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BEAM RAISED THE BAR IN OUR FIRST FULL YEAR AS A PURE-PLAY SPIRITS COMPANY. We outperformed
our market. We grew profits faster than sales. And we grew earnings per share even faster.._ahead of
our long-term goal. With 218 years of heritage...and the energy of a start-up...Beam is reaching ever
higher to deliver top shelf results...and to maximize long-term value for shareholders.

ON THE COVER: The new Jim Beam American Stilfhouse in Clerment, Kentucky is part of our new visitors’

experience on the grounds of the flagship Jim Beam distillery, bringing the world's #1 Bourbon to life in
an entirely new way for all the brand's fans and consumers around the world.

RAISING THE BAR

« Warld's fourth largest
premium spirits company

= Largest 1L.8.-based spirits
company

@ 2.5 hitlion in 2012 nat sales
(exciuding excise faxes)

= 18 million 9-liter equivalent
cases sold in 2012

+ Qur seven glabal Power
Brands grew comparahle
net sales 10%* and
accounted for BO% of
our totai sales

« The addition of Pinnasle

strengthened our portfolis
with 8 vodka Power Brand

COURVUISIER +12% : BANAD’AN ﬁLUB +B% ‘ TEAOHERS "1",% 2012 4‘0//1]»17)7.7/)&!;1;*1,v:11::fgrv”c;>l/y”
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Total net sales grew 7%, Biluted EPS increased 192%, &n investment in Beam 1
and were up 6% an a and was up 13% before inclitding dividends returned 22
comparahle basis, which charges/gains to $2.40.7 21% in 2012, well ahead of 24
adjusts for foreign the steck market indexes, 24
axchange and acquisitions/ :gg
divestitures. ot




Beam delivered excellent results in its first year as a focused standalone spirits company.

2

Net sales reached @ record $2.5 billion (excluding excise taxes), an increase of 6% on a comparable b

reflecting double-digit growth for our Power Brands and Rising Stars, as well as broad-based gains

geographic segme?

« Operating income before charges/gains grew 109%™ benefiting from favorable price and product mi

o Diluted earnings per share before charges/gains were up 139%". .. reflecting our strong operating performance and
lower intevest expense.

« We generated free cash flow of $337 million."

o We increased the dividend 8% in 2012, and another 10% in early 2013,

.

And Beam defivered a tetal shareholder return, including dividends, of 21%, well abead of the broader stock

market indexes.

in Beam’s evelunon:

Having completed our first full year as Beamn, it’s an opportune time to review three key stag
where we've been over our first vear as a standalone spirits company .. .where we are today 25 an outperformer i our

industry...and where we're going in the future as a pure-play apirits leader,

Where we've heen
Just aver a year ago, we reintroduced our company as Beam ~ a leading premium spirits company with outstanding

growth prospects. We established a long-term growth algorithm with three very

simple objective

o Oty

form our global market at the top line
» Grow aperating income faster than sales

.

And sustainably grow EPS even Saster...at a /’J'igb~~£i7'zg/ e-dligit rate.




GAVID MACKAY MATT S

We also outlined our strategy:

to Create Famous Brands.. Build Winning Markets...and Fuel our Growth.

And we expressed our confidence in how Beam was primed to accelerate profitable, long-term growth — and create
substantial value for sharcholders as a focused spirits company — with a strong foundation built on: an advantaged
portfolio, including our strength in Bourbon; powerful positions in our core markets; and excellent prospects in
emerging markets.

Where we are today
Beam's first year was one of great progress and excellent results. Beam is creating sharcholder value with a stronger
brand portfolio, a stronger industry position and stronger earnings growth.

Beam is growing on growth by executing our proven strategy. As a result, we outperformed our global market each
quarter in 2012 as we delivered against the growth algorithm we outlined a year ago.

» Our sales grew about twice the rate of our global market, which we estimate expanded a little better than 3% in 2012,
We grew operating income faster than sales. And our earnings grew cven faster, with double-digit growth
in EPS before charges/gains that exceeded onr long-term target.

We are particularly pleased that we outperformed against our targets even as we increased investment in the competi-
tive position and long-term growth of our business.

We again boosted investment in brand-equity building by a double-digit rate and these investments continued to
pay off. We advertised more brands on television than ever before, and we engaged consumers with more impactful
use of digital communication. We invested in award-winning in-market activation to inspire consumers at the
point of purchase.
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And we delive from innovations that further strengthened our brands, As a resuly,

red another year of record sales

we improved our margins with better product mix and higher pricing in key categori

While buildin
acquisitions since early 2011 in the fast-growing cs
Premium Vodka. The addition in June 2012 of Pinnacle Vodka gives Beam a dynamic and growing Power Brand

~driven

- the brands we have is our first priority, we've filled out our portfolio with three synerg
ies of Ready-to-Serve Cocktails, Irish Whiskey and

remium vodka cat

in the very large and highly attracti

brand to the next Jevel through expanded distribution

programs, We have further shaped our premium portfolio with divestitures of certain non-core econormy brands,

look féf"wm“gi £o
r further...”

We have made significant improvements in our routes to market around the world, We've strengthened our #2

erformance

position in the U5, ~ the world’s most profitable market - where we were the leading market-share gainer over

the past two years. Our distribution partaership with Coca-Cola Amatil in Australia helped fortify Jim Beams

igit rate in Germany

position as the #1 spirit in the largest export market for Bourbon. And we grew at a double-c

on the strength of our innovations, in-market activation and company-owned sales organization, In Japan, we
have improved the opportunity for our Bourbon brands in 2013 and beyond by entering into a new agreement
with Suntory, the market’s #1 spirits distributor.

very E!l()(')l.i!"(l};{ﬁ’,d b& our growth i

We also continued to expand rapidly in attractive emerging markets. We were g

2012 in markets such as China and Mexico, where we have improved our route-to-market model, as well as in

countries such as Russia and Brazil, where we have invested at a higher level in brand building. In India, we
are repositioning our business following a voluntary compliance review, and we remain confident in owr growth

prospects in India over the long term.

We pursued our ageressive efficiency agenda to offset cost headwinds and fuel our overall growth. We are building
I £ Y g & 2
world-class manufacturing capability through investment in scale manufacturing plants, such as our blending and

bottling facility in Frankfort, Kentucky that shipped more than 11 million cases in 2012. This is an example of

e growth through innovation.

investing in both the scale to drive competitive costs, and the capability to ¢

=5 across our business, such as

ient global shared

We are augmenting these efficiency benefits through the greater use of best pract
& 2 3 5 £ f

through Lean Manufacturing, enhanced global procurement, product “design to value,” and ef
services. Qur manufacturing footprint and overall organizational efficiency are in better shape as a result.

.




Where we're going in the fulure
We see a lot of opportunity as we invest in fast-growing categories, fast-growing new products, and fast-growing
markets ...and to translate such investments into sustainable, profitable long-term growth.

Our 2012 results — and our focused strategy — position Beam very well to further capitalize on three key long-term
gy~ F F ) .
growth drivers that we discuss further in this annual review.

We aim to drive roughly one half of our sales growth from our Power Brands and Rising Stars in our core markets —
the U.S., Australia and Germany. As such, we're devoting considerable investment to growing our heartland Bourbon
category through impactful equity-building communication, brand-building innovations, and increased distillation
capacity and liquid laydown to meet future demand. Beam has the broadest and best Bourbon portfolio in the
industry, and it gives us an advantaged platform on which to drive long-term growth. Our expertise in lifestyle
beverages that tap into prevailing consumer trends — such as the appeal of low-calorie, the reward of familiar and
indulgent flavors, and the convenience of ready-to-serve and ready-to-drink formats — as well as our success reaching

female consumers create promising avenues for growth.

We look to deliver the balance of our sales growth from new products and new markets. We're continuing to

invest in innovation that borrows equity from our core brands, and builds back higher-margin growth and added
value for consumers. Qur new Global Innovation Center in Kentucky, opened in late 2012, will be another
competitive advantage for Beam as we continue to drive growth with exciting new products. To expand in emerging
markets, we're investing in enhancing our distribution and marketing capabilities across a broader range of fast-
growing frontiers.

Lastly, as we continue to focus on our internal growth initiatives, our confidence in the future is further enhanced
by our strong stewardship of capital, balance sheet strength, and agility, which we believe will enable us to continue
being a lead player in our dynamic industry.

On behalf of our 3,400 people around the world, thank you for the confidence demonstrated by your ownership

of Beam stock. We look forward to raising the bar of performance ever further to continue creating value for our

shareholders.
Sincerely,

% [ Hoor
MATT SHATTOCK

February 22, 2013
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FUELED BY AUTHENTICITY, INNOVATION AND PREMIUMIZATION, WE DELIVERED DOUBLE-DIGIT SALES GROWTH
IN THE BOURBON CATEGORY. Jim Beam grew 10% and built on its leading positions in the world's biggest
Bourhon markets: #2 American whiskey in the U.S.. #1 spirits brand ir
1 159

in Germany. And demand for Maker's Mark expanded ~ with sales up
guality and distinctive personality atiracted new consumers.

1 Sm stratia.. #1 American whiskey
— s the brand’s handcrafted
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Telling brand stories with
video — such as how to make
great-tasting margaritas and
how we unieash the rich liguid
trapped inside the barrel wood
fo create Devil's Cut - helped
aftract new consumers and
drive growth for our priority
hrands. We devoted wmore than
i 80% aof our media investmant
B s in 2012 to our most amhbiticus
use ever of digital media and
television advertising. And
wa're proud that Beam sarnet
nonors from Adverlising Age
as ong of the top ten U5,
marketers of 2012,

(ine-third of all drinks in the
118, are made with vodka. ..
and we enhanced our portiolio
with the addition of a fast-
growing vodka Power Brand,
Pinnacle is the #4 imported
vodka in the 4.8, .. .and its fun
image and strength in both the
flavored and unflavored
segments give us a dynamic
growth platferm.

Authentic Him Beam brand
ambassadors fike Kid Rock
and Fred Nos, the seventh-
generation Beam family
distitier, heip undersoore
the heritage, innovation and
broad appeal of the world's
#1 Bourhon.

spckate Info  View Activity %

WE AIM T0 DRIVE STRONG GROWTH WITH OUR POWER BRANDS AND RISING STARS IN CORE MARKETS:

THE UNITED STATES, AUSTRALIA AND GERMANY. Beam was the biggest market share gainer in the U.5. over
the past two years, driven by our Bourbon brands and the expanded Skinnygirl franchise. In Australia, our
strengthened route-to-market partnership with Coca-Cola Amatil enhanced Jim Beam's market-leading
position and supported Canadian Club as a challenger to heer. And in Germany, we grew at 2 double-digit
rate with successful Bourben innovations and excellent in-market execution.
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o Innovations _and
deliver three cnsecutwe
years of record sales from

IN 2012, WE RAISED THE BAR WITH THE OPENING OF OUR NEW GLOBAL INNOVATION CENTER on the grounds
of our flagship distiflery in Clermont, Kentucky. This world-class facility now leverages several strategic
advantages, including consumer insights, strong category management, advanced fechnical capabhilities,
our flaver expertise and speed to markel. The result: the industry’s fastest innovation development times
antd game-changing new products.
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With a new &-liter keg

format in Australia, Canadian
Glub ready-to-serve drinks
continued o tap infe consumer
accasions traditionally
daminated by hest

We've revolutionized the
Bourhaon categery with
innavations like Devil's Qut,
Red Stag, lim Baam Ho
Lime Splash and Mal
46. .. alt of which build back
and strengthen our core
Bourben hrands.

Skinaygirl's extension info
vodka, wine and new ready-
to-serve cocktall variants is
building a dynamic lifestyle
hrand.

By combining consumer
insights, focal taste prefer-
ences and our flavor expertise,
we've developed exciting new
products in individual markats,
ingluding Pinnacle Pumpkin
Pie in the .S, BYC Red One in
Spain, lim Beam Het Puach in
Germany, and ready-to-drink
Devil's Gut & Cala in Australia.

fiur inngvations are helping
fuel glohal growth. For exam-
- plerwe've extended Rad

Stag to more than 30 markets
arund the warld. .. and Jim
Beam Devil's Cut is already
sold in more than 20 markets.

WITH OUR “BORROW/BUILD” INNOVATION PHILOSOPHY, WE APPROACH NEW PRODUCT DEVELOPMENT AS

A STRATEGIC BRAND-BUILDING IMPERATIVE. Hew products borrow equity and economic scale from the
core brand...and build hack both enhanced consumer perception and higher gross margins. As a result,
we're creating new sources of growth by bringing our brands to new drinks occasions.. .attracting new
consumers to our brands...and delivering value-added consumer benefits - be it premiumization,

convenience, low-calorie or indulgent flavors.
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sales and distr“hution we're
achieving our mstest growth

AROUND THE WORLD, WE'VE BUILT STRONG ROUTES T0 MARKET and agile strategic distribution pariner-
ships that have enabled us to outperform in developed markets.. .and grow even more rapidly in emerg-
ing markets. For example, our new distribution alliance in 2%@ ina helped us hoost sales there by more
than 50% in 2012...and we also enhanced our prospects in markets such as Mexico with new route-
to-market partnerships,
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Gourveisier is a dynamic
growth platform in Russia,
China and across Asia.

The hrand’s fastest growth
in 2012 came in China. .
where the introduction of
Caurvolsier Emperar further
ephances sur prospecis

junathan Chow's leadership
of our husiness in China and
southeast Asia delivered
exceptional results. . and
helped earn his team Beam’s
highest honor, the Vision into
Action Award.

Teacher's reinforces its
market-teading position in
tndia by celebrating hard

work and success through the
poputar Teacher’s Achievement
Rwards and Achisvers’ Blub.

Supported by the hrand's
first TV campaign, Teacher’s
delivered strong growih in
Brazil,

inngvative ready-to-~drink
produets, such as Teacher's &
Gola in India and 100 Afios
Paloma Light in Mexico, are
helping strong hrands access
new drinks oecasions in
simeraing markets,

CONSUMERS IN EMERGING MARKETS HAVE A GROWING THIRST FOR WESTERN SPIRITS such as Scotch,
Cognac and Tequila...and our Teacher’s, Courvoisier and Sauza brands give us strong alatforms for growth
across a wide range of developing economies. And with its unigue heritage, flavor profile and versatility,

we hielieve Bourhon has a bright future around the wer

1
E

d.
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highest standards...in business
conduct...promoting the

' )tion of
ng the
orting

THE SPIRIT OF BEAM IS EVIDENT EVERYWHERE WE OPERATE. . from Chicago to Sydney. . from Madrid to
Singapore...and Frankfurt, Germany to Frankfort, Kentucky. Through our Beam Cares program, every
employee is encouraged to use two paid days away from work to perform community service. Around the
world, Beam raises the bar every day in meaningful ways.



BEAM CONTINUED TO RAISE THE BAR ACROSS OUR OPERATIONS 10

PROTECT THE ENVIRONMENT IRCLUDING.

w4 reduetion of more than 29 million peusd
through vur design-to-valug initiativ

» Seeking LEED certification with 30% redustion i i,
S0% reduction in petable water use, and d ‘
construntion wagte from landfills in build
Arasrican Stithouse

sustainiop complance within fve
tity: Guality of Living, Eorporate
olvemant in the Bommunity, Envivonmental Dare and

i, aud Promotion of Responsible Consumption.




fur people are passionate
about supporting eur
communities. . such as
going the distance in
Singapore and France to
henefit important causes. ..
and distributing holiday
meals to U8, military fami

BEAM’S COMMITMENT TO RESPONSIBLE CONSUMPTION OF OUR PRODUCTS IS FUNDAMENTAL TO EVERYTHING
THAT WE DO. Our proprietary Drink Smart program, www. \Es““ﬁ‘“maf"i com, encourages respensible cholces
about alcohol in markets around the world...and we've joined with peer beverage alcohol companies in

a global industry-wide effort to reduce harmful ;%&k@gafﬁgi i of alcohol. In the U.S., we've helped pioneer
evidence-hased programs aimed at redusing drunk driving and college binge drinking...and we're proud
that our U.S. media placement standard is the highest in the industry.



GONDENSED CONSOLIDATED INCOME STATEMENT

o Dycernder s,

(I mittions, ¢ RUCPL per shiare amounts) 2002 < % /,"uuwv

Bet sales $2,465.9 $2,311.1 6.7%
Cost of goods sold 1,027.5 987.8 4.0%

Gross profit 1,438.4 1,323.3 8.7%
Advertising and marketing expense 398.7 358.7 11.2%
Selling, general and administrative 412.9 4300 ~4.0%
Amortization af‘iﬂtaﬂgié'fg asset 163 5,59
Restructuring, impairment and 1228

Operating income 395.5
Inferest expense 117.4 -7.2%
Laoss an early extinguishment of — 149.2
Other trncome 35.1) (404

Income from continuing operations before income taxes 502.0 169.3 196.5%
Income taxes 103.8 36.0

Income from continuing operations® 398.2 1333

Earmings per comman share®®
Continuing operations — basic $ 251 $ 191.9%
Continuing operations ~ diluted § 2.48 § 191.8%

Weighted-average commaen sharas outstanding
Basic

154.6
Dalyted 160.8 157.%

d e our diseontinued pperarior

ting from the

HON-BAAP MEASURES

AAP measures used in the Annual Re
our ongoing business performance by excluding cert 3
results for purposes of analyzing petformance on a year-over-year basis, T
Josely comparable GAAP measures on the following page. The non-
ore charges/gains” basis, cornparable net sale

Management believes that the non-G

sasures are reconciled to e rhost
AP measures C()i?SiSt‘ of income statement data on

> cash flow, Our definition of charges/gains inel
wturing charges, acquisition and integration related costs, costs associated with the sale of the
he home and security business (together, the “Separation”), as well as other items that impact the
y of our results. In addition, the 2017 period includes adjustments to reflect Beam as a standalone company at
January 1, 1, including adjustments to interest o expense (reflecting the debt reduction related to the Separation at }nf‘m, 1, 2010,
an estimated standalone company effective tax rate and an c:«nmawd s«mndalnnc wmpmy mrpwmtc cost structure. ( arable
net sales growth rate n‘pmsmt« the purummpc um rease or dw
eliminate the impacts of
Free cash flow is defined as (‘:i
tor oper:

PR DOT

s growth and adjustec

urment charges,
s{mi “business and spin-off ¢
nparab

perty, ;vlam and ec;w;mm
Management believes free cash flo

wab}; ﬁow f.u:xm up& rations } es8 net capi ,‘mi mgmxdmmm fm
ontinued opcmtion‘; :md %q?zn':arkm«rei;i,{:‘d exRprens

1 cash flow used for

provides investors with an important p ment, and acquisitions after &

the capital investments required to support on
i
ess performan

ng b usiness operations ;zi\{i long-term value creation. Management uses free cash

Hlow to assess busi

d overall liquidity,




RECONGILIATION OF CONDENSED CONSOLIDATED INCOME STATEMENT (UNAUDITED)

Yoear Ended Decomber 30, 2072 Year Ended December 31, 20
Before Charges” Before Charges/
(In millions, excepi per share amounts) GAAP Adjustments Gains (Non-GAAP) GAAP Adjustments® Gains (Non-GAAP)
Net sales $2,465.9 e $2,465.9 $2,311.1 (46.3) $2,264.8
Cost of goods sold (COGS) 1,027.5 (0.8) 987.8 (38.3)
Gross profit 0.8 1,439.2 1,323.3 (8.0) 1,315.3
Advertising and marketing — 358.7 —
Selling, general and administrative (SGEZA) (21.5) 430.0 (61.9)
Amortization of intangible assets 17. — 163 —
Restructuring, impairment and
.&epamtion clmrges 33.7 (33.7) 122.8 (122.8)
Sperating income 575.9 56.0 631.9 395.5 176.7 572.2
Interest expense 109.0 — 1174 25
Loss on early extinguisbmml of debt —_ — 149.2 (149.2)
Other income (35.1) 19.9 (40.4) 37.3
ncame from continuing operations
hefors income taxes 502.0 36.1 169.3 286.1
Income tax expense 103.8 48.7 36.0 84.9
tncome from continuing operations $ 3982 (12.6) § 3856 § 1333 201.2 § 3345
Diluted EPS ~ continuing aperations § 248 (0.08) § 240 § 085 1.27 § 212

@ 2012 SGRA
Restructuring ¢
w former Fortune
henefits related 1o chatges

uts of $22 primacily inchace 817 of acquisit mnfmn sration relared charges (legal, el advisory and contract

charges). Restrug g i and separd
b\mv s aoquired i 2012; Business scpm\mm ch i

nent ch;urgc ASSOCH 'i with a distibution
justments of $49 prinsarily
v fifing,

ln« o tax ad

longg-term 2} and $16 primarily

acjustonents of $62 i

nsolidations, supply
former Fortune Brands cose
ry foes, severance, eic) and

of $37 are to eliminz

: 2 joi3E Verty

3
Ny Non-GAAP ~
GAAR By Comparabic
Basis Rates ~ Basi

Power Brands 10 2 3 1 (6) 10
Jim Beam 3 ] 5 1 10
Maker’s Mark 14 ) S — 15
Sanuza 4 2 1 - — 7
Courvoisier 8 1 2 1 e 12
Canadian Clubd 1 — 4 T - 6
Teachers 9 10 1 (1) 1
Pinnacle e e - - 19 19
ising Stars 11 T e (2) 10
Knob Creek 24 —_ — - 24
Basil Hayden's 31 - 4 - 35
Consolidated net sales 7 1 2 - (4) 6
Operating Segments
North America 14 e e 7
EMEA 1 6 - e 5
APSA 3 2 - 3
RECONCILIATION GF QPERATING CASH FLOW T FREE CASH FLOW (UNAUBITED)
GARP cash provided by operating activities $378.2

Add (deduct)
Capital expenditures, net of disposition proceeds
Cash used for discantinued operations and Separation expenses

&{imsﬁeé fres cash flow (Non-GAAPR)




BOARD OF DIRECTORS

Ann Fritz Hackett Robert Steels
Prrg ]

e Former B srenare - Cidndad Fealth
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Procie
Matt Shattock
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EXECUTIVE LEADERSHIP TEAM
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CORPORATE DATA

Executive Office Transfer Agent for Common Stock
Weils Fargo Bank N.A,

Sharevewner Seraices

fluarterly Earnings, News Releases and Corporate Publications

(e (22 7

Email

Registered Office

Securities vl

climination of di

writing. Lliminating these duplicate m

vonr dividend or proxy card ma
ke plece an Theesday,

To eliminate duplicate mailings, please write to:
Beam luc

Brandy and Sherry

I3
Led oy,
FRRTUEy

IR P R I

Blended Whisky/Whiskey

an, Kesster

Cu Wi

Ready-to-Drink/Ready-to-Serve

Shinn

Wl Owerd

prre=mixed drinks, €
Scotch Whisky pro-mdsed drivds

ERy

Complete brand listing at beamglobal.com

Irish Whiskey

Here's your ticket to great drink
racipes you can make at home,
Ty Beam's Master

v

ist Babby "8 Glasson,

{0 visit hitp:/fgoo. gi/ibohs

Crawve, O, Levous, Kamora,
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