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The why, what, hdw of Growth Platforms :

One year after the launch of
EverGreen, we move from

‘planning and strategy’ to
EverGreen ‘execution and

2025 _ _
%%(0 implementation’.

gf;%;c%, o Innovation is a key
contributor, critical to reach
~6%

. EverGreen 2025. Another
p of 2025 . .
I of 2025 l et revenue 1.5Nn annual innovation
netrevenue .
revenue required.

SP Business Momentum SP Full Potential

Re-introduction of Innovation
Rate as KPI, with a target of
10% by 2025



Global Demand Map

On-trend

Showing Letting

| care Loose
¢
1+ 4
Instant Savouring
unwinding us-time

Polaris enabled us to identify
global demand spaces that
revealed opportunities for us
to grow.

Five demand spaces were
selected, and a number of
opportunity areas connected
to these demand spaced
based on consumer frictions
have been identified.

The first 7 were brought to
life to inspire OpCos in their
innovation journey. More will
follow in the upcoming
months.



What is a
growth
platform?

Opportunities for
9 transformative,

incremental

growth ...

... rooted in unmet
consumer needs
within the context of
a specific demand
space ...

... requiring
g) product, brand
= and/or business

model innovation

New to world
categories to overcome
consumer trade-offs

Buzz without the Booze

Existing categories with
potential to grow

THenexen

Sustainable Discovery




Growth platform overview
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Natural Wind Down

Enhanced
Refreshments

Sustainable
Discovery

Buzz without the
Booze
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11% Buzz without the Booze

Consumers want to enjoy the buzz of celebrating and
(etting loose letting loose with their friends, yet don’t always like the
side- effects of alcohol on their body, their mental health or

their image. They want to stay in control.

| don't like the

effect of alcohol
on me. /

grosg i Fully enjoying the time with
frieads ve. making a positive choice

for their well-being.

i itha
with wit
Mdc. g«:c.‘al.'ziug and
High enerdY:

Tequila, vodka, flavered

Ir- [ ‘7
beer...

frien
2 artying:

Q@ (letting loose demand space stats

Q) Emotional needs Releva

Lonmecting Celebrating  Letting loose I I §
z Do == <35
& Functional needs st l " A?XQ years old

Prevents bloating  For everyone «
Gender or govnget

i, et ) Tacte 'V:f’::;a;,,
I choose non-alcoholic because of 23% S
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Booze-free but buzzy

Non-alcoholic beverages with active
ingredients that mimic the
stimulating effects of alcohol. Unmet need potential

20 billion EUR

th

ka F/ay Aere? 7;0/

« Qur social DNA gives ve a right to play, lead and win
- Leveraging our ability to create beverages for adult enjoyment
+ Number of relevant brands in our portfolio - and opportunity to
launch a new brand. : .’
u Terpe & (o - SPIite o loge fhe
booze byt keep the Cencation
Iymovation D,‘yeotfahf

1 Smilating plans

V \/ THC-infue, v Irediente: torpgpes
P Aleohol.r, % used. hard kotones, |

/'e* € liguorc Cafeine kick, #o0tropiec
/ | adaplogen
‘/ | kavalactons
create
edient t0 " o St 3
Ingr fic cackfw’» rong & Spicy ”"‘fourr

.
non-alcon?

Pocket-ciced cannabic beverage




Scan QR code
to watch the

introduction
video
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Inspiration from the market

Terps &co 0.0% spirits

Non-alcoholic terpene spirits that help
people lose the booze but not the
feels as terpenes work by binding to
receptors and neurotransmitters in the
brain.

Sun Chaser

Startup brand Sun Chaser leverages a
blend of nootropics, which are ‘smart
drug’ supplements to improve
cognitive function to simulate the
feeling of the ‘buzz’ without alcohol.

Kalé THC infused Seltzer

Kalé launched two THC-infused
version of their most popular flavours
in response to consumer demand for
great-tasting, natural and alcohol-free
beverages that deliver a buzz in under
five minutes.

THEINEKEN
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" Elegant & Simple
gﬂvauriug People want to share interesting, special drinks with their partners
(s Time to elevate moments together but find categories like whiskey or

craft beer often too complex in choice and taste to enjoy the
experience... and end up back with their tried and tested choices.

1 like copm

b(’vcr; lex & ele
age. '9ant
ully (‘nlg S but Want to

0y the g,
(’Xpt’nenc
o

rinking

the evening: M/fhe b A connecting moment accompanied
., Wi

ment togeﬂ\" crafe b "'é% by an elegant drink vs. o beverage

ith Fnrtp\er- e eers that ic easy to choose and enjoy

demand space stats

o Cavouring Us Time

Q) Emational needs Relrant c4onC
Feebng good  Thinking about others
eebing g0 bout othe = oA %&
',/JS Qw‘
& Functional needs I » '
Great faste arkets that Gender

79%

=

79% ic married
or living fogether

Taste i€ the ‘éey
~_" factor F‘”‘
consumers "
these moments
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Sophisticated yet
accessible drinks

Simple drinks that dress up smart, depicting
a sophisticated, premium image yet have an P
accessible and delicious taste. 19 billion Ev

14 with new innseafions

(Jnmet need poten tial

2
What if we capture

Why plag here? 7
- (everage our popular big brande and utilising global portfolio

- Leverage core capability: brewing

- Opportunity to profit from Beerwulf

. Potential to streteh fo Gen Y & 2, going beyoud >55y0

Tiwo new Aavoure iy, 8
ole craft beere

Drop 0,55

Tnnovation Divections

Collabe betuegn 44y 4 3
brands and crafe brande

(0 bulance great tacsy g
€LY dringing,

,(’e-/mciaye exicting brands from
around the world, dial op
heritage and ctorytelling

Mocaic Dasis - & Karl Strouss
Modern Times collaboration

Praha: combination of rich
tacte, bold aroma and lightwess



Scan QR code
to watch the

introduction
video
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Inspiration from the market

Big Drop Brewing

Ultra low alcohol beer range (0.05%)
that makes a play on being full of
flavour: “light herbal and floral hop
aromas, a hint of caramel with
peppered spiciness on the palate, and
a touch of orange at the end.

Praha Lager

New Pilsner Lager created by master
brewers Staropramen: unique
combination of rich taste, bold aroma
and lightness. Inspired by the
effervescence of Prague.

Karl Strauss & Modern
Times collab

Mosaic Oasis IPA is a dank and citrusy
San Diego-style treasure brewed by
Karl Strauss in collaboration with the
IPA experts from Modern Times Beer.
Fruity and easy to drink.

THEINEKEN
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= Future FABs

People want to connect with friends over what they drink
when partying. As everyone has specific preferences;
sweet, low cal, light... it's hard to find a drink that is perfect

for partying and an all-time favourite to everyone.

(etting loose

If there Was a drink that
to everyone, fOI\;gih
€er haters, not too
er)i)ialongs, festive
Pensive,

th a grouf Uf

‘ i ‘ 7 ith friends over what
ith wi Te wila, vod Connecting wit
In o bor Cocializing o 4 ks, ﬁﬂvaured we drink vs. a beverage that
friende: =0 ergy: beer... eryone enjoys.
¢ying- High € everyone enjoys.
por

(1) (etting loose demond space stats

QD Emational neede pdeant oot §

& Functional nesds years old
bl 254 it 39y0
ReRgHi Ry Gender :rr‘!:w»?»r
Low in
27, codium
/hl‘f”’ﬁé
a
i ‘%
¢ fhe o
of(%"t o
calorie
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A better for you FAB

Developing of a Better for You FAB category, a range
of affordable and delicious drinks that are impossible

to dislike and ideal for sharing in party moments. Unmet need potential

20 billion EUR )

Why ply here?

- Already have a credible and cizable FAB portfolio

. Potential to own and lead the category vision

. Great brands and great flavovred drivks fechunical capability
. Ceale to deliver affordable propositions

Tnnovation Directiahg‘

- Caltzers
Leverage S ftz
portfols -
Drie Na.
o e fro

CCLCiOnabe’ oigep

Light and

cweet faste

s o

7( cugor Cw,/ f 5{/!/]}/ bouri

fow i § ol ufacrhp y wn €er brany
“oratip, [ | FTRA inspieq
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to watch the

introduction
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Inspiration from the market

Spiked Lemonade

Molson Coors Beverage Company and
Coca Cola developed a brand of
full-flavor alcohol beverages inspired
by the US #1 chilled juice brand,
Simply.

Water Sour

Japanese brewery Sapporo is debuting
its first hard seltzer products.
Low-alcohol at 3%, light sour taste yet
refreshing mouthfeel. Unsweetened.

Ketel One Vodka
y Spritz
‘ o _‘ ol Vodka brand Ketel One has extended
e },f;%*‘" i its botanical range into RTDs by
launching a range of Vodka Spritz cans.

Three flavours, ABV 3,6% and zero
carbs.

THEINEKEN
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Natural Wind Down

Being o~ t"e‘“d Consumers are looking to wind down after a long day of
work, release tension and have a moment of enjoyment.
Their go-to options are often alcoholic, but they would

love non-alcoholic alternatives that are better for them.

An aleoholic drink reafly helps to
wind down after a long day ve.
desire to drink less alcohol

Hard lemonade, hard

selfzers, roce wine

Being on trend demand space stats

Q Emotional neede
(Looking go0d

& Functional needs

Prevente bloating

Gendey

Phyical benefit ey

\\ e e S Cheap [ Ny
N - - gte Bt 7 affordable
Ta ""ﬂ,“"r
3% sy




"HEINEKEN

f Prorg, wig,
Alcohol-free relaxation

Creating on-trend, mature beverages
that help people unwind and relax

without the harmful effects of alcohol. Unmet need potentiel w@
26 billion EUR
What if we captare 1 with re wnpeations?

= [ nsicwion |

& J
arkling Couth A
Chenin Bla ok

here? 7@/ ’
Why pley £
. This ic o big strefch for us. Ac moderation increages, consumers
P

might start fo tura away from our core category and opt for non-

aleoholic beverages that help them vawind.

ne

—

Tnnovation Directions

Naturas {
: 2 el funetionay ingrediente
”af’a’fv’h” > support relaxation,

With herb fiauoys Think CBD o, Adaptogeng, Fuue rviic skl
. infuced 0% ABV ‘spirit

Matcha, earl 3rey and

idd i ients,
W,Iqured.en i
botanicals A green tea flav
fours for mood chans® /
ge 670% fivery <
szeru,' 'ak{entd censory de Kombuck, ;
oand & nerd e with a twict

Brand-new hemp based zero-
proof elixir

-
it

TIMES
R rwine
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Inspiration from the market

T e HUN alcohol free wine

HUN alcohol free wine is designed for
the modern-day millenial who want to
enjoy the day after as much as the
night before.

AMASS Afterdream

Non-alcoholic spirit infused with 14
botanicals, eight terpenes, THC and
delta-8. The latter are the psychoactive
compounds found in cannabis. Power
of plants.

PepsiCo’s Driftwell

PepsiCo launched a relaxation
beverage containing 200 grams of
L-theanine, an amino acid found in
teas, and which appears to improve
sleep quality and reduce anxiety.

THEINEKEN
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"/ FABs for G U
L«r.fa;.iq Grown-up consumers tend to like FABs; easy to drink, fruity &
Gt tasty... but they feel as if the category is no longer aligned with

their lifestyle. Drinks are stuck in the past with flat flavours and
new offers being too juvenile.

Most flavoured drinks
ored to the
8-year olds

are tail
needs of 1

People like the flavoured drinks
category ve FABS are executed for
teens

Ayrk?i Rum, vodka,
weerdoy, 5

n o

wnwind demand space cfats

@ Instant
11

Rele

Q) Emational needs

ST ey | |
'r/‘L*
& Functional needs ' . i
®

)

All ages

w0

Gender

p i
Fairly equely
distributed

Effective &effcent  Thirct quenching

S & Indonesion consumers ]

care about Feeling go00d instead
of looking good
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Mature FABs

Create flavoured beverages that match the

maturity level of our consumer in flavours and
execution. Away from the juvenile, moving Unmet need poten tial T‘Q
towards sophisticated & cultured 12 billion E (R

15 with mew innpeafiont

?
What if we capture

- Iy
Why pley here? 7('7 TWO %A;Yg

DAYS
+ Drives our core consumer (35y0+, at home) into new catfegories == = B
+ Plays on our expertice as beverage developers e
. Enablec us to enter new profit pools and penetrafion moments Tuo Dage uiey Prach Vodha

Soda Has a 3% A8y

S
Tnnovation Directions
~
6/mwu-ap g
Clastic favopitee.
Axianty referencer ¢, hard fom vorites.
Production and r fo coff Ohads, tea
origin, ‘s |
bateh, Single origim mature € more Alcocholic and non-alcocholic
Japanece Yize Hard Seltzer in the came sas
X
H utionS |
Packaging coll é
\ ment; 2 i
\ et e i ure favorifes
“ c;mjle - / l rlhﬂ'ﬁ"lv' wing sprifzers

Martin launched a range of
RIDs acrocs Evrope

v Al 8 Cpirie Releases
Rogue Ale Leed Tea Vodka Sod

[ emonade

Dragonfrit hard celfrer
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Inspiration from the market

Two Days Vodka Soda

New juicy peach flavour in the Two
days vodka soda range. 3% ABV along
with zero sugar, makes this a
low-calorie offer at 70 cal per can.

Primer Hard Seltzer

Primer Hard Seltzer has launched a
multi-pack that combines alcoholic and
non-alcoholic seltzers, designing its
brand as a one-stop shop.

Rogue Sparkling cocktails

Rogue’s line of sparkling canned
cocktails is made with Rogue Spirits
and 100% natural ingredients to offer
authentic, gluten-free, bar-quality
recipes in the convenience of a can.

THEINEKEN
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Enhanced Refreshments
Chowirg

T care Consumers are growingly conscious about their health and they
know hydration is key to a healthy lifestyle. They hydrate
because they have to but are bored with plain water or tea...
Being healthy should be enjoyable!

| hate drinking water
all day long

alone oF with Non-aleohofie beer, People look for healthy
On & weeﬁd“y' ¢ eOP‘e' Low-aleohols beer, celfsere hydration vs. people get bored
o. Cma” 3'0“P Lilg with plain drinks

9 Chowing I care demand space stats

QD Emotional neede Reesant
Losking 00 Doing the risht fhime E
e = <35
R +..c:» .. S 4 f—
AL
& Functional needs ' ’. 50% years old
Phgcical benefit Diteover i
geica ¥ Riced s " Gender or gounger
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Excitement in hydration

Bringing novel drinks to consumers that
turn the ‘water drinking moment’ into a
grown-up, vibrant and refreshing
experience.

(Jnmet need poten tial

20 billion EUR /

& with mew innseafions?

What if we capture 1%

Why pley here? /{/’ > m‘ :
- Offering adult, tasty refreshment ic at our core . h l

o ; : " =i
. We can bring exciting twists to ofherwice functional and boring b b gt -

cafegories
. We have examplec of succescful propositions in this space

ﬁ
Tnnovation Directions & E
o

f i tanical

forr]  Exciting adalf, tasty tuice Herba/,. b.:“ Hoplark Caunches New Crof
% wr :

— i . e Brewed Sparkling Waters

Vitaming in beer

kgfredu'nq twists - Cacao, tea and Collab with soft

-
(A.'nfrus at w”e') o < /”) coffee flavoured otk brandlt
re categories P— drinks
our €0

o
Sierra neveds brewing laanches hap

lach: socrtibin £
Splach sparkling hop-infuced water

Coffee-flavevred G pellegrine
éfftnz.\ fime with Nestle
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Inspiration from the market

Corona Sunbrew

Corona Sunbrew 0.0%. This
non-alcoholic beer contains 30% of the
daily value of Vitamin D per 330 ml
and 60 calories per serving. First
launched in Canada.

Hoplark Water

A line of refreshing, crushable
hop-infused sparkling waters in three
flavors: Citra Hops, Mosaic Hops, and
Sabro Hops, made by Hoplark brewery.

San Pellegrino Cacao &
Coffee range

Sparkling water infused with cacao

powder and medium roasted coffee
beans. Gently caffeinated with zero
calories.

THEINEKEN




= &
B o g HEINEKEN

©

6%

Sustainable Discovery

More and more people are trying to reduce their impact on the

planet,and want to spend their money on brands and products

that show they care. They don’t want to compromise on being
sustainable or looking cool.

Chowirg
I care

kday, alone oF with Now-aleoholic beer, Choosing r;? s ot
e of P eople Low-aleoholic beer, celpogy planet vs. desire to express
o emall grovP g < Ehiie sareokabty
e Chowing I care demand space staLs
tree i '
O s - Relevant con

Losking 4094 Loing the right fhing

Comnrcting

N
N

<35

years old

-
& Functional needs

. .
Phgcical benefit Diccovery

Based ea firet S markete that Gender
completed Polariz. Mere te follow

75% is 3%y°

or youndtr
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Better for the world

Develop feel-good brands or line extensions
that consumers want to be seen with as they
make the world a better place: environmental, Unmet need poten tial

sustainable or otherwise. 20 bi//fo"‘ EUIQ

1% with new innpuations

?
What if we captare

? /
re! o/
Why play he )
- We can drive premiamnisation in Lager with thic platform
. Local brands could be leveraged to deliver on thic platform
« Opportunity to differentiate and become highly relevant to

younger target audience

Uheyele Spent Grajme for
Alt Protein

Tnnovation Directions

Local Propositions, ocat

d with &
Sourcing & 5,,“,/'._'7 a Now beds

y vibe

purpose and quirk

Collab with sustainable

brauds or ambascadore

= TN Custainable
o carbon
Low or *° w packaging formals
duct randt

pro

The Neitiv Coconut Flower Beer
it High in Notrition

7 =
Ultra-low carbon
Budweiser ca»
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Inspiration from the market

Take Two Barley Milk

Anheuser-Busch InBev doubled down
on its commitment to recycle barley

! protein from its brewing process for
plant-based products. Take Two Barley
Milk is made from upcycled barley

= grains.

Brewdog P.O.P Soda

Standing for "planet over profit", the
range will launch exclusively with Tesco
in February in single-can and
multi-pack formats with 100 per cent of
profits from sales being donated to
climate change initiatives

Neitiv Coconut Flower
beer

Neitiv provides consumers with a
sustainable beer alternative. It is
paired with coconut flower drops to
add additional nutrients, protein and
amino acids.

THEINEKEN
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What’s next

Got excited about the potential of
Growth Platforms? GREAT!

HEINEKEN needs people like you to
get the ball rolling and turn those
opportunities into real, in-market,
consumer-delighting,
revenue-generating innovations.

We ask you to 1) assess which
Growth Platforms could be
relevant in your market, based on
local unmet consumer needs, and
2) get started developing those
brilliant innovations off the back of
those platforms.

Let's stay in touch!

Hubertien Koopman
Global Innovation

"HEINEKEN






