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Click to edit Master text styles Our journey 

Operations across seven geographical Zones 
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Anheuser-Busch Storytelling 
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Our 
Better World
dream 
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Our Better World dream 
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• Our stakeholders care about 
responsible drinking, reducing 
environmental impacts and 
supporting communities. 

• Proactively managing these issues is 
also good business: 

• It helps us attract, retain and engage 
great people. 

• It influences the choices consumers 
make around our brands.  

• It helps reduce direct and indirect costs 
and risks to our business. 
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• “To Be the Best Beer Company in a Better World” 

• Better World = Social Responsibility and covers three main 
areas: 

 

 

 

• Zones implement Better World actions taking into account 
individual zone and market needs  

• Great momentum been built over last three years 

 

Responsible Drinking Environment Community 
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Our Better World dream 

Reach 100 million 
adults to help 
parents talk with 
their children about 
underage drinking 

ID-checking 
materials for 
500,000 retailers to 
help prevent 
underage sales  

 

 

Responsible alcohol  
beverage sales 
training for 1 million 
retailers and servers 
 

Reach 500 million 
consumers  
to raise awareness of 
designated driver and 
safe-ride home 
programs 

 

 

300 million USD 
investment in 
responsible drinking 
actions 
 

Engaging employees 
to be responsibility 
ambassadors through 
Global Be(er) 
Responsible Day 
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Our Better World dream 

Global goals achievement 

All results relative to 2009 baseline 

Global goals 
achievement 
Our colleagues 
across more 
than 20 
countries 
helped  
achieve our 
3 year 
environmental 
goals 

Water 
reduction 

 
 
 
 
 
 
 

18.6% 

Energy 
reduction 

 
 
 
 
 
 
 

12% 

Recycling 
 
 
 
 
 
 
 
 

99.2% 

Carbon 
emissions 

 
 
 
 
 
 
 

15.7% 

Through  
our efforts, 
we’re 
creating  
value for  
all our 
stakeholders 

DOWN UP DOWN DOWN 
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Our Better World dream 
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1.  Reduce water risks and improve water management in 100% of our key barley 
growing regions in partnership with local stakeholders 

2.  Engage in watershed protection measures at 100% of facilities located in key 
areas in partnership with local stakeholders  

3. Reduce global water usage to a leading-edge 3.2 hectoliters of water per 
hectoliter of production 

4. Reduce global greenhouse gas emissions per hectoliter of production by 10%, 
including a 15% reduction per hectoliter in China 

5. Reduce global energy use per hectoliter of production by 10% 

6. Reduce packaging materials by 100,000 tons 

7.  Reach a 70% global average of eco-friendly cooler purchases annually 
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Our Better World dream 

~150,000 employees 

More than 21,000 
colleagues volunteered in 
their communities 

Operations in 24 
countries 

3.2 billion USD in wages 
and salaries* 

3.1 billion USD in capital 
expenditures* 

12 billion USD paid  
in excise and income 
taxes* 

129 million USA invested 
in community initiatives* 
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Cartersville Georgia Brewery  
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CARTERSVILLE BREWERY OVERVIEW 

Á July 1988 – Cartersville 
selected for brewery site and 
Ground Breaking 

Á June 1993 – First Shipment 
(4.0 M hl) 

Á July 1997 – Addition of two 
new bottle lines (7.0 M hl) 

Á 2002 – 2004 Brewery 
Productivity Improvements 

Á Floor area is over 900,000 
square feet 

Á Brewery Site is 1,600 acres 

 



©Anheuser-Busch InBev 

CARTERSVILLE BREWERY OVERVIEW 

Utilities 

üHigh Voltage 
electricity fed from 
City of Cartersville 

üWater supplied by 
City of Cartersville 

üSteam generation, 
refrigeration, CO2 
collection, air 
systems 

 

 

Brewing Operation 

üToday, Production exceeds 9.4 M hl/yr 

üMax  Brewing Capacity =   10.6 M hl/yr 

üMax Packaging Capacity = 12.4 M hl/yr 

üBrewery capacity limited by brewhouse 
and NH3 cooling capacity 

üFour bottle lines and three can lines 

üWarehouse Capacity 500K cases –       
220 - 250 truck per day 
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CARTERSVILLE BREWERY OVERVIEW 

• 40 Brands Produced 

• 239 Different SKUs 

• 59.2% Market share in Georgia 

• Cartersville source pattern comprised of 51 wholesalers 

• Areas served include Georgia, Alabama, Florida, 
Tennessee, and South Carolina 

• Specialty products throughout the US 

• Exports to Puerto Rico, Caribbean, China 
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Our Better World Areas of Focus 

Responsible 
Drinking 

Environment Community 
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Responsible Drinking Focus Areas 

• Encouraging responsible  
drinking 

• Preventing drunk driving 

• Preventing underage 
drinking 
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• Helping parents talk with their 
children about underage drinking 

• Programs created by experts in education, 
family counseling, and alcohol treatment 

• Partnerships with NGOs and community 
groups to implement the programs 

• Helping bar, restaurant and store staff 
check and verify valid identification to help 
ensure only legal-age sales 

Underage-Drinking Prevention 
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Our Better World Areas of Focus 

Responsible 
Drinking 

Environment Community 
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In the last 5 years, Cartersville Brewery has 
generated a total of  $6.5 million dollars from 

recycling efforts 
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Recycling Revenue 

Recycling Efforts Have “Paid Off” 
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Cartersville - Recycling 

• Recycle 99.7% of solid waste and byproducts 
 
• Beechwood chips 

• Plastic strapping and stretch wrap 

• Aluminum 

• Glass 

• Cardboard and Office paper 

• Inks and oils 

• Spent grain 

• Spent Yeast 

• Biosolids 

• Pallets 

• Empty containers 
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Cartersville – Water  

 

• Water is the most important ingredient in beer 
and usually an important factor in locating our 
facilities 

• Most water efficient brewery for the fourth 
consecutive year in the A-B InBev system 

• 2012 Cartersville Brewery water usage was 
2.80 hectoliters–the lowest water use of all A-
B InBev breweries in the world! 
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Using Water Efficiently 

• Brewery water use per hectoliter of beer produced 
has been cut by more than 35 percent since 2007 
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Cartersville – Energy 

• Cartersville has reduced energy use by 35 percent since 2007: 

• Heat exchanger , Vapor condenser, Steam accumulator 

• Energy efficient lighting 

• Renewable energy source for more than 10 percent of fuel 
needs 
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Using Energy Efficiently 

• Brewery energy usage per hectoliter of beer 
produced has been reduced by about 35 percent 

since 2007 
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ENERGY USAGE 
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Our Better World Areas of Focus 

Responsible 
Drinking 

Environment Community 
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Partners 

• River Network 
• Donate $150,000 annually to support river and watershed 

conservation projects across the country 
 

• Living Lands & Waters  
• Our support has helped them remove more than 7 million 

pounds of trash from the Mississippi, Illinois, and Ohio Rivers 
since 1999 
 

• Great Lakes Forever  
• Support initiatives and cleanups to preserve the Great Lakes 
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Partners 
• Ocean Conservancy 

• Landshark supports efforts to protect ocean health 
and participates in International Coastal Cleanup Day  
 

• Keep America Beautiful 
• Founding partner in 1953 
• Support public education on the importance of 

recycling and litter prevention 
• Sponsor of America Recycles Day – November 15 

 

• Our Employees 
• Each year, hundreds of AB employees volunteer to 

cleanup watersheds, plant trees, collect recycling, and 
more to improve the environment and communities  
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Water – 
Disaster Relief  

Cartersville Community Examples… 
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• Environmental Ambassadors 

• Lake Allatoona Clean-up 

• Etowah River Basin Clean-up 

• Corporate Lands for Learning 

• Busch Drive Cleanup 

Cartersville Environmental Outreach 
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Environmental Sustainability 

• Facility management system 

üDrives efficient use of 
resources through aggressive 
targets, regular reporting and 
best practice sharing 

üGrow One 

• Partnerships with governments 
to make a difference in our 
communities 

üSignatory of United Nation’s CEO 
Water Mandate 

üSupport annual United Nations 
World Environment Day 

üWatershed projects, river 
cleanups, tree plantings, etc. 

 

Save Water “Beard 
Challenge” 

Etowah River Cleanup 
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Budweiser   

• Watershed Cleanup Projects  

• April – August  

• Invite employees & consumers 

• 20 markets across the U.S. 

• In select markets we are 
rewarding volunteers with tickets 
to the local Budweiser “Made in 
America” Concerts 

• Promote at Budweiser Made In 
America Festival in Philadelphia 
over Labor Day weekend 
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Commitment to Supply Chain Efficiency 

• Responsible Sourcing Program 
being rolled out across all zones 

• Packaging reductions 

• Long history of reductions while 
meeting consumer needs and 
maintaining strict quality standards 

• Eco checklist required as part of 
innovations process 

• Piloting Life Cycle Tool to better 
inform decisions early in the process  

 

 

• 62,000 tons of materials reduced globally in 2011 

• Global reduction target of 100,000 tons by the 
end of 2017 announced in June 
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• Energy: 
• Nearly 1 in 6 of our beers is brewed with renewable fuel 

• Alternative energy sources: biogas, landfill gas, solar and wind 
 

• CO2 Emissions: 
• We’ve reduced our CO2 emissions by 39% since 2008 

 

• Water: 
• Reduced water use by 40% over the last 5 years 

 

• Recycling: 
• Recycle 99.6% of our solid waste in our breweries 

 

• Packaging: 
• 72,982 tons reduced since 2009 

•34 

U.S. Environmental Progress  
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Bud Light Recycling Activation  

• Connect Bud Light – NFL Fans – Recycling  

• 2011 & 2012 – Bud Light Recycling Zone Tour  

• Field goal made from 125,000 crushed Bud Light cans 

• Consumers attempt to kick a field goal for a prize 

• 6-pack recycling collection trailer 

• Leverage America Recycles Day – November 15 
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Better World…We Are ALL Ambassadors 

• We’re parents, too. 

• We drive the same   
highways. 

• We want to protect the 
environment. 

• We are part of the 
solution. 
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To be the  

Best Beer Company  

in a Better World 

www.ab-inbev.com 

 

 

The Journey Continues… 

http://www.ab-inbev.com/
http://www.ab-inbev.com/
http://www.ab-inbev.com/
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BACKUP SLIDE 
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How did we do it? 

Voyager Plant Optimization 

• Disciplined approach for operating a brewing – maintenance, 
logistics, quality, health & safety, environmental 

• Drives efficient use of resources through aggressive targets, 
regular reporting and best practice sharing 

• Engages employees and holds them accountable 

• Facilities are audited and certified (95%) – best performing 
facilities are recognized globally – it’s a big deal 

• Big part of our culture – act like owners, never satisfied, 
performance based compensation 


