@ MillerCoors-

Winning in the
Latino Market

RETAIL 360 Presentation
August 10, 2010

@ MillerCoors-



Agenda

A 2009 Results

A 2010 Hispanic Strateqy SLICE




MillerCoors Winning in the Hispanic Market

MillerCoors
Gained 0.9

Coors Light
Grew 3.7%




Hispanics Represent Significant Opportunity

Hispanic Index Grocery Share
164 26.1

(I?W@ 78 6.0

638 5.3

Source: Nielsen Grocery Share 2008
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MillerCoors Is Focused On Thediltural Hispanic

Unacculturated Bi-cultural Acculturated
4.3M or 16% 20.4M or 74% 3M or 11%

' |

Feels, thinks & dresses 'Feels like a Latino, thinks qnléleels thinks and dresses like
like a Latino dresses like an American | an American




Creates bigness

Clear market
development plans

Drives awareness and
purchase interest

Rooted in real insights

Disciplined account
management

O MillerCoors*

/&National alliances i NFL, FMF, Essence Music Festival, HRC, Daddy Yankee
/&Regional Support T HBCUs, Puerto Rican Day Parade, CIAA

A_ocal alliances i Los Mavs, Nokia Theatre, Cowboys

;&Prioritized market selection criteria
AGame plan with required winning elements in place

AAnnuaI goals and milestones agreed to and aligned with distributors

A’SGO degree activation behind CAW, Al Pint, Home Draft, Vortex bottle

AATL that speaks to the audience on a deeper level

AOne key pillar program by trimester for ML and CL (Hispanic & AA)

/&Measured account base defined/ aligned
A\/Ianpower support in key markets with exit plan (retail coverage and chain)
,BSix pack of retail measures by channel blueprint and tracked thru BEER

,BUniversidad, playbooks, summit and dashboards



