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Our ambition is 
clear 

 

To create the best 
performing, most trusted 
and respected consumer 

products company in Africa 

Since 1922… 

 Strengthen and accelerate our premium core brands 

Win in reserve in every market 

 Innovate at scale to meet new consumer needs 

 Build and then constantly extend our advantage in route to 
consumer 

 Drive out cost to constantly invest in growth 

 Guarantee our plans with the right people and capabilities 



KES ‘m’ vs LY 

Net Sales 64,420 +6% 

Cost of Sales +6% 

Gross Profit +6% 

Profit After Tax 9,575 +40% 

Underlying Profit growth +16% 

 

Good top line performance with 
strong profit growth 
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Contribution 
to Overall 

EABL 

FY 
Growth(KES) 

FY 
Growth(Local 

currency) 
Key Brands 

KENYA 61% +3% +3% 

UGANDA 
 18% +4% +7% 

TANZANIA 
 11% -2% +2% 

EABLi 10% +53% +48% 

Total 
EABL 100% +6% 

Underlying growth in all 
four markets 
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Premium RTD’s Mainstream Emerging 

Beer & 
RTDs +17% +70% -2% -2% 

Growth in 6 out of 8 categories 

7 

Reserve Premium Mainstream Emerging 

Spirits +71% +31% +9% +32% 

http://www.google.co.uk/imgres?imgurl=http://www.afritickets.com/common/files/news/918/enlarge_SNAPP COMMERCIAL.jpg&imgrefurl=http://www.afritickets.com/site/news/918/SNAPP--the-number-one-drink-for-ladies-(Watch-the-Commercial)/&h=427&w=202&sz=15&tbnid=B_zMCMcIb59iYM:&tbnh=93&tbnw=44&zoom=1&usg=__UgOfRL7daMnxV_d84IQK4hJM8CE=&docid=cxphxkq46PuxnM&sa=X&ei=9Vb_UbuMGMmVO5bagagM&ved=0CDUQ9QEwAg


New Tusker 
Lite pack 
well received 

Reserve 
brands 
healthy 
growth 

New Tusker 
campaign 
launched 

Kenya
+3% 

 Excluding Senator NSV +6% 

 Premium beer NSV grew by 
14%  mainly due  to Guinness  
and Tusker Lite 

 All Spirits categories recorded 
growth 

 Growth in RTD category at 
98% driven by Smirnoff 
Guarana 

Strong growth across 
spirits, premium beer and 
RTD’s 



Innovation driven by 
the Waragi Sachet 
and new Senator 
Stout 

Bell Lager introduced 
new consumer 
campaign – 
‘Bellistic’ Friday 

Growth based 
on local 
currency 

+7% 

Building momentum Uganda
+4% 

 NSV grew by 7% in local 
currency.  

 Double digits growth of 
Premium beer 

 Strong Waragi  
performance 

 Strong Reserve 
performance 

 Improving H2 performance 
on Bell 
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Reserve 
brands 
rapid growth 

Kibo Gold volumes up 

+++ 

Gaining traction in a 
challenging market 

Tanzania 
-2% 

 NSV grew by 2% at local 
currency.  

 Strong growth in emerging 
beer driven by Kibo Gold 
Lager  

 Work required to 
strengthen Serengeti 
Lager 

 Rapid growth in Reserve 
and International 
Premium Spirits 

 Successful launch of Jebel 
Coconut 
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Growth based 
on local 
currency 

+2% 



Currency 
challenges in H2 

$ 

Progress in Rwanda, 
South Sudan is tough 

EABLi 
+53% 

 Performance in South 
Sudan slowed in H2 due to 
lack of US dollars 

 Political instability in 
Burundi 

 Progress in Rwanda 

 Strong performance of 
spirits 
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We continue to invest in our 
future growth 

CAPEX  

 Total F15 investment of KES 4.9bn 

• KBL stand by power 

• In Uganda, effluent treatment plant upgrade 

• Beer brewing efficiency 

Drive out Costs 

 Local sourcing 

 Driving up OEE’s 

 Increasing productivity across all functions and 
investments 
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Route to Consumer delivering 
deeper brand availability 

 12,000 additional direct outlet calls 

 Over 1000 newly licensed outlets in Kenya 
 

 Distributor transformation in Kenya and 
Uganda 

 Driving outlet standards through use of sales 
force automation 

 Increased use of incentives and rewards 



Sustainability 

  Diversity & Inclusiveness 
at the heart of our business 
Values 

  Amazing Line Manager 
programme- +400 
participants 

  Water Conservation 
initiatives 

  Local Raw Material 
sourcing 

 Tackling under age 
drinking 

Our investment in people and  
communities underpins our business 
objectives 

#1  
in Africa for number 
of women on the 
Board 

9,600  

Retail staff trained 
on responsible 
retailing of alcohol 
beverages 

320,000 
Additional Residents 
with clean and safe 
water across East 
Africa 
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F15 Highlights 

 Strong performance of Guinness 

 Significant progress in Reserve and Premium spirits 

 Many successful innovations: Smirnoff Ice Guarana, 
Senator Stout, Liberty, Platinum Serengeti Lager, Jebel 
Special, Jebel Gold, Jebel Coconut and Orijin.  

 Culture transformation programme underway: Focus; 
Delivery; Improvement; Teamwork 

 Route to consumer transformation progress 
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Many successes across the year 



Focus areas for F16 

Opportunities for further growth 

 Accelerate volume growth 

 Strengthen our mainstream beer brands 

 Drive productivity 

 Hedging East Africa currencies 

 Further improvements in Working capital management 
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Thank You 
Please hold the questions to the end 
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Tracey Barnes     
Group Finance 
Director 

FINANCIAL 
PERFORMANCE 



KES ‘m’ vs LY 

Net Sales 64,420 +6% 

Cost of Sales +6% 

Gross Profit +6% 

Profit After Tax 9,575 +40% 

Good top and bottom line 
performance in F15 
 



Spirits growth is running faster than 
beer 

 Spirits grew by 31% across 
the region 
 

 Beer grew by 4% mainly 
driven by premium and 
value category.  

 Growth in RTD at 70% 
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30-Jun-15 
KES ’m’ 

30-Jun-14 
KES ’m’ 

vs LY 

Net Sales 64,420 60,749 +6% 



Drive out costs helped to mitigate 
impact of inflation in cost of sales 

  Local sourcing of raw and 
packaging materials 
 

  Utilities usage reduction 
 

  Improvement on waste 
levels, utility usage and 
product quality 
 

  Development of local 
spirits suppliers  
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30-Jun-15 
KES ’m’ 

30-Jun-14 
KES ’m’ 

vs LY 

Cost of Sales (32,389) (30,587) +6% 



Investment in our brands and 
overheads management supported 
growth 

 Selling and Distribution 
costs are 5% above last 
year 

 Administrative expenses 
improved by 16% 
benefitting from last year’s 
re-organisation 

 

 Other income/ expenses 
includes sale of land  and FX 
losses 
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30-Jun-15 
KES ’m’ 

30-Jun-14 
KES ’m’ 

vs LY 

Selling and 
Distribution 

(6,038) (5,761) +5% 

Administrative 
expenses 

(7,871) (9,330) -16% 

Other income/ 
expenses 

104 (422) -125% 



Decreased our finance cost and 
reduced the effective tax rate 

 Total group borrowings 
decreased by KES 2.8bn. 

 Issued medium term loan of 
KES 5bn 

 Net reduction in average 
interest costs to 11.4% 

 Reduced effective tax rate 
to 32.6% 

23 

30-Jun-15 
KES ’m’ 

30-Jun-14 
KES ’m’ 

vs LY 

Finance cost (4,074) (4,259) -4% 

Income tax 
expense 

(4,616) (3,541) +30% 



We are disposing Central Glass 
Industries to focus on our core business 
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30-Jun-15 
KES ’m’ 

30-Jun-14 
KES ’m’ 

vs LY 

Profit after Taxation 9,535 6,849 39% 

Profit from discontinued operations 40 10 

Profit for the year 9,575 6,859 40% 

Non Controlling interest (623) (360) 73% 

Profit attributable to Equity holders 8,952 6,499 38% 



Proposed Dividends KES/Share 

Final Dividend 6.0 

Proposed dividends 
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Q & A Session 
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Cautionary statement concerning forward-looking statements  
  
This presentation contains ‘forward-looking’ statements.  These forward-looking statements can be identified by the fact that they do not relate only to historical or current facts.  In particular, forward-looking 
statements include all statements that express forecasts, expectations, plans, outlook and projections with respect to future matters, including trends in results of operations, margins, growth rates, overall market 
trends, the impact of interest or exchange rates, the availability or cost of financing to EABL or Diageo, anticipated cost savings or synergies, the completion of  EABL or Diageo's strategic transactions and restructuring 
programmes, anticipated tax rates, expected cash payments, outcomes of litigation, anticipated deficit reductions in relation to pension schemes, general economic conditions and all statements on the slide “outlook 
statements”.  By their nature, forward-looking statements involve risk and uncertainty because they relate to events and depend on circumstances that will occur in the future.  There are a number of factors that could 
cause actual results and developments to differ materially from those expressed or implied by these forward-looking statements, including factors that are outside EABL or Diageo's control. 
These factors include, but are not limited to: 

global and regional economic downturns; 
increased competitive product and pricing pressures and unanticipated actions by competitors that could impact EABL or Diageo’s market share, increase expenses and hinder growth potential; 
the effects of EABL or Diageo’s strategic focus on premium drinks, the effects of business combinations, partnerships, acquisitions or disposals, existing or future, and the ability to realise expected 
synergies and/or costs savings; 
EABL or Diageo’s ability to complete existing or future business combinations, restructuring programmes, acquisitions and disposals; 
legal and regulatory developments, including changes in regulations regarding production, product liability, distribution, importation, labeling, packaging, consumption or advertising; changes in tax law, 
rates or requirements (including with respect to the impact of excise tax increases) or accounting standards; and changes in environmental laws, health regulations and the laws governing labour and 
pensions; 
developments in any litigation or other similar proceedings (including with tax, customs and other regulatory authorities) directed at the drinks and spirits industry generally or at EABL or Diageo in 
particular, or the impact of a product recall or product liability claim on EABL or Diageo’s profitability or reputation; 
developments in the Colombian litigation, Korean customs dispute, thalidomide litigation or any similar proceedings to which Diageo is a party; 
changes in consumer preferences and tastes, demographic trends or perception about health related issues, or contamination, counterfeiting or other circumstances which could harm the integrity or sales 
of EABL or Diageo’s brands; 
changes in the cost or supply of raw materials, labour, energy and/or water; 
changes in political or economic conditions in countries and markets in which EABL or Diageo operates, including changes in levels of consumer spending, failure of customer, supplier and financial 
counterparties or imposition of import, investment or currency restrictions; 
levels of marketing, promotional and innovation expenditure by Diageo and its competitors; 
renewal of supply, distribution, manufacturing or licence agreements (or related rights) and licenses on favourable terms when they expire; 
termination of existing distribution or licence manufacturing rights on agency brands; 
disruption to production facilities or business service centres, and systems change programmes, existing or future, and the ability to derive expected benefits from such programmes; 
technological developments that may affect the distribution of products or impede EABL or Diageo’s ability to protect its intellectual property rights; and 
changes in financial and equity markets, including significant interest rate and foreign currency exchange rate fluctuations and changes in the cost of capital, which may reduce or eliminate EABL or 
Diageo’s access to or increase the cost of financing or which may affect EABL or Diageo’s financial results and movements to the value of EABL or Diageo’s pensions funds. 
   

All oral and written forward-looking statements made on or after the date of this presentation and attributable to EABL or Diageo are expressly qualified in their entirety by the above factors and the ‘Risk factors’ 
contained in Diageo’s Annual Report on Form 20-F for the year ended 30 June 2013 as filed with the US Securities and Exchange Commission (SEC).  Any forward-looking statements made by or on behalf of EABL or 
Diageo speak only as of the date they are made.  EABL or Diageo does not undertake to update forward-looking statements to reflect any changes in EABL or Diageo's expectations with regard thereto or any changes in 
events, conditions or circumstances on which any such statement is based.  The reader should, however, consult any additional disclosures that Diageo may make in any documents which it publishes and/or files with 
the SEC.  All readers, wherever located, should take note of these disclosures. 
 
This document includes names of EABL and Diageo's products, which constitute trademarks or trade names which EABL or Diageo owns, or which others own and license to EABL or Diageo for use.  All rights reserved.  
© East African Breweries Limited 2014. 
 
The information in this presentation does not constitute an offer to sell or an invitation to buy shares in Diageo plc or East African Breweries Limited, or an invitation or inducement to engage in any other investment 
activities.  This presentation includes information about EABL and Diageo’s target debt rating.  A security rating is not a recommendation to buy, sell or hold securities and may be subject to revision or withdrawal at 
any time by the assigning rating organisation.  Each rating should be evaluated independently of any other rating. 
 
Past performance cannot be relied upon as a guide to future performance.  
 
The contents of the company’s websites(www.diageo.com and www.eabl.com) should not be considered to form a part of or be incorporated into this presentation. 
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