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Beer Is a $91.6 Billion Dollar Category and Accountss

for Over Half of Beverage Alcohol Dollar Sales

Share of Total Beverage Alcohol Share of Total Beverage Alcohol
Retail Dollar Sales Consumption (Gallons)

) Liquor
Average Past Month Consumption 6%
Incidence Among
U.S. Adults 21+

58%

Wine Liquor
o More people consume Beer than either Wine or Liquor

~ Sources: Adams Handbook Advance 2007 & Beverage Scape Jan-Dec 2006



SHARE of U.S. Alcohol Beverage
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Source: ABI Corporate Planning; 12-31-2006 Serving Size: Beer=12 0z., Liquor=1.5 Oz., Wine=5.0 Oz.



< Beer had a positive dollar share change in 8 out of the latest 13 weeks.
Ine has lost share in 10 of the latest 13 weeks.
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Beer SKUs Have Much Higher Proa’uctzvzty

than Wine and quuor SKUs
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” # of SKUs 4,294 12,437 7,153
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o Total U.S. Grocery has 4,294 Beer SKUs, 12,437 Wine SKUs and 7,153 Liquor SKUs

< 406 Beer SKUs Generate 90% of total beer dollars while, 1,656 Wine SKUs and 845 Liquor
SKUs contribute 90% dollar sales to their respective categories

————e e

Source: Total US IRI Supermarkets, 52 weeks ending December 31, 2006



The Top 20 Packages

Dollar Sales
Corona Extra 12-pk Bottle $45.802.067

Heineken 24-pk Bottle $35,221,890
Corona Extra 24-pk Bottle

$28,842,003

Coors Light 30-pk Can $28,671,354
Budweiser 30-pk Can $28,348,674
Heineken 12-pk Bottle $21,802,987
Bud Light 30-pk Can $19,977,471
Michelob Golden Lt 24-pk Can $18,044,166
Miller Lite 30-pk Can $14,919,236
Miller Lite 24-pk Can $14,387,285
Budweiser 12-pk Can $13,203,042
Bud Light 24-pk Can $13,160,504
Corona Extra 6-pk Bottle $11,197,677
Coors Light 12-pk Can $11,067,530 The top 20 Packages
Budweiser 24-pk Can $11,037,633 Account for 29.2% of
Corona Light 12-pk Bottle $10,438,185 Category Dollar Sales

Bud Light 12-pk Can
Coors Light 24-pk Can
Bud Light 12-pk Bottle

Heineken 6-pk Bottle

— ———

Source: ACNielsen All Expanded Markets Excluding New York, YTD Ending 10/06/07

$8,857,883
$8,484,691
$7,796,425
$7,610,696



Shopper and Consumer Insights



Who Are Liquor Store Shoppers?

Males
Females

MA-27
28-34
35-49

50+

Blue Collar
White Collar
Gray Collar
Student
Other Collar

65%

Under $15K
$15K-$34K

$35K-$49K

B All Channel Beer Shoppers
W Liquor Store Beer Shoppers

$50K-$79K
$80K+

Anglos/AO
African Americans
Latinos

83%

The shoppers most
commonly found buying
beer at Liguor stores
are male, 35+, higher
Income, and Anglo.

Versus All Channels,
Liquor Store beer
shoppers skew male
and younger (MA-27
years old).

0% 20% 40%

Source: ABI Shopper Poll, Jan-Oct 2005, Total US
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The Number Of Core Beer Consumers Is
Expected To Continue Growing, Generating

Greater Category Sales

< After bottoming out in the late 1990’s, the core 21-27 year old beer
consumer demographic is projected to grow through the year 2010!
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Source: 2000 U.S. Census




What is the Liquor Store Beer

Shopper’s Mindset?

Other Items Co-Purchased with Beer

Most Recent Beer Purchase Most Recent Beer Purchase
All Channels at Liquor Store

B Purchased Beer
Only

B Purchased Other
ltems With Beer

o Beer shoppers are valuable at Liquor Stores since 4 in 10 purchase
other items along with beer

< Opportunity exists to encourage additional cross-purchasing among
beer buyers

Source: ABI Shopper Poll, Jan-Oct 2005, Total US



The Beer Purchase Decision

Cold vs Warm Beer Purchasing Total Beer Shoppers By Channel

All Channels

Qiquor Store

C-Store

Grocery

Drug Store

Mass Merchandise

Warehouse Club

m Cold B Warm - On Display OWarm - Not On Display

& Proper cooler space management is imperative at Liquor Stores, since Beer
shoppers there overwhelmingly like to purchase beer cold

— ———

Source: ABI Shopper Poll, Jan-Oct 2005, Total US



The Beer Shopping Process

What Do Liquor Stores Beer Shoppers Like Most About Buying Beer There?

Ratings of Most Often Beer Store (% rating “9” or “10” on 10-point scale)
“75%

A S T L o s 11
B O e 1

Short checkout lines

Close to home

Easy to shop for beer

Friendly staff

Good selection of other alcohol beverages
Easy to find the beer | want

Wide selection of beers

Beer in a convenient location within store
Clean attractive beer aisle

Best type of cooler

Coldest beer
Reasonable beer prices Beer Shoppers Whose Most Recent

. . . 9 Beer Purchase Was at a Liquor Store
Best way of storing and displaying beer R — 5% a
Beer aisle easy to navigate with cart % |
=
0o

All Beer Shoppers
| All Channels; Total US

Beer aisle projects a quality image
Lots of promotions, sales, and specials

~ Beer shoppers who are loyal to Liquor Stores rate them higher on reliable in-stocks, easy in & out, and short
checkout lines. Versus other channels

2 Liquor Stores are chosen especially because of short checkout lines and good selection of other alcohol
beverages

— ———

Source: ABI Shopper Poll, 2001-2005



What is the Liquor Store Beer

Shopper’s Mindset?

Most Often Purchased Beer Segments*
50%

Premiums
Premium Regulars
Premium Lights

Above Premium
Micros

Imports
European Imports
Mexican Imports
Canadian Imports
Specialties

FAB

Value

Value Regulars

Value Lights B All Channels

Malt Liquors B Liguor Stores

@ Liquor Store beer buyers prefer Premium Light, Premium Regular, and Import beers

* Note: Shopper Poll respondents are asked the brand they buy most often, then it is coded into the proper segment. Respondents are not asked directly for their most often
purchased segment.
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Source: ABI Shopper Pall, Jan-Oct 2005, Total US



More people consume beer than wine and liquor combined

L)

Beer had a positive dollar share change in 8 out of the 13 weeks
bending 10/02/07

» The top 20 packages account for 29.2% of category dollar sales

¢

()

The shoppers most commonly found buying beer at Liquor stores are
male, 35+, higher income and Anglo

¢

)

» In Liquor stores, 4in 10 beer shoppers purchase other items

()

82% of beer purchased in the Liquor channel is purchased cold

(&\

Beer shoppers who are loyal to Liquor stores rate them higher on in-
stocks, among other reasons

Premium Beers are the most often purchased segment at Liquor
Stores
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