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AEl: Internal

What AEI Is

90 markets
5 continents people

485

19 production facilities
in 8 countries

NPR €3.0b
COP Margin 22%
COP €680m

XNPR=/BEHIRETc_ LN

X COP=F%H&




AEl: Internal

The AEI leadership team

AEIDY—5—3vTF— 1

ASali

Asahi Europe & International

Paolo Lanzarotti

Chief Executive Officer

Countries worked in:
UK, ltaly, France,
India, Slovakia,
Czechia

Companies worked
for: ExxonMobil,
SABMiller, Asahi

Languages spoken:
English, ltalian, French

Igor Tikhonov
MD Poland & Hungary

Countries worked in:
Russia, Ukraine,
Belarus, Kazakhstan,
Slovakia, Romania,
Poland

Companies worked
for: Mars, SABMiller,
Asahi

Languages spoken:
Russian, English,
Ukrainian

-
Catherine Sinclair
Chief Human
Resources Officer

Countries worked in:
UK, Australia, New
Zealand, Switzerland,
Czechia

Companies worked
for: Thames Water,
Cadbury, SABMiller,
Asahi

Languages spoken:
English

Paul Barnett
MD Romania

Countries worked in:
Czechia, Switzerland,
Singapore, Australia

Companies worked
for: Johnson&Johnson,
Nestle, Bauer Media
Group, SABMiller, Asahi

Languages spoken:
English, Chinese

Drahomira Mandikova
Chief Corporate Affairs
Officer

Countries worked in:
Slovakia, India,
Czechia

Companies worked
for: Investment &
Development Bank,
SABMiller, Asahi

Languages spoken:
Slovak, Czech,
English, German,
Russian

-
%

Countries worked in:
UK, Belgium, Sweden,
Netherlands, Poland,
Romania

Companies worked
for: British American
Tobacco, Asahi

Languages spoken:
Romanian, English,
Dutch, Polish, Spanish

Dragos Constantinescu
MD Czech, Slovakia,
Germany & Austria

David Bidau

Chief Supply Chain
Officer

Countries worked in:

France, Denmark,
Hong Kong, Malaysia,
Indonesia

Companies worked
for: Scottish &
Newcastle, Carlsberg,
Danone, Asahi

Languages spoken:
French, English,
Spanish, Bahaa
Indonesia

Enrico Galasso
MD ltaly

Countries worked in:
UK, USA, Hungary,
Czechia, ltaly

Companies worked
for: Procter & Gamble,
Bain & co., Ferrero,
Coca Cola HBC ltalia,
Reckitt Benckiser,
Birra Peroni

Languages spoken:
English, ltalian

Reto-Urs Sahli
Chief Information
Officer

Countries worked in:
Switzerland, Germany,
France, Finland, UK,
Singapore, Canada,
Czechia

Companies worked
for: PwC, IBM, Kraft
Foods, Mondelez
International, Asahi

Languages spoken:
German, French,
English

Andrei Haret
MD Netherlands & France

Countries worked in:
Romania, United Arab
Emirates, Hungary,
The Netherlands

Companies worked
for: British American
Tobacco, SABMiller,
Asahi

Languages spoken:
Romanian; English,
French

Andrew Bailey
Chief Financial Officer

Countries worked in:
UK, New Zealand,
Russia, Poland,
Czechia

Companies worked
for: PwC, Sony,
SABMiller, Asahi

Languages spoken:
English

MD UK & Ireland

Countries worked in:
UK

Companies worked
for : CRS, AB InBev,
SABMiller, Asahi

Languages spoken:
English

Grant McKenzie

Chief Marketing Officer

Countries worked in:

UK, Hungary, Spain,
Romania, Czechia

Companies worked
for: Mars, SABMiller,
Asahi

Languages spoken:
English, Spanish,
Czech

Kinyi Choo
MD
Asia Pacific
Countries worked in:
China, UK, Indonesia,
Hong Kong, Singapore

Companies worked
for: Swire Beverages,
The Coca-Cola
Company, Treasure
Wine Estates, Asahi

Languages spoken:
English, Mandarin,
Cantonese, Bahasa
Indonesia

Yoshiaki Suzuki
ABEL Director &
Integration Team Leader

Countries worked in:
Japan, Czechia

Companies worked
for: Asahi

Languages spoken:
Japanese, English

Victoria Segebath
MD EMEA
& Americas
Countries worked in:
UK & Europe

Companies worked
for: Molson Coors,
Asahi

Languages spoken:
English, French,
Russian




ASali

Asahi Europe & International

AEl: Internal

A reminder of the constituent parts of AEI (pre-Covid)

AEICH I BBk ERDBES (Covid-1981)

Central Europe + International

Actual financials

NPR CAGR +6%0

EBITDA 2019 €657M

Investment financials

NPR 5y CAGR +5%0
Target

EBITDA 2017 €497mM

Base

ABEG

Since April
2017

4 L ‘\-u}i/'

Western Europe + International

RON
wae

Since October
2016

Actual financials

NPR cAGR +4%

EBITDA 2019€262M

Investment financials

NPR 5y cAGR +5%
Target

EBITDA 2017€206mM

Base

A strong trajectory of growth delivering ahead of the acquisition business case
BN OELINTE FEISH SO
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/
ASahi 6 Quarters of Covid-19

Asahi Europe & International Cov 9b\‘50)6@¥,ﬁﬂ

Early signs _r Second & third Gradual re-
in Asia & ERHilloS waves opening of On
) First lockdown lifted and . Lockdowns P g
early impact . resulting in : Trade as
: In Europe strong YoY S continue L
in Italy + : significant vaccination
: trading )
Czechia lockdowns rate increase
PSP TOYEBIKIE & B TRIDOYS I HIBRAERPREN. 2R, IR CAMURR Ov/47 >4k DIF ARERD LRI
(AT +FIITOYIEASE BICEEIEALL THF SR ETS | Ov749> FetE SISFNE 2 [CBRA
< t_rade el On trade closed On trade closed On trade closed
|mpacted restrictions easing
SIEFAN—Ebg SIS ES LIz 3% PN BAE e NS TR PRI DNERD
. Summer Re-planning
Pandemic : : Cost ’ On Trade
response SUSINESS trading & management COSt recovering and
Eams continuity Better Future and O?f Trade mitigation, Off Tra%le
acF'Zivated CEelilE £080 focus DRI leverage
developed preparedness g
N7 2T ISR DENE SHERTOIHDIEED B ZRHADELS| & A NSIBEREEAADES B=HE., IZ /ML 2 ge A NOE
[Better Future 20301D%KTE E-IF0Ex REEFDE{E




ASali

Asahi Europe & International

Our

202040

AEl: Internal

Qgrformance in 2020

QUARTERLY TOPLINE
AE| C20 Actual C20 Actual C20 Actual C20 Actual
Q1 Q2 Q3 Q4

@ C20 Bud Rates vs C19 ACT vs C19 ACT vs C19 ACT vs C19 ACT

Volume (khl) | 8177 |l @ow || 11 084 [ @@25% || 12 987 [ qaw ]| 8 398 [ @o3% |
NPR (EUR m) | 552 [ Gew || 702 [ eosw | | 892 T caw || 553 [ @aw |
=URm C20 Actual

PR @ C20 Bud Rates

gilgni CREERAT ((lsciif’)) Volume (khl) | 40 647 | | (7.0)% |

Romania 2%

0,

:::Il;gary ((26;);))) NPR (EUR m) | 2 698 [ | (11.5)% |

NL & FRA (31%)

LEJI\K/léLAliE (:?_350/? : COP (EUR m) | 499 | [ 66w |

Asia (22%)

AEI (11%)




’ AEl: Internal
ASa The impact of the On-Trade has been material

Asahi Europe & International

EIEANOASREE
2019 Q1 2021 2019 Q1 2021
. ) ‘
i ) ‘. “
N ) ' “




AEl: Internal

ASa Our principles for managing through Covid-19

Assi Europe & itartions Covid-19%BUIAEEICBIT 3 D78t

TrAL O M b rrer o R en gy

10 millié forinttal tAmogatja K&banyat a

We prioritized the health and well-being of our people and those L
around us #HELEFEOA 2 OFREERER B

We ensured that business continuity plans were robust, active and
dynamic. We continued to operate our breweries

under strict hygienic conditions
BRI ETENRE T, N DY I THB LR, BUVVEERIED T . BEROE Sz ik

9000

OM-TRADE QUTLETS
ta survlve

We planed for a better future and for the lockdown exit in an orderly @ e ssasmal oen ot #HELPDEHORECA S
and responsible manner leveraging our strong market positions country right now, we are offering a
B TORVRS SV EEAL T, BFCEEBSIET, LORVSSREOYI I AICENI TEHE I @ @ @
We empowered for reaction as close to where action occurred ;T;‘::j,j;ﬁ.fu”ersbrewmoluw 7.634 49.960
RROZAEICH T BRR IS E I #alrinkresponsibly

AR W= EPARATIDARIMPREUNA

WE MOVE FORWARD

CROWD

AUNABIRRAFERDOHAMNI

/- | v | ‘t-‘ '_‘ o

saris.sk

Ve = ; i
. o S ISKROU V SRDC
s feds

BIRELL g,»""smeu .

e |-




ASali

Asahi Europe & International

Sustained share of voice has su

KRS 17 - AT RA AN R I B RIFRI TR - TV T4

JOA—=XVR

AEl: Internal

pported good brand equity performance

ECZ

R

=PL

i -

S hare Of VOICe Pilsner Urquell 17,2 Zlaty Bazant 15,4 Zywiec 10,6 Heineken 9,8
69% Kozel 12,8  Pilsner Urquell - 14,7 ; Ursus 8,4
7% ' ' Tyskie 8,7 '
65% 67%
Radegast 9,1 KruSovice 9,3 Lech 87 Tuborg 8,3
50% | | -
47% Gambrinus 9,0 Saris 8,7 Zubr 75 Timisoreana 7,8
0
40% 42% 4006
Svijany 6,2 Kozel 6,4 Perla 6,5 Stella Artois 7.4
30%
26%
22% 23%
17%
" =« M- =« BB«
8% L
6%
. Soproni 16,7 Moretti 13,7 Hertog Jan 235  Stella Artois 10,7
Q@ O Q@ @ N
’b(\\ Q‘bﬁ\\ C‘)(\\ A{SQ @\ 0 Borsodi 10,6 Heineken 12,9 Heineken 16,9 Budweiser 8,3
N %)
PN &
Dreher 9,8 Ichnusa 14,7 Grolsch - 15,9 Heineken 7,5
-2019 Heineken 9,0 Peroni - 13,3 Amstel 11,2 Peroni N.A. - 7,4
- 2020
Kobanyai 6,4 Poretti 7,6 Brand 10,1 Corona 7.1
B Asahi Others




ASali

Asahi Europe & International

Our market
L (CXT T BH L DTHhis

: Internal

performance vs competition was good

J\OA—=X DA FEEF

b

100% —»

49,4% 49,2%

Others

B Asahi

50,6%@150,8%

2019 2020

-

65,2% 64,6%

34,8%135,4%

2019 2020

-

65,6% 66,2%

34,4%@33,8%

2019 2020

RO

62,0% 60.5%

38,0%39.5%

2019 2020

e 0

72,4% 71.2%

27,6%[128,8%

2019 2020

1 K

84,5% 85,3%

15,5% [ 14,7%

2019 2020

—

86,8% 87,3%

13,2%Q12,7%

2019 2020

L

UK

94,8% 94,5%

5,2% | 5,5%

2019 2020

AEI value share 2020 : Source- Nielsen & IRI (Beer, NAB, Ciders where available)

10



AEl: Internal

A
ASa And we also managed for cost and cash

Asahi Europe & International az ht#vwilo)%fiﬁiﬁj_—

o Upweighted focus on Integrated Spend Management and Value Engineering
A>T IUATARZIR RIF DAY N1 =TSSP (B B

o Continued hiring freeze and active pay cost management
SR R A D BRAECTRIBA MG 5O NI

o Travel and physical meeting ban in place since Q1 2020
2020455 1 MU HIN S AR IC LB RD I 55

o Balanced approach to DME investment banking savings where appropriate while continuing to invest judiciously

in long term brand equity on strategic brands
BILTARETSYRICHIS. REIKNRBTI TS R IV TAADE RGBT 5— 75T MBI TR—I 71> BE OB N T 20N 7 T0-F

o Upweighted focus on leveraging procurement scale
HERUE DS FCE R EC

o Active management of commaodity and forex risk e.g. advantageous hedging programs in place on aluminum,

diesel, etc \
BRALVABZIOEENREE (F : PIZZUA, F4—CURETERBAYSTOI S LEEA)

o Rephased capex capability plan in light of market context to maximise short term cash position without compromising

mid term capability
R B ESERE N R IRRSCERUEHIN AT ryS TRS S ERAL T BT, TISBIELERL. BEREsELEiR

o Structural change combing ABEG and AIL with the creation of AEI releasing cost synergies in excess of €10m pa
ABEG (MaBiBNEE) CAIL (FHEA>H—F3aF)Lit) OMSIEIEICLD. AEIEERTIL. £ERI1,00051-0&BX5IAN TS =451

11



ASali

Asahi Europe & International

AEl: Internal

In the short term we are confident that On-Trade recovery is possible

FEHAREI T R OLHENRIRETH D L2 S

10 1

o
o
1

Czech Republic Slovakia Poland

YoY volume decline (%)

-27

-33

Romania Hungary Italy Netherlands UK

I 032020 vs Q32019 M Q2 2020 vs Q2 2019

; : . The

Indoor open as of
May 1, outdoor as
of April 24

4/24FE5+
5/1 EANER

Only outdoor open
as of May 17

Only outdoor open
as of April 26

5/17B50O#HBR  4/26EB50HBR

ON TRADE MEASURES

Outdoor open, in

" Only outdoor open
some localities also

Only outdoor open Only outdoor open Only outdoor open

indoor as of May 15 as of April 28 as of April 26 April 12
E%b“@aﬂﬁ 5/15E9\0HEE  4/28BNOHER  4/26BNOHEHR  4/12EH0HEE
s LDEAREHD

12



AEl: Internal

This is confirmed bggearly‘sigtnals In the UK in Q2 2021

R ADLIER. 2021 F 524 HACRE THAULAERS ) FIVICI O TERMIF

ASali

Asahi Europe & International

Volume share of Beer PP change vs 2019 Total Off-Trade Value change vs YA
As"hi +3.0 +3.2 +3.3 +3.2 TOTAL BEER +28% +14% -1.6%
[

DIAGEO +1.1 0.3 +0.5 +0.8 Asahi +36% +24% +14%

m EINEKEN +0.6 +1.7 +0.5 +0.5 Value change vs YA / Latest 4 weeks
23.90%
ABInBev = -0.3 -0.4 -0.2
?& '30 n/a n/a n/a ﬁl
COLSETC WIS -1.60% - -2.20%

moLsoNCeoid  nla -2.8 -3.2 -3.8 -14.80%
< Total beer Standard Premium Super Premium

ource

CGA MANAGED VOLUME POOL: EPOS DATA FROM A SAMPLE OF 7K MANAGED OUTLETS Source: NIELSEN 24.4.2021

- "

L
T

.' 51‘“ M

—_—

e

T

R

ASK

S | TALIAN
VMW~'.E;

- ST
FULLERS

LONDON

PRIDE

Oulstas

13




AEl: Internal

A
ASai AEI is well positioned for the mid-term

Asahi Europe & International AEI(;EF‘,HHE,‘J(:(;Eb\ﬁ>>3>(zﬁ5

o In November 2020 we created AEI (Asahi Europe & International) combining AIL and ABEG
2020511 A8(CAIL (PYEA>A—F>3F)Lft) EABEG (|HFERUMZEZE) %#HESU. AEI (Asahi Europe & International) %E%IZ

o The new entity has continued focus on leveraging scale in domestic markets and building scale in targeted international

markets
et SETE TORBOIIAL . MRS ETE CORBEOBEIC SHEETH
o But we are able to do this more effectively
— AT U FaLDERIATITEN AT HEE R
o Removal of overlapping roles & duplication of expensive headcount
B1ET BB ABOEELHSR
o Streamlined organizational design
AR AR
o Lower infrastructure costs
1> IS E R DI
o And importantly we are able to do this more efficiently
Ffe. BERELLT, BIFRLOMERBATHENTTREE RS
o Full production grid optimization
SERED Uy ROFEERRE
o Procurement synergies
ESTFS—
o More seamless talent management
IS EIN - INZ S S MI
o Easier and faster best practice transfer
LDBEBZNOTIRBAZNT 071 ADAGIE
o One Global Brands Team, globally
J0-)V)LICERS%0ne Global BrandsF—LA

o Increased speed of innovation from ideation, creation of product, through to execution in market
74T 17 BRORENSTIBTORITET A /N33 QRE—R’AE F

14



ASali

And we have articulated an ambition for a Better Future 2030

[Better Future 2030 IADEF(\zBRMEICIB R

Continued COP growth
in line with historical
performance
BEOERIEITaLEEFRmORERY R R

Shift to broader @ End-to-end Consumer
KOILREBRIR— RNTAUAADS TN portfolio journey IVR-Y— I>ROHAII—Sv—=—

On-Premise revitalization and B2B platforms as route-to- B
SEBAOEMHCMERE value extraction \&=3 consumer SHEE)L—MUTOB2BISYNIA—L

LAZ1-Y42 4>~ Revenue Management  Trade marketing hL—R-¥—=o54>7
TIHNNAIY— &> 21—~ Digital Customer and Consumer  Route to Market Planning 5 EI#hO5TE

“ HHE/FA Interaction  Sustainable Development Initiatives 35t 5] B2 BIFEADHHE
N=T74274>94~ Marketing Insights Financial decision support 8455 FOEERTESIE
A IN=23>00> T 50— >F£T Innovation concept to launch

Portfolio strategy and = AR T
FF5- 51T Develop & Perform  management M= hIAUA SR BT

CORE BEER

15



AEl: Internal

A
ASai Our strategic focus is locally relevant but globally integrated

freahi Furope & Internationa| S OB IA— DR (T HSICEE LN 0—) ()L(C%ﬁéé%/(b\é

PORTFOLIO PLANET

e il

PEOPLE PROFIT

16



AEl: Internal

[/
ASahi Portfolio - Local hero brands

Asahi Europe & International /-ﬁ— I\j7|'U7I' - D—jj)l/t—u—ja\/ t\

g
£ NAZLIING

Local hero brands are

growing through renovation:
Improved recipes, refreshed
design, premium innovation

and exciting activation
O-Ab-t—0--T32RE LIEDSRER, 7Y > ORIE,
TUET LA INR=23> TXHATAIRBTITAN=23>
REDYINR—=23U(CFOTHRELTVD

+66%

*C20 v C16 volume 17



ASahi

Asahi Europe & Internation

AEl: Internal

Portfolio - Local Crafted Premium

N—=hJAUA - O-HIVISTRTILZT L

A spectrum of craft
products are
developing scale at
premium price

SFSFRITTNERNTLZ7 MEAEH T
RAEZHLARLTVS

WAMP 121

WAMP 156 WAMP 164

ol A A WAMP 141

EKSIAZE ¢ yofazec 8l
o

WAMP - Weighted Average Market Price

18



AEl: Internal

A
ASali Portfolio - New Crafted premium

Asahi Europe & International /_ﬁ_ |\j7'_U7r _ %ﬁt@’]aj |\j>|/57A

Romania (Cluj)

New approach

to cratft.

Moving from buying to
building. Brew faster at
lower costs with passion

of our own people
DI MDFRIZR 7 IO-F

SAEBNSEIS Tl373<. BRITCIZ BT
EERVZES. JDRUR(C, LNEIRXNTIES

Czechia (Plzen)

19



ASahi

Asahi Europe & Inter

AEl: Internal

Portfolio - Non-Alcohol Beer Highlights

h—

hNoAUA = J>7IT-IE=ILD)\ >S54 K

Non alcohol extensions
of our brands are
effectively developing
the market and driving
growth

J2PNI=IWDIIRT>23>T 52 RESHERC
misZRMAL. REZI/RELTVS

Total +79%

mgﬁg N

)

{-@zel

e '814"—"

Von ALC onov®

— 4

yreher Dreher
— (24— ,-—(z_a)\

*C20 NPR v C16 NPR

20



AEl: Internal

A
ASali Portfolio - Non-Alcohol Flavoured Beer

Asahi Europe & International ﬂ—t_ |\77TU7T —jl/_}\_loj\/)j}l/]_}l/t_)ll

Flavoured NAB is the
fastest growing segment
and with 40% market

share we are the leaders

IL—N—ADNABIEREAERUTWBDEFTHO.
40%0i5 > 17O L EF) - -ThD

+57%

*C20 NPR v C16 NPR 21



AEl: Internal

A
ASali Portfolio - Flavoured Alcoholic Offerings
Asehi Europe & nterationa A= JAUA = I~/ ADZILI-)LERAY
+129% (vs. 2016) i

=
gt
¥ 4

In markets with flavoured brands
(Poland, Czechia), incremental @86k

growth is booming at high margin
IL—=N\=ADbJZ>ROME (R—=32 R F11) TlE &Y-J>T +317% (VS 2018)
ERPER R RNZE UL

Poland

¥YGRA)

new launch ( - pels

o Y-
& \ b

1 it I i

= o6 EE“K"J_,‘:,EWEL *m Hnann!

WYGRAJ] IMPREZOWY
WYJAZD NA KARAIBY

| ’.'""‘!.' A
YOUCAR ¢
| III'E 0

*C20 NPR v C16/C18 NPR  C20 volume 22



AEl: Internal

A
NSl Portfolio - Entry into Hard Seltzer category
Asahi Europe & International 7ﬁ_ I\j7r|J7I' - J)\— r\-‘lz)l/\y)—l_j]j_— J—/\O)%l
- ‘y P
Proposition
JORI>a>

« Simple and impactful brand name
>IN TAYIINOBBZTITI R | L

« "Sparkling water with a bite
R DEHBR— T 94—~

« Lime and cranberry flavours
A LEIFIRY—DIL— )~

« Unique Bottle and Can (both 330ml)
A=-IrmMLeE (@73330ml)

S Availability

&‘ il 7RASEYT 4 _ ] _
Oy == « Launching in UK, Netherlands, Romania,
W i IR Czechia, Hungary and Austria

- Jip RE. A5V V—XZ7 F1d )\UHU—- A-ZANIT TR

\ = .'_"
‘ Full mix of commercial supportin all launch

markets
IARTOFEFTEHIHZCBVT. H/DBRIV—3 v HR— MiEAFEDE

23



AEl: Internal

A
ASaM Portfolio - Global Brands - the opportunity

Asahi Europe & International /_ﬁ— |\77I'U7|' - OD—}\)I/ja\/ |\ - %‘:%/_E\

K. e &
Heinekern ARAL  Corma ﬁ B ASIM  puims Gl
1 2 3 4 _ 40 47 63 T
32 28 28 11 2.3 1.7 1.3 0.9 0.7 6
13% ~ 26% 1% L 12% 19%  21%  23%  18%  18% PERONI
_ ° ; AL . “IRUNL
22 8 7 5 1 2 2 0 0 AZZURRO

Our global brands are currently outside the top 20

without true global reach at scale
H0J0-/NLI 32 RE BEOJO0—/UW—FOIREN R, IRTE(E M T20[CAHTLVRWL

We have 5 very distinctive brands
IERHFHARSDDT S FEARBLTVS

e 2 brands from the “new worlds” of beer (ASD, PNA)

-0 “FRULVMERER 25502752 K ([79EX—/{- K541, [Peroni Nastro Azzurrol)
« 3 brands with traditional heritage beer provenance

{LIRERIRE —)LOEMTHE3D0DTFR
Our opportunity for growth is therefore significant with

Increased global reach and high impact marketing
k2 O EMRE. J0-)OVREBREA NI ND&HDY—T T4 (L&D RELENDTWS

24



AEl: Internal

454'” Portfolio - Global Brands / Peroni Nastro Azzuro

Asahi Europe & Inte m—=KJA)A - J0-)LJS>R - Peroni Nastro Azzuro

Global partnership with Formula ONE Team %

Platform delivers scale globall A\

Eormula ONET”eamjj_Ij_Ii?r Até)’]l] b+ )N= =T &D, EFRIFUEDRT ) Z2EIR - <
1.9 billion TV audience | S PERONI

« 10 months a year in 22 countries | SOt =os
22HETERI105ARIBLE T

» Core markets covered — Europe, Japan, China,

Canada, Australia, USA
FEHG - BN, BAR, RE. hF5. A-ZANSU7. KEH

GLOBAL PARTNER

Aston Martin /PNA aspirational luxury brands
Aston Martm/PNA BENOSHRISR e | e
. ajor activation in >10 markets S| RO

10L/( DOHIE TOARUEEHEN

« Full mix marketing and trade exploitation
W29 IRX=TF4TEN—RTIIRTO->3>

« Hosting at events
AN MR

gher sup/port for Innovation
/(//\—/3//\0)*35‘1'\ 2L

 Global roll-out of Peroni Libera 0.0% to 16

countries with more planned.
[Peroni Libera 0.0%J%z16AE T/ O0-/VUVERU. S5THEKFE

ASTON MARTIN

Cognizant

FORMULA ONE™ TEAM

25



AEl: Internal

Portfolio - Global Brands / Asahi SuperDry

R—hJAUA = JO0-)ULTFVR - PHEZ—/{=R54

“DRY"

WORLDWIDE PARTNER

RUGBY
L @ WORLD CUP
)— FRANCE 2023
' -

L 3
" DON'T DRINK AND DRIVE
Wy aroalogto som

ASali =

High impact partnerships, sponsorships that
are culturally and brand relevant taking ASD to

a broader audience
SUERICHET T REDBEEIEEL TEA NI MDSHBIN— M=y TP R — 3w FIC LD,
[7HER—IC— RS 12 LDZLDACEITESD

RUGBY WORLD CUP - 2023

1BN 200 45

TV Countries TV Days

Audience broadcast tournament

Discover Tokyo led campaign to increase
visibility in key trading periods and amplify

brand positioning

[ Discover Tokyo INNFETEFv>R-(CED. EEREEARCHII225EZ =5,
I3 RORS A= IHIEK

26



AEl: Internal

A
ASali Portfolio - Global Brands / Pilsner Urquell, Grolsch, Kozel

Asahi Europe & International R—bIAUA - J0-/)NLTS> R - Pilsner Urquell, Grolsch, Kozel

New packaging addressing our New packaging successfully New packaging ensured high stand-
sustainability commitments introduced in 2020 out and brand/variant recognition in
BT FEUTA— (TR UIEFRLL (v —> 2020433/ \Wwr—> B A ICRRIY premium segment
Launch of new international TVC New 4% imported recipe for the UK 1)\ —SICED. TLIT LI AV N TOBVEREL
‘Nothing beats the original® featuring to tap into premium 4% market TSR/ INVI—23> OBHEEHEAR
Robbie Williams RETTVIT ©A%EHTHIHZRIET 2120, Amazing advertising awarded by
OF — 90U 7 AZEREAURESF 4> 9—F>3F)L RIFrUIZ)\yr — 2 TGrolschzBE A global Kantar’s Creative

TVCMI Nothing beats the original 122 58 Effectiveness Awards

R BKantartt OOV IAFT4T - II1IT4TRA - 7I—RT
FEURRBSUVLE
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AEl: Internal

A
ASa Planet - Legacy 2030

Asahi Europe & International jﬁ*‘y r\ - rLegacy 203

* CO2 neutral in Scope 1, 2, 3
Scopel. 2. 3TOH—IR>Z1—KIIL

2050

» Reduction of CO2 emissions in our breweries by 50%
ERISPRDCO2HFH B & 50% Ml _ _

* 100% renewable electric energy in our breweries
EEEFRICH15 1 00%BAE ATRE TR L £ —

* Average Water-to-beer ratio 2.75 hl/hl
E—VEETE(CHIFB/KEAEDREEA T T2.75hl/hl

« All breweries below 3.0 hl/hl

|/ q \ (Fropiign) £t —) T T/RKEREDOFEENI%Z3.0hl/hILLTF
M)
)/},

—
A

2030

« CO2 neutral in our breweries
BSANCON—Ao—1— kL
*+ CO2 Sco5pe 3 - 30% reduction

LEGACY _ _ CO2#kHHiEScope3 - 30%Hlik
2030 * Fully circular packaging: 100% recyclable, majority recycled content
FTRMEREAE | 100%UT17)LalEE. YDA I RmMHN K2 58D

2025 + 100% sustainably sourced raw materials
100%¥5#e Pl HE R RAA AN e _ .
» 20% share of non-alcoholic beers in our portfolio
2020 VPN I- I ERRIBRGABRR LE20% _
* Inclusive culture with 50/50 executives
I7895747Btb50:50%BURA > —23> 3L
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Asahi Europe & International

AEl: Internal

Planet - our flagship projects
T3y - I3v3vTJ0S 100

100% Renewable Electricity

across our Polish grid.
R—3> RO AL 100%FFE ATHE B %5 F
Renewable Electricity Projects

in Italy and Romania.

AT EN X7 OBERREIIILF-T0D 16
Renewable Heat Project in
progress in Netherlands
AT THETHOBERSERRRETOS TV

RE100

Campus Peroni Project in
Italy fostering dialog,
knowledge exchange and
innovation such as

Blockchain Traceability
JovoFI—>- No—HEUF—12E
XI55 - (BRI A IN—2 3% (BT D
145U7DCampus PeroniZO> 17k

Top Clip Projectin NL
Circular Packaging projects
& initiatives for primary &
secondary packaging
ASSADONTINWTTOT 17
—IR ZIREECBIBREMDUTAY
WA EBEZERPEIYNER _EOEFEA;

Water Risk Assessment

planning across Europe
Continue pilot projects,
new technologies,
optimization in breweries
FRIN(CHVFBIKVRTREDETE
FRISP (BT DA SRR,
Fhdfr, @ Lok
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Asahi Europe & International

AEl: Internal

People - Learning, growing, achieving together

E-T - HCFU HCREL, HISEKTD

Welcoming

inclusive and

progressive
culture

A2 —> T TSR RS L #D
Learning
consumer
focused
organization

HEEEHROF B I8

Accelerate
the growth of
talent

A DR RZNNR

Health and

wellbeing of
consumers and

employees
HEEMEEORREER

Transform
the way
AEI operates
AEIDEE S EDEE

Ensure all people are welcomed and respected
FRTOANZHERDEN, BEINZL(CFD

Increase female executives from 19% to 50% by 2030
20306 FTIC, WHETTEIT1T%#19%N550%I(IEOT

Create access to opportunities for all social backgrounds
IRTOHENERZEOAL (Cﬁ%/—\’oi}eﬂi@%

A modern, progressive, lexible workplace.

IRAH TES R D D BRI 5

Build next generation capabilities to support our Better Future 2030 growth ambition
[Better Future 203010 RBEIRZZ X 2/R IR DEETIDIEEE o

Accelerate agile as a way of working throughout the organization

RS CRIIZEBOPIAELT, BiEtEm L9 _ _

Shift the mind-set from organization led learning to self-directed development
HEEBOFENS B ENRRFREANDZ ORI

Advance new world leadership skills
FLWMERTOY-S—2vTZ2F)LomE £
Build careers and talent with diversity of experience and 80% of senior appointments Internally

from within Asahi, globally
TRERDZARMEICINZ80%(ET7HEI I —TANSO _LikEZERAIDIECED. TO0-/ULRFr)7E N EIBE

Ensure our work environment will have a positive impact on employee's health and

well-being — both physical as well as mental
MEEBORRCFER(CTIADF B2 5 X IMIHIRIBZ R

Set up and operationalize business models in line with the Better Future 2030 ambition
[Better Future 2030 |OBEHEICHARESRATT IV OIBELER

Accelerate the Standardization of processes and transactional activities where it makes sense
TOERCEBEIEB DR L2 SIRH (CRE
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AEl: Internal

A
ASA'“ Profit - Recovery to pre-Covid performance has started ...

Asahi Europe & International ij’r“J t\ _ COVld‘lgﬁﬁo)%ﬁ%ﬂ:rEJ(/ E@?gb\tl:l 353((/\5

......but is not without challenge

UH\U. BRENRODIFTER 0

680
COP €m
587

2019 Act 2020 Act 2021 Budget

2019
Profitability

targeted
during
2022/2023

* COP numbers on this page are reflected in EUR on a constant currency basis (C21 Budget FX rate) 31
* ZOR=IJ(CEEHINTVDEEFR G BB —EN-IATI-0HE QIEFFERAEL -



ASali

Asahi Europe & International

AEl: Internal

Our performance in Q1 2021

202 1FE1TUEADSES

@ C21 Bud Rates

Volume (khl)

NPR (EUR m)

COP (EUR m)

Q1 2021 vs Q1 2020

7 471 (8.6)%
A73 (14.1)%
3 (95.2)%

o Q1 decline is Covid related and most

felt in major markets with significant On-
Trade (Czechia, UK, Netherland, Italy)

due to lockdowns and other restrictions
1 PUHEAORANEI0FBHET. OvI9 I PZOMOFRHIC LD,
EFRANRALREEMS (F11. RE. A524. 19V7) TREEEAZ I

Trading accelerated in less affected

markets (Romania, Hungary, EMEAA

and Asia)
FEQ/NeWHE L—XZ7. J\>HU—. EMEAA, 727) THBIZNLE

Cost initiatives applied to partially

mitigate the adverse impact on topline
N5 ADRAF ABH AR SINIIBRIT DD IR NAE AN

Commercial plans reconfigured and
strong to win the summer and recover in

On Trade as restrictions ease
B bR HICBBERINEB ORI —vIL TS5 L
B> EATOEE
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AEl: Internal

Profit - but we are ready for 2021 peak in the On-Trade

JO74vwb - FEFHRAT20215F0E —/(Cm)F TERF




ASali

Asahi Europe & International
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AEl: Internal

Profit - key innovations are in market

JOJ4v b - FEBRAIR-23>EHIHICHD
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AEl: Internal

ASali Profit - our Global brands are being activated

Asahi Europe & International ] j[lj*f‘y |\ - OD_} U |/75> hb\iﬁ'li'ﬂ:b(b\é
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AEl: Internal

A
Asalii Profit - and our scale in Off-Trade is being leveraged

Asahi Europe & International -~ ij*{‘J |\ %rﬁﬁ@;ﬁﬁéb\/ﬁb‘éﬂfb\é

'-QWHO# ’Enﬂnn
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AEl: Internal

[/
ASahi Profit - 2H Management focus

Asahi Europe & International ij»{“j |\ - —F\:E,HH(:EBU'57;?\:/)(\/ |\0) \\\\\\\\

o Delivery & activation of innovations
A IN— 33 DI EEEAL
v typically premium / super premium
BEIVIVL/A-N=-TVIT7 L
v beyond core beer occasions & consumers e.g. Viper, Hardmade
A7E-)L DR — B ERR U ZEWIAD 41 @ Viper. Hardmade
v Creating valuable future profit pools
SROMIEHS IO 1y NT— V&I
o With On-Trade expected to have re-opened in most markets, focus on:

v Speed of recovery
BHEORE — K : . . :
v Helping customers & trade adapting to new rules e.g. limit people inside — support beer terrace expansions,
internal remodeling, etc.
BERELEE| AUV —USEIS S BlspDH R~ (B : FERIDAZHIR, E7FS AR, HROBEREDY R~ 1)
v New outlet acquisition programs
FABRFEIEOEST0) 31
o Leveraging summer peak and Q4 mini peak
BOC— L FAEEADI=C — 7% 5P
o Continued focus on DME investment balancing short term profit delivery and rate of sale and long-term brand
buildin
E,Hﬂewﬁu%mg@ BRFS TR R AR T 5> RSEED/ 5> REBDRIS, X—o T4 > 1R CHkRICEN
o Assessment of pricing opportunities in light of raw material increases and market pressures
BRI OEHOTHISOENEEBUMSREOES0TM
o Continued assertive management of fixed costs and capex
EITE BB LUR R E O R SR DU
o All of the above while continuing to focus on people & safety — keeping production sites safe, being able to meet
customer demand & ensuring continuity of supply
FROINTERBRL DD, NLEZDC AU T EERBFZ2CES, BREOREIUSZ. fHADMEITEHER
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AEl: Internal

ASali In conclusion

Asahi Europe & International =
Sanl curope nternation "l:lDFH]

o The Asahi Group acquisitions in Europe, albeit run separately through 2020, both delivered
ahead of expectations through portfolio premiumization, leveraging of scale and solid cost

management
THEI I -THEIRUEIRINEZER. 2020FFTEBISEZESNN R—RIAYADTL IV MME RT—VO5ER. BERZIAMEERICLD, WITNEF8%z LEIZMRz LTk

o 2020 has been a year of change and consolidation with the creation of Asahi Europe &

International, and a year of resilience and flexibility and learning
2020%F(F. Asahi Europe & InternationalDF%IZ(C LD LEFEDEFETHD, LIIENEFERE. 2L TEBOFTESDOI

o As we look to the immediate future, we expect Asahi Europe & International to recover to 2019
profit levels in the 2022/2023 period, flexing to the realities of the new normality impacted by

Covid-19 but continuing to build on the trends that stay relevant going forward
HEORELEL T, Asahi Europe & Internationall320224,/20234E(C20 1 9FOF &R/ EE(CEIE T B FELTVS

Covid-19052& 2 Z TR IMREDIRE(CERERCIEL DD SEHEEMOHD ML > MIEDIWT, BEUHTIT TLK
o As we look further out, we see new growth opportunities emerging through Better Future 2030
and the expansion of the Asahi Group Global Brands in Asahi Europe & International and

throughout Group
[Better Future 20301%1&L THIR I 2FLL kRS Asahi Europe internationalt®y)L—J&ARCHFZ7HET IV -T0J0-)\L TS5 ROILARZ BIEZ TS
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