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Polaris in Mexico



Polaris revealing learning

A significant portion
of HMEX volume is
vulnerable to cede
share due to lack of
fit with the Demand
Spaces

-
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Brands that do not fully meet consumer needs
in a DS, have risk of losing volume to other
brands and categories



~50% of HMEX volume at risk of ceding market share
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Optimising our Portfolio Play

Brand allocation based on fit for a better-balanced
portfolio

Mindset shift: from “Brand enemies” to a consumer
need fulfilment view

Prioritizing Innovation and resource allocation to win

consumer demand
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Increase HMEX
, and
capture
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A better-balanced portfolio allocation, to strengthen brand fit

From... 0...

+ brands focused on 3 spaces that focused power brands that cover
cover 31% of demand 96% of demand ...
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In the new portfolio, 6 distinct & focused brands maximize
coverage of demand

LOW ENERGY LOW-MID ENERGY MID ENERGY HIGH ENERGY

INTIMATE HANGOUT 34 (4%)

ADULT LETTING

LOOSE

GATHERING

NO FOOD

10_8(1; NSCIOUS 5.4 (6%) 19.7 (22%)

Six power brands
cover 96% of the
market

SNACK

3 . o d .
HEALTHY 19 (2%) 1 (2% A RESPONSI- 1.9 (2%)) | CONNECTING AROUND FOOD 11.0 (13%) Of W h | C h 7 1 A) | re Ctly
MEAL % | BLE FOOD
TIME PAIRING

and 25% via halos

MEAL

Demand Space Beer volume (Mhl & %)

=) Arrows point to DS halo spaces (non-exhaustive)

** To be confirmed with Central Heineken® team

Note: 2019 figures : H E I N E KE N 6
Source: Heineken DCG MX survey 2021, BCG analysis Halo effects non-exhaustive



From ‘Brand Enemies’ to ‘Needs Fulfilment’: optimising portfolio

Tecate Ambar was launched in 2019 to 75 @ BA
compete head to head with

Victoria Ambar in Challenger Regions o
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0.0% ALCOHOL

BEBIDA NO ALCOHOLICA

00%Ale. VoL, | CONT. NET. 355mL

u
0.07 ALCOHOL
DB E C15UMO DE ESTE PRODUCTO ESNOCND P 464

POLARIS — DEMAND MAP

LOW ENERGY

LIFT ME UP

NO FOOD

INSTANT
UNWINDING

SNACK

MY

MY
_ HEALTHY ~ MEAL
S mEAL BREAK

=

Strengthening fit & expanding demand through Innovation

SEGMENT NEEDS

LOW-MID ENERGY

TECATE ORIGINAL

INTIMATE HANGOUT

SAVOR &

DISCONNECT

I SAVORAND ||
[| DISCONNECT

Celebration @

_-—,

S v Expand Tecate presence in
Snacking, as the major activity to
‘DISCONNECT from duties in
Mexico

v’ Credentialise Tecate TASTE with a
great 0.0 brew and build
association with Mexican snacks

v Be an alternative/capture CSDs
consumption (the most often used
beverage for snacking)
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CONSCIOUS|
SNACKING A shared moment in
company of close ones to
disconnect from routine

and ready to enjoy a nice
snack and a good drink

Great Taste

_—_J

Feeling Good @

CONNECTING
AROUND FOOD

RESPONSIBLE
FOOD PAIRING



Polaris-guided portfolio optimization enables growth

(

Corrects overcrowding in high
energy spaces

e Re-balancing of portfolio allows
for pin-pointed coverage with
brands with higher right to win

Higher incrementality
Less internal competition

Focus proposition against DS specifics

Each brand with clear path ahead
Target communication, innovation &
activation to space needs

Limit internal competition

Higher effectiveness
Better external competitiveness

HELE
A 11
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Innovate new propositions to target
unmet needs via expansive growth
platforms

 Identification of spaces with unmet needs
e Innovate full proposition to beat
competitors' weaknesses

Reshaping of the category
Expanding beyond



