OF CONSUMERS

Strengthen in key profit.

Rl Futuce Fit Digical pools through Expansion

Route to Consumer

TEAM OF TEAMS and

DRIVE NET REVENUE
PER HL GROWTH

Step up commercial
performance intensity — embed
R&MG and value market share
R&MG to drive net revenue / hi
while meeting revenue growth
ambition

INTENTIONALLY
RE-ALLOCATE
COMMERCIAL

RESOURCES

Implement predictive CSP
tooling to drive ROI-based
resource allocation and deliver
EUR 100m ABTL efficiencies

Step up ABTL investment to
drive SOV > SOM on Strategic
and Game Changer brands via
waste reduction and more
productive spend

PEOPLE & CULTURE

35+in Sales
Get to zero fatalities (road
safety)

2025
-
@éﬁa ° to inspire a better world Commerce
PASSION COURAGE

OUR VALUES ;
for consumers & customers to dream & pioneer

OUR DREAM

Dri 4 . . i .
qt_ le led by Pioneer choice Intentionally expand
WHERE TO PLAY = 2 in Lo/No Beyond Beer
Heineken®
DRIVE A CONSUMER- TRANSFORM BRAND- EMBED CUSTOMER-

CENTRIC CULTURE BUILDING CENTRICITY
Increase instant consumer H® 2x sales by becoming the #1 Sl
access & embed consumer choice for Gen Y and the most Embed customer-centricity in
centricity in the daily reality of meaningful beer brand our daily lives
GUdlearleces: e Premiumise portfolio at scale Revitalise BiC in fragmented
Use demand spaces, consumer with fewer, bigger bets (eq., trade, digitally-enabled and
insights and trends to shape Birma Moretti, Tiger) UCE based

How To WIN portfolio, brand and innovation Rapidly build 12 / 2~ party data
management of core beer & assenal 1o malntain and platform, led by direct RtM,
beyond accelerate IDDM capability Drive customer experience
Deliver fast, incremental, and Step up Creativity and become systemically through Data-
sustainable demand space part of popular &;mue Driven Sales
based innovation {incl Expellence in e-retadl
upweighted delfivery of H® 0.0, = -
Silver and innovation beyond Industry standard quality
lager), with 4-8 ‘Innovation’ Product Data

DELIVER SHAPE
BEHAVIOURS Play to win & celebrate success Think consumer first

Deliver the goods Make courageous moves

Champion a culture of belonging

DEVELOP
Have real conversations
Embrace learning & growth

CONNECT

Learn, share & reapply

"HEINEKEN
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EVOLUTION OF THE BRAND IN A BOTTLE
FROM BRAND ESSENCE TO BRAND DNA AT THE CENTRE @

FROM 10

Brand DNA outside of the Brand in a Bottle and the Brand Essence not Brand DNA at the centre of the Brand in a Bottle.

being used as such.
sRAND ROLg

BRAND DNA

BRAND BELIEF:

KX KX

PRAND ppsonALITS
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BRAND NAME-OPCO

ADD SUBTITLE

BRAND IDEA: TYPE IN HERE

BRAND TAGLINE: TYPE IN HERE



gRAND PURPOSE

gRAND ROLEg
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BRAND NAME OPCO

BRAND IN A BOTTLE

BRAND IDEA: TYPE HERE

BRAND TAGLINE: TYPE HERE



gRAND PURPOSE

Zagg exists to inspire young people with the spirit and
resourcefulness to find a way, their way.

world around them in ordeg

Static dynamism of the °
to chase their dreams.

African Spirit

A

=  Uplifting, vibrant, -

? Optimistic and full of eﬁ ;

Resiliant youthful energy o
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DEFINITIONS

Target Consumer

The who we target with our brand

Consumer Insight

A compelling statement that captures the heart of target consumer’s motivations.

Brand Role The unique role the brand plays in the life of its target consumer. It is rooted in the consumer insight.

Brand DNA The Brand DNA is composed of two parts. The Brand values (captured in the helix) and Brand Belief. The Brand
Values are the key principles that guides the Brand Behavior from within. The Brand belief describes the
conviction and point of view of the Brand that should appeal to its consumers

Benefits The differentiating functional, emotional or social benefits that motivate purchase.

Reasons to Believe

The facts about the brand that give the authority to claim the benefits

Brand Personality

The aspirational personified characteristics of the brand

Brand Idea

The Creative Expression of what the brand stands for

Brand Tagline

The translation of the brand idea into a slogan or catchphrase

PURPOSEFUL BRANDS

Societal Tension

A statement that captures identified difficulty, tension or need in the society that the brand has the credibility to
act upon

Brand Purpose

A clear expression of a brand’s reason for existing in the lives of its consumers and in the society. It ;i_the positive
impact a brand makes in people’s lives and the world they live in. It is rooted in the societal tension’HEINEKEN 1
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Localized archetype maps + Capability program WtP / HtW
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CREATE
UNIQUE BRAND
POSITIONING
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THANK YOU
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