














IMPACT

Responsible Consumption

& 7
Beer is made from natural ingredients and is
enjoyed by hundreds of millions of people

around the world as part of a healthy
balanced lifestyle.

We recognise that while many consumers
enjoy our brands in moderation, there are
others who misuse or abuse alcoholic
beverages, which may cause harm to
themselves and others. As a market leader, we
have continued to champion the message of
responsible behaviour among consumers.
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We demonstrate our
accountability to the
public through the
romotion of responsible
ehaviour towards our
brands starting from our
employees to millions of
our consumers out there.”

Hubert I. Eze

Sales Director

Key Figures

1,100

drivers/riders enlightened on
Don't Drink & Drive

commercial cities hosted '

Don't Drink & Drive rallies

4,000

safety helmets distributed to
motorcycle riders i

Enjoy Our Brands Responsibly
Nigerian Breweries' alcoholic beverage
brands are the most consumed in
Nigeria owing to our market
leadership position. As a result, any
adverse impact of irresponsible
consumption, particularly on
operators' reputation, will affect the
company most. The company,
therefore, makes conscious effort to
consistently encourage responsible
consumption of its brands among
consumers. Through the incorporation
of “Drink Responsibly” message on all
our product packaging and
advertisements, we hope to enhance
the level of awareness among our
consumers on the need for responsible
behaviour towards alcoholic
beverages.

Information and Education
Materials

We revised and updated our Company
Alcohol Policy and Cool@Work
brochures to refocus our internal
responsible consumption campaign.
New training materials were also
developed for employee training in
line with the guidelines. The roll out of
the training and distribution of the
brochures will take place in the first
quarter of 2012 across the business.

Enlightenment of Commercial
Vehicle Operators

The company continued its
partnership with the Federal Road
Safety Commission (FRSC), the road
safety administration agency of the
government, by hosting rallies for
commercial motor and motorcycle
operators under the “Don't Drink and
Drive” campaign initiative. Whilst we
retained the campaign theme, “Arrive
Alive”, which has been well received by
stakeholders, we aligned the
campaign to the United Nations'
Decade of Action for Road Safety.

> Case Study:
Responsible Consumption
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IMPACT

Partnerships for Progress

As an industry leader with eight breweries in Nigeria, we drive
engagements with relevant institutions, including government
agencies and civil society groups, as partners in promoting
responsible consumption. We also collaborate with industry
operators on responsible practices and codes of behaviour as
part of our self-regulation efforts and commitments.
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We cannot act alone but
have to adopt a multi-
stakeholder approach as
we engage partners to
proactively address the
issue of harmful alcohol
consumption.”

Ageni Yusuf

Corporate Affairs Adviser
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Promotion of Safety on the Roads
Nigerian Breweries sustained the
sponsorship of the “Don't Drink and
Drive” campaign, a public education
and awareness programme, to
promote safety on our roads. The
programme, which is part of our self-
regulation activities, is designed to
prevent harmful use of alcohol. Public

enlightenment workshops were held in

two locations each in the major cities
of Lagos and Abuja with the full and
active participation of all major
stakeholders in the transport sector.
Safety helmets were distributed to
motorcycle operators in the two cities.
The programme was organised in
partnership with the Federal Road
Safety Commission, the federal
government agency responsible for
road safety and related issues in
Nigeria.

Industry Cooperation: The Beer
Sectoral Group

In 2011, we were very active in the
Beer Sectoral Group (BSG), of the
Manufacturers Association of Nigeria,
which serves as an industry platform
to drive common issues such as
promoting self-regulation, reducing
harmful use of alcohol, advocating for
a favourable operating environment
for the industry, among others. The
BSG, is currently chaired by our
Managing Director/Chief Executive
Officer, and has remained a veritable
platform for stakeholder engagement
to build understanding of our efforts
in promoting responsible drinking,
among other issues of common
interest.

Launch of the Global Action on
Harmful Drinking in Nigeria

In 2011, we collaborated with the
International Centre for Alcohol
Policies (ICAP), the Federal Road
Safety Commission (FRSC), Federal
Ministry of Health, and the Beer
Sectoral Group (BSG), to launch the
Global Action on Harmful Drinking in
Nigeria. This is designed to reduce
alcohol-induced road crashes.

> Case Study:
Partnership for Road Safety

In 2011, Nigerian Breweries in
partnership with the Federal Road
Safety Commission (FRSC) continued
the organisation of the “Don't Drink
and Drive” Campaign (DDD) rallies in
selected cities in Nigeria. This
enlightenment campaign programme,
targeted primarily at commercial
vehicle drivers, commercial motor-
cycle riders popularly called “okada”
riders, and other road users, was
designed to create and sustain top-of-
mind awareness about the dangers of
drinking and driving, and this way
improve road safety. In 2011, the
campaign materials were designed to
support the United Nations Decade of
Action for Road Safety (2011 - 2020).

Campaign rallies were held in two
locations each in Lagos and Abuja. A
total of 4,000 crash helmets were
distributed to okada riders while
about 1,100 stakeholders attended
the enlightenment campaign rallies.
Helmets which were not distributed
during the rallies were later
distributed by FRSC during their
‘ember month’ engagements with
okada riders in December. The rallies
were organised during the ‘'ember
months', which usually attract higher
festivities, inter-state traffic, alcohol
consumption and road crashes.

Stakeholders in the road transport
sector who participated in the
campaign rallies included the
National Union of Road Transport
Workers (NURTW), Luxury Bus Drivers
Association, Commercial Motorcycle
Riders Unions, Non-Governmental
Organisations and others.

Some FRSC commands especially in
the North where the DDD campaign
rallies have not been held are
clamouring for an opportunity to host
the rallies. We plan to reinvent the
“Don't Drink and Drive” Campaign to
further explore how to extend its
usefulness in improving road safety,
nationally.
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Enabling our journey

Brewing a Better Future is a comprehensive, integrated

strategy for creating a more sustainable company and
future. With Nigerian Breweries market leadership

position in the industry, operating from eight breweries

in the country, and our distribution network covering a
vast geographic space, we are a very visible company.

That's why we take great care to ensure that our work
culture and organisation can support our ambitions.

Implementation of our

Supplier Code

In 2011, Nigerian Breweries continued
the implementation of the Supplier
Code with requirements in the areas
of integrity, human rights and
environmental management in our
purchasing processes. The Code
stressed the need for the company's
vendors to support and promote
greater environmental responsibility in
their operations. It also stressed the
monitoring and assessment of
vendors that will follow this
implementation to evaluate Nigerian
Breweries' risk exposure as a result of
noncompliance. About 88% of our
suppliers signed the Code in 2011,
representing over 98% of our total
purchasing spend. We are working
towards a 100% achievement and we
are on track to achieving this in 2012.

Building sustainability into
performance plans

In line with HEINEKEN's guidelines,
for the last two years, sustainability
criteria have been built into our
senior managers’ performance
criteria. In 2011, BaBF targets were
included as part of their performance

objectives.

Local sustainability reports

As a major operating company of
HEINEKEN, Nigerian Breweries was
one of the six companies globally
that issued a sustainability report for
2009, and one of the 27 that
published a 2010 local sustainability
report based on the global approach.
Our reports can be viewed online on
our website: www.nbplc.com as well
as the HEINEKEN website:
www.heineken.com.
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Stakeholder dialogue

We engage stakeholders as key partners in our
Brewing a Better Future journey. We remain
committed to meeting the realistic expectations
of the various stakeholder groups.

Stakeholder Engagement
Process

We continue to engage our
stakeholders through dialogue to
enhance mutual understanding
and cooperation in our quest to
meet the needs of sustainable
development. We adopt a multi-
channel approach in our
stakeholder engagement process.
Our approach to engagement
with each stakeholder group is
defined by the nature of the
group, the scope of their
expectations from the company
and what we hope to achieve. We
adopt formal and informal
meetings, briefing sessions,
written communications, special
visits etc. Such engagements
have confirmed that stakeholders
have a high level of trust in
Nigerian Breweries. It has also
helped us in managing their
expectations proactively and
professionally.

Career Guidance Initiative

In 2011, we partnered with the
Lagos State Government towards
developing the educational sector
through the introduction of a
career guidance initiative for
secondary schools, known as
‘Beyond the School’. The objective
is to expose students to career
options and build their
understanding of key issues to
consider when making a career
decision. It featured career talks in
public secondary schools and

donation of books to the schools.
The programme was borne out of
a series of dialogue sessions with
relevant stakeholders in
government, educational and
school authorities, among others.

Collaboration with Supportive
Organisations

During the year, we actively
engaged a number of
organisations that support our
aims for both business and society.
These include the Federal Road
Safety Commission, International
Centre for Alcohol Policy, the
Lagos State Government, National
Economic Summit Group and the
(BSG), Beer Sectoral Group, of the
Manufacturers Association of
Nigeria, (MAN).

® (CSR/Sustainability Manager, Mr. Vivian Ikem, addressing Ama
community leaders in Enugu.
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Benchmarks and
Achievements

In 2011, as part of our
commitment to being a
responsible corporate
citizen as well as our
excellent performance,
Nigerian Breweries
received awards and
commendations from
various institutions.

Local benchmarks and achievements

The company won the Annual Pearl Award as the
Pearl of Nigerian Stock Exchange and the Best
Company in the Brewing Sector of the Exchange. Also
during the year, our brewery in Lagos won an award
as the Best Kept Industrial Premises in Lagos, in an
award organised by the Manufacturers Association of

Nigeria. We also received commendations from

various regulatory agencies and authorities on our
sustainability practices.
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Local benchmarks and achievements

Nigerian Breweries Portal won the Global HR Star
Award for Operational Excellence in 2011.

[ RS

(L-R) CEO, HEINEKEN, Mr. Jean-Francois van Boxmeer; Mr.
D. Whitman, Regional HR Director, AME; Mr. V. Famuyibo,
HR Director, NB Plc; Mr. J. Aina, HR Manager, Lagos; and
Mr. O’Hare, Global HR Director; at the awards ceremony.
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Global Reporting Guidelines (GRI)

HEINEKEN is an Organisational
Stakeholder of the GRI. The company's
full Sustainability Report has been
prepared with reference to the 3.1
version of these reporting guidelines
resulting in an Application Level: B+.

This Nigerian Breweries Sustainability
Report has also been prepared with
reference to the 3.1 version of these
reporting guidelines.

Let us know your thoughts!

Which aspects of Brewing a Better Future
are working well?

Where do you think we could do better?
We'd love to hear from you, because your
feedback will allow us to learn and improve.

m Ageni Yusuf, Corporate Affairs Adviser
yusuf.ageni@heineken.com

B Vivian Ikem, Corporate Social
Responsibility/ Sustainability Manager
vivian.ikem®@heineken.com
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Contact Information

The Corporate Affairs Dept.
Nigerian Breweries Plc

1, Abebe Village Road
Iganmu, Lagos
www.nbplc.com

ATTN: Vivian Ikem
vivian.ikem@heineken.com

For HEINEKEN's global Sustainability Report 2011 (audited by KPMG),
including detailed performance data please visit:
www.sustainabilityreport.heineken.com
enjoyHEINEKENTresponsibly.com

~ heineken.com

Welcome 12 HEINEKENT.
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Production Graphic design and production
Corporate Affairs Department, Raitas Communications Lagos
Nigerian Breweries Plc.

Iganmu House Paper

Abebe Village Road Matt 250 gsm cover

Iganmu Matt 150 gsm inside pages
Lagos

Nigeria Matt is produced by an ISO

140001 accredited manufacturer

telephone +123- 2717400 - 20 and is produced in a chlorine-free
process (PCF (Process Chlorine
Free.)






