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In 2020, the COVID-19 pandemic had
a significant impact on the health,
economy and many other aspects of
our communities. Health and safety
of our colleagues continue to be our
top priority. We are extremely proud
of our colleagues who have been
embracing challenges with resilience
and agility. We also extend our
deepest gratitude to healthcare and
other essential workers who have
been keeping us safe and those in the
science field who have been working
to develop vaccines in record time.

Our top-line performance during the
year was highly sensitive to COVID-19
related restrictions on our sales
channels, especially the premium on-
premise channel where we have a
strong position in our key markets:
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* In China, with the exception of
losses in February through April
2020 mainly due to the COVID-19
impact on the on-premise channel,
our full-year volumes, revenues and
market share grew year-on-year.
As a result of effective commercial
actions, we delivered our highest
summer volumes ever during May
through August 2020, and finished
4Q20 with a volume growth and a
market share gain, despite channel
inventory reduction due to a later
Chinese New Year in 2021. Our
Premium and Super Premium
portfolio followed a similar trend
throughout the year and grew by
mid-single digits in 4Q20.
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* In South Korea, our business
suffered during each of the three
significant waves of the COVID-19
pandemic. We estimate that
majority of our FY20 volume loss
was due to industry decline, and
our FY20 market share loss was
mainly driven by the channel
mix shift during the COVID-19
pandemic, as we have a strong
leadership position in the declining
on-premise channel. We have
adapted our commercial actions
and invested in our innovations
across different price segments
and styles (e.g., Hoegaarden Green
Grape variant, Cass 0.0, Filgood 7)
to accelerate our business recovery.
As a result, in the growing in-home
channel, we grew volumes by mid-
single digits and market share
in FY20 according to Nielsen. In
the on-premise channel, while we
estimate that we lost market share
in FY20, our market share improved
throughout the year with a market
share gain in 4Q20 driven by the
increasing momentum of Cass.

* In India, although the impact of the
COVID-19 pandemic was significant
in FY20, our volumes improved
consistently quarter-over-quarter
after 2Q20. Budweiser became
our biggest brand for the first time
in India. We have also activated
additional strategic initiatives to fuel
the growth of Corona, Hoegaarden
and the Super Premium segment.
The launch of Hoegaarden 0.0, in

addition to our already-available
Budweiser 0.0, led to strong growth
of our non-alcohol portfolio in FY20.

Amid a difficult year of 2020, we
remain committed to our capital
allocation priorities: firstly, invest
in organic growth initiatives;
secondly, pursue strategic inorganic
opportunities; and thirdly, dividend
to our shareholders. We maintained
a strong balance sheet with additional
efficiencies identified in our working
capital and capital expenditures. Our
net cash position increased by 387
million USD as compared to the end
of 2019, to approximately 1.3 billion
USD at the end of 2020. As such,
our recommended dividend per share
increased from 2.63 cents USD in
2019 to 2.83 cents USD in 2020.

Our commitment to Environment,
Social and Governance matters
is stronger than ever. During the
COVID-19 pandemic, we looked for
ways to contribute to the communities
where we operate, including various
support and donations, such as
personal protective equipment and
emergency drinking water. Meanwhile,
we have made significant progress on
our long-term commitments, such as
2025 Sustainability Goals, Community
Engagement programs, Diversity and
Inclusion initiatives, across our key
markets. We are dedicated in building
a company, with sustainable long-
term growth, that positively impacts
our communities.

In FY20, although we faced
extraordinary challenges related to the
COVID-19 pandemic, our colleagues
rose against adversity and supported
the communities where we operate
across Asia Pacific. We are excited
about our business prospects in
China as reinforced by the increasing
momentum since April 2020 and our
strong Chinese New Year campaign
in 2021. In South Korea, amid various
waves of COVID-19 outbreaks, we
grew volumes and market share in
the growing in-home channel in FY20
according to Nielsen and identified
additional efficiencies to minimize the
top-line impact on our profitability.
We are confident in our commercial
plans, supported by a strong
innovation pipeline, to recover and
grow our business in South Korea.
In India, we continue to create value
by accelerating the premiumization
trend and growing the non-alcohol
segment.

Our pan-Asian platform remains
robust through the COVID-19
pandemic, and we are investing in our
strategic priorities and commercial
plans to fuel our future growth across
Asia Pacific.

Carlos Brito
Co-Chair of the Board

e

Jan Craps
Chief Executive Officer and
Co-Chair of the Board
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2020 Key Figures

JWl

. .

More than

FIGURES 50

Brands

Dream-People-
Culture

> 26,000
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; 20 Smart Drinking

nationalities represented
across the company > °
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- Better World Programs
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Distribution Centers

i

Sustainability
Performance 1’22 4

farmers participated in our Agricultural
' Development program

million USD

revenue 1_7%

L J
o reduction in water usage in our breweries
— 23 o 7 /o compared to our baseline year 2017
L J

normalized EBITDA organic growth
In 2020,

81115 53.3%

of our beer volumes were in
returnable packaging

5.83 46.3%

was made of
cents USD recycled content

final dividend per share c—
10.2%

reduction in KgCO,/hl emission compared to our
baseline year 2017

thousand hl beer volumes
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Pan-Asian Brewing Champion
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The year Budweiser was
first brewed

The history of Budweiser Brewing Company APAC
Limited began more than a century ago. We celebrated
a landmark step in our journey when we listed on the
Hong Kong Stock Exchange on 30 September 2019.

Our collection of well-loved brands, talented people,
operational efficiencies, scale, state-of-the-art facilities
and powerful route to market, position us well for long-
term growth and competitiveness.

Sharing our Passion for Beer

We are brewers at heart, positioned to serve the
evolving needs of consumers in Asia Pacific. We
have a broad portfolio of more than 50 brands,
reaching consumers in over 35 countries and
territories across the region.

Our brands are classified into various categories:
Super Premium, Premium, Core+, Core and Value
beers. Each of our beers has its own unique
characteristics, offering every consumer a choice
across multiple occasions and price points.

Each of our brands is part of a broader growth
strategy based on demand, while we continually
innovate our product offerings to address
changing consumer preferences over time. Our
broad brand portfolio not only allows us to expand
in all categories, but also to capture opportunities
from around the region.

Diversified Brand Portfolio

Premiumization
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As part of the AB InBev Group, we are able to
leverage more than 600 years of brewing history.
Our local beers have a long history in the region,
delivering beer lovers a range of choices, each
with its own clearly defined character. Our Harbin
Brewery, for example, produces the oldest beer
brand in China and started fermenting in 1900,
while our Oriental Brewery in South Korea, was
established in 1952. These are just two examples
of how our beers have long been part of the fabric
of local life.

Meanwhile, we remain engaged with our
consumers’ needs and continue to innovate and
renovate our local brands. One example is the
launch of Sedrin Lychee beer in China, infusing
our champion brand with a popular summer fruit,
which was expanded nationwide in 2020.

Our multi-country brands are also popular
across Asia. Globally renowned names, such as
Budweiser, Corona, Stella Artois, Hoegaarden,
Beck’s, Franziskaner and Leffe, are all well-liked.
Plus, a diverse portfolio of craft beers, such as
Goose Island, an acclaimed American craft beer,
Boxing Cat and Hand & Malt.

In 2020, we continued to expand our craft beer
community in Asia. For example, in China, Goose
Island launched a new starter pack for the in-home
channel, including three internationally acclaimed
signature variants and three new variants
developed at our Goose Island brewhouses in
Shanghai and Putian. Meanwhile in India, we
launched our first brewpub, 7Rivers Brewing Co.,
in Bengaluru.

In addition, our portfolio includes a range of no
and low alcohol beer as well as near beer options
to offer consumers more choices for a variety of
occasions. For example, Cass 0.0, Budweiser 0.0,
and Hoegaarden 0.0, just to name a few that we
offer in different markets.

We are all brewers Heritage

Brewing Principles

A &

Stakeholders
We value and address
external stakeholder
perspectives

Passion for beer is We protect the
our life heritage and integrity of
our brands

&

Ingredients
We only select sourced
ingredients that meet
our standards

AN

T

Sustainability
We preserve our
natural resources

Preservatives

We strive for zero
added preservatives

11
(44

Consumer choice
We respect the
consumer desire
for choice

Transparency
We believe in
transparency

L

Quality Freshness
We never compromise Fresh beer
on quality tastes better

—— Part of the

fabric of
local life —
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Pan-Asian Brewing Champion

Capturing the
Premiumization Trend

Asia represents the world’s largest beer
geography, and China is the single largest beer
market globally. Consumers in Asia, like those
around the world, are increasingly looking to trade-
up, and we are leading the fast growing Premium
and Super Premium segments in the region.

For example, in China, we continue to enjoy strong
momentum in premiumization and a leadership
position in Premium and Super Premium
segments. In South Korea and India, we continue
to lead and grow market share in the Premium
segment.

Compared to wine and spirits, beer is at a
relatively early stage of premiumization, presenting
a significant growth opportunity for us today and
in the long-term. We have created a dedicated,
specialized sales organization and developed
specific market channels to maintain our lead
in the popular Premium and Super-Premium

Core & Value segments, which we call the “High End Company”.

With our diverse Premium and Super Premium
portfolio and strong route to market capabilities,
and ability to innovate new products, we are
very well-positioned to leverage this upward shift
in consumer preferences, and continue driving
premiumization across markets, further expanding
our leading position.
Driving Growth in Different Markets

Our strategic, Pan-Asian platform and unique
portfolio of well-loved brands put us in a strong
position to anticipate, shape and cater to the needs
of legal drinking age consumers across markets
at different levels of maturity. When we develop

@000 c0000000000000000000 0

markets, we use our market maturity model. This
is a framework that classifies different markets
against a maturity level and share of beer. As
markets mature, it is expected that beer categories
will evolve, which presents an opportunity for
us to introduce innovations to drive category
growth across different markets based on our
understanding of how markets evolve. In Asia,
markets vary widely, so we offer products to meet

—Leadership
Position —

®00c00cccccsssssoe I

different levels of market maturity to ensure portfolio
growth across the world’s most dynamic, exciting
region.
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Thriving for the Next 100 Years
and Beyond

We are focused on delivering growth through
operational excellence and financial discipline,
ownership and sustainability. We go where consumers
go, because that is where growth is. Our strategies
are formed to ensure that we operate our business in
a sustainable way. We believe our leadership position
and long-term commitment to stakeholders enables
us to further grow our business with a positive impact
on local communities.

Budweiser Brewing Company APAC Limited Annual Report 2020 9



Pan-Asian Brewing Champion

“Bringing people together for a

better world

is our purpose. We are passionate
about empowering and supporting
communities in which we operate.
We believe that when our communities thrive,

A Better World

At Budweiser APAC, we are determined to build
a company to last, and we can only do so with a
healthy environment and thriving communities. We
are firmly committed to creating a better world for
our stakeholders, while also creating value for our
business.

We support the United Nations (‘UN”) Sustainable
Development Goals (“SDGs”) and the UN 2030
Agenda for Sustainable Development. We have placed
a deliberate focus on contributing progress toward the
goals where we can use our scale and partnerships to
drive meaningful positive change.

Sustainability Allows our Business
to Thrive

Sustainability is not only part of our business; it is
our business. Great beer begins with superb natural
ingredients. If the environment is not healthy, we
cannot brew to the quality our consumers demand.
We have made commitments to smart agriculture,
water stewardship, circular packaging, and climate
action. We are contributing to a healthy natural
environment and helping communities thrive.

we thrive.

Through our 2025 Sustainability Goals, we aim to
create measurable positive impact, drive growth and
improve lives across our entire value chain — from
our farmers and retailers to our consumers and their
communities. The Goals focus on four areas across
APAC:

Smart agriculture

By 2025, 100% of our direct H
farmers are skilled, connected and:
financially empowered. :

Water stewardship

By 2025, 100% of our ;
communities in high stress areas
will have measurably improved
water availability and quality.

Circular packaging

By 2025, 100% of our products
will be in packaging that is :
returnable or made from majority
recycled content. H

Climate action

By 2025, 100% or our :
purchased electricity will be from
renewable sources. Carbon :
emissions will be reduced by

25% across our value chain.
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Fostering a Culture of Smart Drinking

We want to ensure that our consumers have a
positive experience each time they consume one of
our beers. As such we are dedicated to promoting
responsible drinking and road safety. This year,
despite disruptions due to the COVID-19 pandemic,
we held our annual Responsible Drinking campaign
across our key markets, either physically (where
possible within the bounds of COVID-19 related safety
restrictions) or online.

We support the World Health Organization target of
reducing the harmful use of alcohol by at least 10%
in every country by 2025, and the UN SDG target 3.5
to strengthen the prevention of harmful use of alcohol
globally. As a company, we have set ambitious Smart
Drinking Goals and invest in innovative programs to
drive real progress to help meet these ambitions.

A Resilient Response

The COVID-19 pandemic propelled the modern world
into unchartered territory in 2020, and in this context,
our culture of ownership, focus on people, and ability
to support our communities became more important
than ever.

Our people are key to our success, and ensuring
their health and safety is always our number one
priority. We have a culture of sharing best practices

across our platform and between markets. During this
period, it allowed us to implement safety measures
and guidelines to help keep our colleagues safe, that
each market was able to tailor to their specific needs
mandated by their respective governments.

We are deeply connected to the local communities
in which we operate, and we believe that if they
thrive, we thrive. As we fight against the COVID-19
pandemic, we strive to be part of the solution.

As such, we proactively worked with our customers
to prepare for a healthy recovery. We deployed “POC
Welcome Kits”, which includes items such as hand
sanitizers, masks, and gloves to help POCs resume
for business while addressing consumers needs for a
more sanitary environment.

We also provided medical supplies and protective
equipment to healthcare workers on the frontline and
charities, and monetary support and clean drinking
water to communities in need. We also used our
prominent market position to leverage our advertising
campaigns to raise funds to support individuals
severely impacted by the pandemic, as well as a
means to amplify positive and uplifting messages.

(pomms R GBIV
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Pan-Asian Brewing Champion

Embracing the Digital Revolution
and Leveraging Trends

We are leaders, and we actively embrace
innovation and digital transformation, while at the
same time leveraging new opportunities to address
change. We have adopted a customer focused,
insight-driven approach to developing product
innovations, such as taste, alcohol content, or
packaging. These enable us to capitalize on
evolving consumer preferences.

The way we apply in-depth, digital, technologies
across the entire organization allows us to
better connect with consumers, customers, and
our employees, as well as forge new routes to
market. This has also improved our efficiency
and encouraged innovations in our production
methods, supply chain management, and overall
operations within the Company.

We have successfully developed capabilities
that have turned consumer insights into product
innovations and marketing campaigns, to not only
address evolving consumer needs, but also create
new occasions to shape and lead consumer
trends in the future.

Our focus on e-commerce is one such example.
We are building more prominent touchpoints for
our beer brands online, to engage with consumers
and address new consumer trends. Our strength
in e-commerce was also more relevant than ever
during the COVID-19 pandemic. We observed
a shift in consumption patterns, primarily as a
result of lockdowns and other social distancing

BUD X HOME
-

Be

?;

restrictions, and we are able to effectively re-
allocate our resources to better engage with our
consumers adapted to the situation in each of our
markets.

For example, Budweiser launched its e-clubbing
program, an online Electronic Dance Music
(EDM) livestreaming platform in collaboration
with Tmall in China, where consumers can enjoy
performances from local DJs while simultaneously
ordering Budweiser online. Harbin also partnered
with e-sports Key Opinion Leaders (KOLs) to host
livestreaming events, during which consumers
could enjoy exciting content and make purchases
in our store on JD.com. In South Korea, “Cass
Blue Playground Connect 2.0”, was organized
as an online interactive music festival this year,
whereas in India, Budweiser 0.0 launched Bud x
Home, a unique live music streaming experience,
bringing together leading musical artists of the
country.

M O —e
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Brew Big, Dream Bigger

Brewing the world’s most loved beers, building iconic
brands and creating meaningful experiences are what
energize and inspire us, and our ten principles are the
driving force behind our culture that makes this possible.
Built on ownership, informality, candor, transparency and
meritocracy, our principles allow us to work together to
achieve a level of consistency in the way we do things
while respecting local cultures.

We dream big. We are
building a profitable, growth
company.

Our greatest strength is
our people. Great people
i grow at the pace of their
talent and are rewarded
accordingly. Great people
deliver and transform.

Culture aw

We are a company of
owners. Owners take

results personally and
lead by example.

(@)

)

We believe in common
sense and simplicity.

We operate with excellence
and efficiency in all we

do, always having our
customers and consumers
in mind.

=
O)

We are never completely

satisfied with our results.

We embrace change, take
smart risks and learn from
our mistakes.

(O)
Z

We manage our costs
tightly to free up
resources that will
support profitable top
line growth.

OUR
PURPOSE

Bringing people
together for a
better world

We recruit, develop and
retain people who can be
better than ourselves.
We are measured by the
quality and diversity of our
teams.

=1
//

We strive to be the best
at serving and partnering
with our customers, who
are the gateway to our
consumers.

The consumer is our
boss. We go where
consumers go, because
that is where growth is.

ale

\Y)

We never take shortcuts.
Integrity, hard work, quality
and responsibility are key to
building our company and
our reputation.

Budweiser Brewing Company APAC Limited Annual Report 2020




Management Discussion and Analysis

_—

To facilitate the understanding of our underlying
performance, this section includes organic and normalized
numbers.

The term “organic” means the financials are analyzed
eliminating the impact of changes in currencies on
translation of foreign operations and scope changes.

Scope changes represent the impact of acquisitions and
divestitures, the start or termination of activities or the
transfer of activities between segments, curtailment gains
and losses and year-over-year changes in accounting
estimates and other assumptions that management does
not consider part of the underlying performance of the
business.

14 Budweiser Brewing Company APAC Limited Annual Report 2020
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Whenever presented in this document, all performance
measures (EBITDA, EBIT, profit, tax rate, EPS) are
presented on a “normalized” basis, which means
they are presented before non-recurring items, unless
otherwise indicated. Non-recurring items are either
income or expenses which do not occur regularly as part
of our normal activities. Please refer to Note 7 to the
consolidated financial statements for details of the items
excluded. They are presented separately because they
are important for the understanding of our underlying
sustainable performance due to their size or nature.
Normalized measures are additional measures used
by management and should not replace the measures
determined in accordance with IFRS as an indicator of our
performance, but rather should be used in conjunction
with the most directly comparable IFRS measures.

Except where otherwise stated, the commentary from
revenue to profit from operations before non-recurring
items in “Business Review” and “Review of Results of
Operations for FY20, Including Commentary on 4Q20"
below is based on organic growth figures and 2020
results to 2019 results. The percentage change reflects
the improvement (or worsening) of results for the period
compared to the prior period.

Values in the figures may not add up, due to rounding.



Major line items in our consolidated performance

The table below sets out our consolidated performance for the years ended 31 December 2020 and 31 December 2019:

Organic
FY20 FY19 growth

Figure 1. Consolidated performance (million USD)

Total volumes (thousand his) 81,115 93,168 -12.1%
Revenue 5,588 6,546 -12.4%
Gross profit 2,907 3,488 -14.4%
Gross margin 52.0% 53.3% -124 bps
Normalized EBITDA 1,584 2,121 -23.7%
Normalized EBITDA margin 28.3% 32.4% -427 bps
Normalized EBIT 937 1,466 -34.1%
Normalized EBIT margin 16.8% 22.4% -570 bps
Profit attributable to equity holders of Budweiser APAC 514 898
Normalized profit attributable to equity holders

of Budweiser APAC 557 994
Earnings per share (cent USD) 3.89 7.50
Adjusted earnings per share (cent USD) 4.21 7.52

To facilitate the understanding of our underlying performance and the analyses of organic growth, the following table
provides additional information on the calculation of organic growth figures:

Currency Organic Organic
Budweiser APAC FY19 Scope Translation Growth Growth

Total volumes (thousand hls) 93,168 (865) - (11,188) 81,115 -12.1%
Revenue 6,546 (87) (66) (805) 5,588 -12.4%
Cost of sales (3,058) 42 32 303 (2,681) 10.1%
Gross profit 3,488 (45) (34) (502) 2,907 -14.4%
Normalized EBIT 1,466 (8) (12) (509) 937 -34.1%
Normalized EBITDA 2,121 (8) (20) (509) 1,584 -23.7%
Normalized EBITDA margin 32.4% 28.3% -427 bps
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Management Discussion and Analysis

Business Review

In FY20, our commercial performance was impacted by
the COVID-19 related restrictions on the sales channels,
especially the premium on-premise channel where we have
a strong position in our key markets.

Although the performance of our business varied by
country as they went through different stages of the
COVID-19 pandemic, our pan-Asian platform remains
robust and we are investing in our strategic priorities and
commercial plans to fuel our future growth across Asia
Pacific.

APAC West

In FY20, our revenue in the APAC West region declined by
13.3%, resulting in a 14.5% decline on a reported basis
after including currency impacts and scope changes. The
organic revenue decline was driven by a volume decline of
12.4% and a revenue per hl decline of 1.0%. Normalized
EBITDA declined by 24.8% in FY20.

In 4Q20, revenue grew by 0.2% driven by a 1.0% increase
in revenue per hl, partially offset by a volume decline of
0.8%. Normalized EBITDA declined 7.7%, mainly driven by
a challenging comparable of Other Operating Income (OQOlI)
in 4Q19.

China

In FY20, our revenue in China declined by 11.0% driven by
a volume decline of 10.0% and revenue per hl decline of
1.1%. Normalized EBITDA declined by 20.1%. Our results
during February through April 2020, when COVID-19
related restrictions were the toughest on the premium
on-premise channel, represented over 100% of the decline
in our FY20 volumes, revenues and normalized EBITDA.

In 4Q20, we delivered volume growth of 0.9% despite
channel inventory reduction due to a later Chinese New
Year in 2021. Our revenue grew by 1.3% and revenue
per hl grew by 0.4%, driven by continued premiumization
partially offset by the negative impact from channel
inventory reduction. Normalized EBITDA declined by 6.9%,
driven by higher commercial investments in 4Q20 and a
challenging comparable of OOl in 4Q19.

16 Budweiser Brewing Company APAC Limited Annual Report 2020

While we lost substantial market share between February
and April 2020 mainly due to the COVID-19 impact on
the on-premise channel, we recovered swiftly through
our effective commercial actions and resource allocation.
We consistently gained market share in each subsequent
quarter, especially in 4Q20 with an estimated market share
gain of 140 bps. As a result, we significantly reduced the
FY20 market share loss to 55 bps.

We continued to invest in our commercial strategies:
Premiumization, Commercial Expansion and Digital
Transformation, to accelerate business recovery and seed
future growth opportunities:

° Premiumization: Our Premium portfolio, led by
Budweiser, grew by mid-single digits in 4Q20.
Leveraging our partnership with Lionel Messi, we
launched customized social media contents and
creative trade activations for the Chinese fans to
celebrate his record-breaking goal scoring moment
with Budweiser. Our Premium variant of Harbin,
Harbin 1900, also had a strong quarter as we
celebrated the 120-year heritage of this oldest beer
brand in China.

Our Super Premium portfolio showed a strong
performance in 4Q20. We estimate that Corona
remained the #1 Super Premium beer brand by
value and Hoegaarden the #1 Wheat beer brand in
FY20. Blue Girl continued its strong momentum and
grew by double digits in FY20. We strengthened
our brands by creating memorable experiences for
our consumers, such as Corona Sunset Festival,
Hoegaarden Mid-Autumn Festival and Stella Artois
Christmas Gala. In addition, our Craft portfolio grew
by high single digits in FY20, with an accelerated,
strong double-digit growth in 4Q20.

In adjacencies, we are piloting various innovations,
such as Mike's Hard Lemonade, to set the stage for
further premiumization.



° Commercial Expansion: In the important in-home
channel, we grew market share in 4Q20 and
FY20 according to Nielsen. Our customized trade
programs, such as consumer loyalty program and
cross-category promotions, continued to drive
strong performance especially in key accounts. In
e-commerce, we continued our double digit volume
growth and gained market share, leading the beer
category with more than twice the market share
of the next brewer, in FY20 according to Nielsen.
We have been leveraging this channel to increase
visibility of our brands and launch innovation
products.

o Digital Transformation: As a consumer-focused,
insights-driven company, we strive to understand the
values, lifestyles and preferences of consumers today
and predict how they may evolve in the future. More
than ever, we are investing in data and technology
to expand our competitive advantage in the fast-
growing digital space. BUD SPACE, our omni-
channel digital consumer loyalty program, has been
one of our strategic initiatives to build even stronger
connections directly with consumers and fuel our
top-line growth. In 2020, the number of repeated
users of BUD SPACE increased month-over-month
and reached 13 million Budweiser consumers by the
end of the year. DraftLine, our in-house marketing
agency, analyzed consumer sentiment and identified
consumer trends in each market, to develop effective
brand messages and deliver them to specific
audiences. This analysis has enabled us to be more
agile, relevant and cost-effective with our marketing
campaigns, even with the fluid market conditions as
a result of the COVID-19 pandemic.

India

Although the impact of the COVID-19 pandemic was
significant in FY20, our volumes improved consistently
quarter-over-quarter after 2Q20. In 4Q20, several states
reversed the COVID-19 Cess, while restrictions on the
on-premise channel were also being eased.

Amid the challenging environment, we estimate that
Budweiser continued to grow market share in FY20 and
became our biggest brand for the first time in India. We
have also activated additional strategic initiatives to fuel the
growth of Corona, Hoegaarden and the Super Premium
segment. The launch of Hoegaarden 0.0, in addition to our
already-available Budweiser 0.0, led to strong growth of
our non-alcohol portfolio in FY20.

APAC East

In FY20, our revenue in the APAC East region declined
by 9.0%, resulting in a 15.2% decline on a reported basis
after including currency impacts and scope changes. The
organic revenue decline was driven by a volume decline of
10.5%, partially offset by revenue per hl growth of 1.7%.
Normalized EBITDA declined by 19.3%.

In 4Q20, revenue declined by 7.6%, driven by a volume
decline of 11.6%, partially offset by a revenue per hl
growth of 4.4% mainly driven by favorable channel mix
in South Korea. Normalized EBITDA grew by 11.7% as a
result of additional cost efficiencies to minimize the top-
line impact on our profitability, coupled with a favorable
comparable in 4Q19.

South Korea

In 4Q20, South Korea experienced the most serious wave
of the COVID-19 outbreak, which resulted in the toughest
restrictions implemented to date. As a result, industry
declined by double digits.

We estimate that our total market share declined by
approximately 220 bps in FY20, more than half of which
was driven by channel mix shift mainly resulting from the
COVID-19 pandemic. We have adapted our commercial
actions and invested in our innovations. As a result, in
the growing in-home channel, we grew market share
year-over-year in FY20 according to Nielsen. In the
on-premise channel, while we estimate that we lost market
share in FY20, our market share improved throughout
the year with a market share gain in 4Q20 driven by the
increasing momentum of Cass.

In 4Q20, our Cass campaigns with EXO-SC, members
from an influential K-pop band, elevated Cass’ energetic
and innovative brand image among young adults above
the legal drinking age. We also launched Cass 0.0 in the
in-home channel, including e-commerce, so consumers
can experience our non-alcohol innovation on more
occasions. In February 2021, we rolled out a national
launch of HANMAC, our classic lager innovation made with
100% high-quality domestic rice, following successful pilot
results in 2020. We are confident in our commercial plans
and innovations for Cass and our Core portfolio overall, to
capture future growth opportunities.

We continued to lead the Premium segment and grow
market share in FY20 according to our estimates. In the
growing Happoshu segment, we estimate that we grew
volumes and market share once again in 4Q20 and FY20.
We continue to leverage our full portfolio to address
consumer needs on different occasions across our sales
channels.
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Management Discussion and Analysis

Review of Results of Operations for
FY20, Including Commentary on 4Q20

The tables below in this section present our results of
operations on an organic basis and the related comments
are based on organic numbers.

Volumes

Our volumes decreased by 12.1% in FY20. In the fourth
quarter of 2020 (4Q20), our volumes decreased by 2.6%
as growth in China was offset by the continued impact
from the COVID-19 pandemic in South Korea and India.

Revenue

Our revenue declined by 12.4%, with revenue per hl
declining by 0.3% in FY20. In 4Q20, revenue declined
by 1.6% while revenue per hl grew by 1.1%, driven by
revenue per hl growth across our key markets, partially
offset by country mix.

Cost of sales (CoS)
Our cost of sales decreased by 10.1%, but increased by

2.3% on a per hl basis in FY20. In 4Q20, CoS decreased
by 2.5% and remained stable on a per hl basis.

SG&A

Savings in SG&A in FY20 was a result of additional cost
efficiencies identified throughout the year. In 4Q20, SG&A
declined as the higher commercial investments in China
was more than offset by savings in South Korea and India.

Other operating income

Our other operating income decreased by 35.7% in FY20,
was primarily driven by lower asset divestments.

Please refer to the table in Note 6 to the consolidated
financial statements of this annual report for additional
details related to our other operating income.
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Profit from operations before non-recurring items
(Normalized EBIT)

Our normalized EBIT decreased by 34.1% in FY20 and
14.0% in 4Q20.

Profit from operations

Profit attributable to equity holders of the Company
decreased from 898 million US dollar in FY19 to 514
million US dollar in FY20, as our normalized EBIT declined
coupled with the decreased tax expenses.

Non-IFRS Financial Measures

Normalized EBITDA

Normalized EBITDA decreased by 23.7% with a lower
normalized EBITDA margin of 28.3% in FY20. In 4Q20,
normalized EBITDA decreased by 3.6% with a normalized
EBITDA margin of 23.8%, mainly driven by a higher
comparable of other operating income in 4Q19 in APAC
West, partially offset by the double-digit normalized
EBITDA growth in APAC East.

Normalized EBITDA is a key financial measure regularly
monitored by management in managing our performance,
capital and funding structure. Normalized EBITDA is
calculated by excluding the following effects from profit
attributable to equity holders of Budweiser APAC: (i)
non-controlling interests; (ii) income tax expense; (iii)
share of results of associates; (iv) net finance cost; (v)
non-recurring net finance cost; (vi) non-recurring items
above EBIT (including non-recurring costs) and (vii)
depreciation, amortization and impairment.

Normalized EBITDA and normalized EBIT are not
accounting measures under IFRS and should not be
considered as an alternative to profit attributable to equity
holders of Budweiser APAC as a measure of operational
performance, or an alternative to cash flow as a measure
of liquidity. Normalized EBITDA and normalized EBIT do
not have a standard calculation method and our definition
of normalized EBITDA and normalized EBIT may not be
comparable to that of other companies.

Please refer to the table in Note 5 to the consolidated
financial statements of this annual report for details of the
reconciliation between profit attributable to equity holders
of Budweiser APAC and normalized EBITDA.



Non-recurring items

Non-recurring items are items that, in our management’s
judgment, need to be disclosed by virtue of their size or
incidence in order to provide a proper understanding of
our consolidated financial statements.

We incurred costs of 7 million US dollar that were
costs related to personal protection equipment for our
colleagues, charitable donations and other costs incurred
as a direct consequence of the COVID-19 pandemic.

We incurred costs associated with the Listing in FY19, of
which 67 million US dollar was reported as non-recurring
items and 61 million US dollar was capitalized. The credit
in FY20 represents excess accruals for listing costs
released during the year.

The non-recurring restructuring charges primarily relate to
organizational alignments. These changes aim to eliminate
overlapping organizations or duplicated processes, taking
into account the right match of employee profiles with
the new organizational requirements. These one-time
expenses, as a result of the series of decisions, provide
the Group with a lower cost base in addition to a
stronger focus on the Group’s core activities, quicker
decision-making and improvements to efficiency, service
and quality.

The finance cost of loans with AB InBev of 17 million US
dollar for FY19 was included in non-recurring finance cost.
These loans were settled prior to or upon Listing.

Please refer to the table in Note 7 of the consolidated
financial statements of this annual report for the
components of non-recurring items and their overall
impact on our profit from operations in FY20 and FY19.

Income tax expense

During FY20, two of our subsidiaries were subject to
tax audits and investigation by the local tax authorities.
Oriental Brewery Co., Ltd. in South Korea, received a
tax audit covering all taxable items of the subsidiary from
2014 through 2018. Investigation by the local tax authority
was completed by the end of the reporting period and
the resulting assessment was included in the income tax
expense in FY20. Anheuser-Busch InBev China Co., Ltd.
in China received an investigation on transfer pricing of
transactions from 2010 through 2019. The investigation
is on-going at the end of the reporting period and the
relevant provision was included in the income tax expense
in FY20.

Normalized ETR was 39.0% in FY20 compared to 32.3%
in FY19, primarily driven by the impact of dividend
with