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This presentationookichgdetsatod memwtas@ wi th respect to cert eadtons of

relating to its future financi al condition, perf or maneeeiiamtde m k&
festi mateodo, fAexpecto and words of similar meaning. Al |presentaidne me r
including, without | imitation, those regarding the Compnagements f i

for future operations (including development plans and odbjecti v
looking statements. Such forward-looking statements involve known and unknown risks, uncertainties and other important factors that

could cause the actual results, performance or achievements of the Company to be materially different from future results,

performance or achievements expressed or implied by such forward-looking statements. Such forward-looking statements are based

on numerous assumptions regarding the Companyds present and fut
Company will operate in the future. These forward-looking statements speak only as at the date of this document. The Company

expressly disclaims any obligation or undertaking to disseminate any updates or revisions to any forward-looking statements contained
herein to reflect any change in the Companyds expectat i otamses wi t h
on which any such statement is based. The past business and financial performance of SABMiller plc is not to be relied on as an

indication of its future performance.

All references to AEBI TAO in this presentation refer ludmg ear ni ng
software) and exceptional it ems. EBI TA also includes t hbasisgr our
Al l references to fAorganico mean as adjusted to excl udastahthe i mg
currencyo mean as adjusted to exclude the impact of movesuisnts i

References to Aunderlyingd mean in organic, constant currency.



One of the worl dos Iarges’_
beverage volumes of 321 mHL

iy

Group net producers revenue* of $27 billion
EBITA* of $6.5 billion
72% of EBITA from developing economies**

95% of lager volumes from No. 1 or 2 market
share positions

Strategic partnerships with Castel, CRE, Efes and
the Coca-Cola Company; joint venture with
Molson Coors in the US
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** Including attributable share of associates and joint ventures for the twelve months to September 20,
** F14



Key metrics Africa (ex. SA) growth, % (reported basis) ™% Lagervol. [ Revenue [ EBITA

Total volumes
(318 mHL)*?

Il Africa & SA 20%
13% I Latin America
[ Europe 14% 13%

North America*
I Asia Pacific

18%

Group EBITA
(86.4 br): | 12%?

1. As at 31 March 2014; *Excludes contract brewing, incl. soft drinks and other alcohol beverages; **Before corporate costs, excludes Hotels SA and exceptional items

Group NPR
($26.7 bn)t

South Africa growth, % (reported basis)

21%
17%

.50, -4%
-119% "9%

F11 F12 F13 F14
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Jonathan Kirby (1992)

2011 Financial Director i SABMiller Africa
1998 Financial Director i SABMiller A&A
1995 Financial Director i KBL Botswana
1992 Joined SABMiller Africa
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Mark Bowman (1993)

2007 Managing Director T SABMiller Africa
2006 Managing Director 1T SABMiller Poland
2003 Managing Director T ABI

1993 Joined SAB Ltd.
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Falling crude price hits prospects for east
Africa ft. com > world >

WAL A A

LOW OIL PRICE MAY AFFECT AFRICAN

PROJECTS

WAL A A

BEE Nigeria election: Vote delay 'a setback for

NRAD democracy'

WAL A A

Rand falls victim to dollar strength
BusinessDav

i
¢
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Oil price movements have
positive and negative
impacts

GDP maintains momentum
Evidence of diversifying
economies

Strong US$ remains a high
probability



The Africa growth fundamentals are compelling

2015 Annual growth A young and fast growing consumer base
% Number of people, millions

70+ 7.4 I Female
65-69

60-64
55-59
50-54
45-49
40-44
35-39
30-34
25-29
20-24
15-19

10-14
9l beer PCC 66.5 5.9

(vs. global average of 45l) 76.2

Population growth

GDP/capita growth (a
developing middle class)

Increase in urbanisation

Source: Canback and Co, United Nations and Plato Logic
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Il ng power f ul | oc al and regi

Regional brands

CASTLE

—

UQFREWUM LAGIH"(V’
2y P
SN
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With Castel, we are strongly positioned across Africa

Market position
Beer vol

ume s hareé

éwi t h o u-beveragd porifolio
90 mHL, %

#1 player
#2 player

#3 player

© SABMiller 2014
MILLER
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B Soft drinks | Spirits
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Expansion underway

Ghana upgrade\

- S
M:‘.._% _ .

—

Commissioningune 15

Commissioned 2013



POPSN

2

Mozambique Tanzania Uganda Zambia
2000: 5 litres per capita 2000: 6 litres per capita 2000: 5 litres per capita 2000: 5 litres per capita

2014: 10 litres per capita 2014: 9 litres per capita 2014: 11 litres per capita 2014: 9 litres per capita

+92% +61% +116% +/0%



Africa growth (key metrics) F1071 F14
F10 index = 100, Constant currency CAGR

170 -
13.2%

160 -
150 -
140 - 9.0%
130 -

120 - —9 4.5%

110 -

100

F10 F11 F12 F13 F14
—*—Lagervolume —+*—Net Producer6seEBReRvenue
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ublo the price of beer
Go Far m/’@
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SABMiller Group strategic choices

1. Drive topline growth

2. Liberate resources to win in market
and reduce costs in an integrated
organisation

3. Shape global footprint to contribute
to growth




CASTEL

Castel 0 a partnership for Africa

Shape footprint to . o )
contribute to growth ~ SABMiller and Castel footprint in Africa

[1 SABMiller
M Castel
[F] SABMiller associate
[ SABMiller/Castel

© SABMiller 2014 Quarterly Divisional Seminar Series | Africa | March 2015 16

A Collectively in 38 markets

/A More than $200m incremental EBITA
post alignment of Nigeria and
Angola operations

A Enduring partnership




:""‘COCA-COLA BEVERAGES AFRICA

Creating the largest African Coke bottler

Shape footprint to _ _
contribute to growth Coca-Cola Beverages Africa (CCBA) overview

A Investment to accelerate 40%
CSD growth ‘ Coke volumes in Africa

A Close alignment with N
‘ 10th largest bottler,

The Coca-Cola '
Company . ‘f ‘
* " globally

/\ Castel are Coca-Cola
bottlers in a further 14 §
markets ' ? '
d

8 CCBA post completion lv

$2.9bn

M Castel Proforma revenue
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-~ SPIRITS

We believe mainstream spirits present an opportunity

Shape footprint to

contribute to growth Mainstream spirits expansion
A\ Fast growing Price index
category >300
. L. . SABMiller
A Participate in Focus
formalising the
100

spirits industry

| Also beneficial
for the beer
category <60

| Existing market
New markets

© SABMiller 2014 Quarterly Divisional Seminar Series | Africa | March 2015 18
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~ SPIRITS

Konyagi : building a mainstream spirits brand

Shape footprint to
contribute to grOWth Annu al VOI Ume, mition unit cases

/A Recognised as the truly Tanzanian spirit,
OTleirit of the Nat i3m0

A Exported to 5 countries 55 | (+25%)
2.0
1.5 -
1.0

0.5

F10 F11 F12 F13 F14 F15e
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AFRICA AND SOUTH AFRICA INTEGRATION

Liberate resources
and reduce costs

Leveraging SA scale for
Africabdbs benef.i

Cost synergies

£ R4 »
¥
i A} ) "w
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AFRICA AND SOUTH AFRICA INTEGRATION

Liberate resources

and reduce costs Castle brands

% of beer portfolio

Rest of Portfolio
I Castle brands

¥ |

§

/L

‘g e 70%

17

F10 F14

Innovating with Castle
Recent innovations

Growing

~1.2 X

faster
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AFRICA AND SOUTH AFRICA INTEGRATION

Creating value through integration

Liberate resources
and reduce costs

Integrated Maltings & agriculture programmes

Southern African grid opportunity

$120m

Investment in Zambia and
SA Maltings expansion

~75%
Local sourcing of
grains and adjuncts

B Local maltings

ABusiness unit to manage al
A Improved capability to lower local malt costs
A Expand local grain agricultural programmes

© SABMiller 2014 Quarterly Divisional Seminar Series | Africa | March 2015
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z??ff//’EFFlClENmE_S o _
~ Focusing on efficiency gains

Liberate resources
and reduce costs Total costs

% NPR

78%

/\ Global Business Services
A End-to-end Supply Chain

/A Regional procurement
centre

A Integrated Africa/South
Africa synergies

F10
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DEVELOPING OUR PEOPLE

People: building capability, operating at global standards

Mbeya Brewery, Tanzania

/A Commissioned in 2012, situated in a remote
location in rural Tanzania

A Local staff recruited and trained as artisans
and managers

Al mpl ementation of O6SA

/A Robust performance management processes

#1

brewery in
manufacturing efficiency
in SABMiller globally

© SABMiller 2014 Quarterly Divisional Seminar Series | Africa | March 2015 24



PROSPER

A Thriving World A Sociable World
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Enterprise development  Alcohol
responsibility

fKickstarto programmes

Retailer development

A Resilient World

-

(

Water partnerships

Recycling of post-
consumer waste

A Productive World

A
&
Farming

Small-holder

Barley farming



FARMING

Development of economically viable small-holder J“LIE I
famers TARWIREI]

On-going development of sorghum and maize o A Muanesi
.. . THANKS YOU
Innovation in use of cassava in beer FOR DRINKING

Extension services to fund inputs and improve
yields

Partnering with NGOs and local farmer
cooperatives

80,000

Farmers within our N
value chain NATURALLY GROWN.

LOCALLY BREWED.




6URPQRTFOUO ) )
A diverse and growing portfolio
Drive topline growth Extending
refreshment
occasions

Ensuring Improving
affordability pfemium mi
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Growth levers to address consumer needs




Film: Understanding local consumers in Africa

§Iﬁ§; © SABMiller 2014



Our portfolio of products is designed to meet consumer needs

Unlocking aspirations of the

middle class

Tapping into local pride

Increasing access to formal
alcoholic beverages

© SABMiller 2014
MILLER

Premium beer

Mainstream beer
and spirits

Affordable &
commercial
opaque beer

Homemade brews

and local spirits

>$1.20

<$0.50
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