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This presentation contains forward-looking statements with regard to the financial 
position and results of Nigerian Breweries activities. These forward-looking statements 
are subject to risks and uncertainties that could cause actual results to differ materially 
from those expressed in the forward-looking statements. 
Many of these risks and uncertainties relate to factors that are beyond Nigerian Breweries 
ability to control or estimate precisely, such as future market and economic conditions, 
the behaviour of other market participants, changes in consumer preferences, costs of raw 
materials, interest rate and foreign exchange fluctuations, change in tax rates, changes in 
law, changes in pension costs, the actions of government regulators and weather 
conditions. 
You are cautioned not to place undue reliance on these forward-looking statements, 
which speak only as of the date of this presentation. Nigerian Breweries does not 
undertake any obligation to publicly release any revisions to these forward-looking 
statements to reflect events or circumstances after the date of these materials.
Market share estimates contained in this presentation are based on outside sources in 
combination with management estimates.



3

•
•
•
•



4

1949

First bottle of Star 
Lager beer rolls 
off the bottling 
line in Lagos 
Brewery (June)

Nigerian Breweries 
enters into a 
franchise 
agreement with 
Heineken & Co. to 
brew the Heineken 
lager locally in 
Nigeria

1965

President 
Obasanjo 

commissions Ama 
Brewery, Enugu

Acquired brewery 
assets and brands 

from the Sona
Group bringing 

brand portfolio to 
11

Nigerian 
Breweries 

merged with 
Consolidated 

Breweries; 

2003 2011 2014



5



6NB Malting Plants

NB Breweries

Abuja

Enugu

Adamawa

Bauchi

Bayelsa

Benue 

Borno

Delta

Ebonyi
Edo

Ekiti

Gombe

Imo

Jigawa

Kaduna

Kano

Katsina

Kebbi

Kogi

Kwara Nasarawa

Niger

Ogun Ondo

Osun

Oyo

Plateau

Rivers

Sokoto

Taraba

Yobe
Zamfara

Abia

Lagos

Cross
River

Akwa 
Ibom

Anambra

North

East

West

Lagos

Ota
Ibadan

Ibadan

Kudenda



7



8

•
•
•
•



9
https://www.cbn.gov.ng/rates/inflrates.asp
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Population of Nigeria (2001 – 2019)

(million people)

77.3%  77.4%  77.4%  77.5%  77.5%  77.5%  77.5%  77.5%  77.5%  77.4%  77.4%  77.3% 77.2%  77.2%  77.1% 77.0%  76.9%  76.8%  76.7%  76.5%  76.1%  75.5% 74.8%  73.6%  72.1%  70.5%  68.8%  67.0% 
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Source: United Nations, World Population Prospects (UN-WPP), 2019
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Generation (broadly accepted definition): 
Baby Boom individuals born between 1946 and 1964
Generation X / Gen X individuals born between 1965 to 1980
Millennials / Gen Y individuals born between 1981 to 1996
Generation Z / Gen Z individuals born between mid-1990s to early-2000s

2001

2004

2007

2010

2013

2016

2019

Generational Split of Economically Active Adults (20 – 55), The Evolution 

28% 72%

16% 24%60%

16% 24%60%

7% 43%50%

42%58%

58%42%

49%28% 22%

Source: United Nations, World Population Prospects (UN-WPP), 2019
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259M
mobile 
connections

+25% 
from 2014
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INCREASE PROXIMITY TO 
CONSUMERS

BUILD STRONG 
PARTNERSHIPS

ENSURE WIN-WIN 
INCENTIVES

93%

Distributors
Sub Distributors
Outlets
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• Promotion optimisation

• Discount and trade terms 

• Brand portfolio and mix 
management

• Packaging optimisation

• Trade Marketing / POS 
rationalisation

• Brewery footprint and fleet 
management

• Financing / funding strategy

• ICT cost license and 
infrastructure

delivered and focus continues
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34* Note: interest coverage is calculated as operating profit over interest expense. 
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• The Nigerian beer market fundamentals are very attractive with a 
high growth potential

• Nigerian market trends are starting to show encouraging signs 
with premiumisation and macroeconomic indicator trends 
stabilising

• NB remains committed to long term value creation for shareholder 
and have the right strategy to achieve this

• Nigerian Breweries has the history, footprint, brand portfolio and 
people to capture the expected growth in Nigeria
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Winning with Nigeria


