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Over the past decade, Asahi Beverages has built the leading beverages portfolio in
Oceania and is well positioned for future growth

1. “Establishing the foundations*
2009 - 2013

2. “Getting in shape”
2014 -2018

Asahi Beverages (At7=75%£) OBHER—-NIAUAL, SEBORE

3. “Accelerating our growth”
2019 and beyond

 Established footprint in Australia
through acquisitions including:
BNz BUICEREEE
- Schweppes
- The Better Drinks Co

- Independent Liquor New Zealand
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Further growth through craft
acquisitions and beverage
partnerships which extended reach in
RTDs and premium international beer
55T NOEURERTD, BATL I LAE D)~ b=y T
Major operational improvements -site
consolidations and upgrades, shared
services, business simplification
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(NZ distribution)

Acquired Australia’s leading alcohol
beverages business Carton & United
Breweries (CUB), doubling the size of
the Oceania business
CUBBICEDA 7 Z 7 BEOMIEZE1S
Established the Alliance for Growth
program to integrate CUB and

transform the region’s operating

model [Alliance for Growth 7043 AICL3
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Asahi Beverages is the Regional Hub for Oceania

A T7=7DV—->3FIIVI\TThBAsahi Beverages

+ Asthe Regional Hub, Asahi Beverages sets the strategy, providing guidance
Regional Hub Governance and Oversight and support to its operating business divisions in Australia and New Zealand,
sreLs ANFOREEE with each Business Division reporting into the regional hub.
CICUC_ (3 Hl; Jr:}f\%%l;;hes =330\ T REBEOSRTE, BEIFIOIEEOTIER M. BEHPIE -3\ TRETS
The Regional Hub considers investment decisions across Business Divisions
to generate optimal shareholder returns.
=3\ T (S, BESBPICEN IR EORBREZEKIT
*  With operational and financial accountability residing with our business
divisions, our regional model allows Business Divisions to flourish while
S ensuring that the benefits of belonging to a larger corporate group are fully
UEIGEI L LSS realised.  JEIPFINERE. WRBLOARL SV EATERIBITET,
M&A REREEI - TR BRI ERURNSBELPIOFRATTHE(
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Asahi Beverages : U—>3+IL/\J

Asahi Lifestyle Beverages (ALB) : M e E=EE Asahi Beverages New Zealand (ABNZ) : Z1—>—-5 RE2

Carlton & United Breweries (CUB) : /3B %
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Avustralia & New Zealand Overview - A stable, mature market with atractive economic

conditions and growth prospects . —1-3-50 MEE - BHNBERRRCRENRAENS, ZE - HALLTE

 Area Size @&
« Australia: 7.7 million km? (~20x Japan)

New Zealand: 0.27 million km? (~3/4x Japan)

Brisbane

Stable population base, heavily concentrated in
populated capital cities
sydney . Australia: 25.7 million

« New Zealand: 5.1 million
TEUREAOERE, ACEMNERCESR

Canberra
@

Perth Adelaide

Melbourne
” Wellington « Off-premise market is highly concentrated by
Hobart world standards
’ BEEOSVRERTE

Capital City Population
MEBDO A

Asa"i Note: 1. As of September 2020
BEVERAGES Source: Australian Bureau of Statistics, Stats NZ



Business Division Overview: Carlton & United Breweries (CUB)

FEIREPFIMIE : CUB (RNBXEEE)

P Total CUB AN%
.:::Ef;::_ B‘m
GREAT PERONI
BREWING CO.
@ Classic Beer 45%
CARLTON
DRY Contemporary Beer 71%
/& > —_— Premium Imported Beer 62%
e T, BALTER
0 (&R
N/ Craft Beer 16%
WOODSTOCK < ru P,

ASdhi Source: IRl Scan Data MAT Mar 2021 — Value share

Notes: Excludes CUB Beer and Cider brands divested to Drinkworks in early 2021). Total Alcohol based on share of Total Beer, Total Cider,
BEVERAGES Total RTD Spirits
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Business Division Overview: Asahi Lifestyle Beverages (ALB) ASd'ﬂ

EEIPIHIE . ALB (EMERISEE) LIFESTYLE BEVERAGES

KEY BRANDS ALB MARKET VALUE SHARE

Total ALB

Cola CSDs
Non-cola CSDs
Mixers

Mineral Waters
Water

Sport

Tea 76%

/%g Fruit Juice/Drinks

MUZDSH!

0 |
Red BU" Cordial

/¢
Asd'ﬂ Source: IRI Scan Data MAT Mar 2021 - Value Share
BEVERAGES
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Business Division Overview: Asahi Beverages New Zealand (ABNZ) ASdhi

SEEIFIMIE : ABNZ (Z1—>—F0REE) BEVERAGES NEW ZEALAND

“DRY” , Total ABNZ 14%

d (¢ a

As @'ﬁﬁ PJ,E R@ Total Beer 11%
NASTROAZZURRO’
%?@§ Premium Beer 10%
WI]I]I]ST{I[:K R?L’ IR Craft Beer 9%
BOURBON
Dark RTD Spirits 53%

LN '@

_ “!-" S I%JY;S Light RTD Spirits

BOUNDARV RD BREWERY ”

NZ ﬁ,g“] LE Cider

57 Wine

Spirits

Asd"i Source: IRI Scan Data MAT Apr 2021 - Value Share
BEVERAGES Notes: Total Alcohol based on share of Total Beer, Total Cider, Total RTD Spirits, Total Wine,



Asahi Beverages Oceania Region Executive Leadership Team

AT7Z7 )= DREF— L

Asahi Beverages Oceania Region

Robert lervasi
Group CEO,
Asahi Beverages
Regional Hub

Group Supply Chain

# %  Sandra Gibbs
_-_;_} I Group Chief Supply

Chain Officer
g7\ "
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Peter Filipovic
Carlton and United
Breweries,
Chief Executive
Officer

Group Human Resources

David Clark
Group Chief Human
Resources Officer

Nigel Roberts
Asahi Lifestyle
Beverages,
Chief Executive
Officer

Group Finance

Amanda Sellers
Group Chief
Financial Officer

-
N
Andrew Cambpell
Asahi Beverages
New Zealand,

Chief Executive
Officer

Group Procurement &
Sustainability

John Tortora

Group Chief
Procurement &
Sustainability Officer

Group Digital, Technology &
Shared Services

Kellie Barnes
Group Chief
Information Officer
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Asahi Beverages experienced strong commercial growth prior to COVID-19 across the

business, with Business Income CAGR of +11% from 2017-2019

J0F I ABRGHLARRIN2017~20194E (&, CAGR+11% DNV EZEFITRAAER

Historical Net Sales Value (NSV)* 55 bunasitrs Business Income performance sxruis
2017 - 2019, $AUD million 2017 - 2019, $AUD million
Bl Net Sales Value B Business Income f—\ —
—(377- — NG
1711 1,768 1,838 204.7

182.2
163.3

2017 2018 2019 2017 2018 2019
Top-line growth consistent, demand resilient during pandemic Strong profit growth to 2019, pandemic impacts to 2020
BZEUENTSAVEE. /O IVIEOEBEEHAOL ST Business Income 2019FFCIERAICFIRREZE TR, /\>FTvIN2020F0OF %8 (CR2E
- Strong growth in revenue between 2017-19  2017~20194 071355 LA =  BusinessIncome (Bl) increased between QQ] 7 and 2019, with CAGR of 11%
_ . _ , _ 2017~20194F(3, CAGR+11%D 58V BEFIZME
= Combined Australian CUB and legacy Asahi alcohol business NSV down in - 2020 demic | ks affected ret ¢ Th . th BUsi
2020 versus 2019 due to strict lockdowns experienced in Australia and New | porgj erlplg |rr}|ooc ;C?l 9€|C el returns from . i[eglog;x - UsINess
Zealand, especially in Victoria 20204, BAEELEOVIFY> GECETNTH) OEETHI ncome aeclining from GVelS 202043/ T 2y DR E TRl
. ABNZ maintained strong growth in 2020 = Profit (?Iel|very of ’rhg last fgw years has significantly out-performed major
. peers in the Oceania region
ABNZ($2020F £ Rzt

BT EEROFBNRE, A7 7SO F RS EEEAS EEBHLTVS

AS""i *Net Sales Value: Net Sales Value as disclosed above excludes alcohol excise tax receipts and containerr deposit levy receipts.

s Net Sales Value : JBERDLUBEERT RIw M BR{GHFE_LUEE
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2020 has seen a COVID-19 linked recession with a strong rebound now occurring in 2021.

Outlook remains atiractive in the long term, supported by moderate population growth
2020 DESSIBE. 2021 FFNRONTY K, EBOHBACHEMCZ SN, RENICE_ EHEOREL

Projected GDP growth, adjusted for COVID-19 Projected population growth of developed economies
Growth % p.a., 2018-2021 (Adjusted for projected COVID-19 impacts) 10 year expected total % population change (indexed to 2019)

Source: Reserve Bank of Australia Source: See footnote

GDPaERIAH (OOFIAMIIAFZECLDITEE) FEIEEDAOENRE

Underpinned by strong

4.0% - 20% - growth in key 18 — 44yr .
+4Z5% demographic segments Australia
3.0% -
/:30% 15% T E\Eg}g (18'\44/-:—]{‘%)
20% 1 1049 +20% +2.7% pd o ODANORENT<Z
1.0% — ' 7 10% -
\\\ ///
\\\ // 5% T
-1.0% A ' ~< ' 7 '
2018 2019 \\\h2_¥(l/ 2021
-2.0% A 1 0% A
3.0% A —&— RBA - Pre-COVID forecast 2019 2029
e — A — RBA - Post-COVID forecast -5% A
-4.0% -

Recessionary environment in 2020, but strong recovery being Strong outlook for Australian population growth =HMOAQRSECIRNIDRiAG
observed in 2021 20205025 E(CHU. 202143 H3EVEE - Current population of 25.7 milion  BRAEMAOG2,5705 A

= Australia entered a recession in 2020 due to the COVID-19 shutdown =  Current annual growth of ~1.5%  IRIEOIBINZREEFL.5% LA
M EI0HROFET2020F(CRRBIR(C AR ) ) .

= Gross Domestic Product (GDP) contraction of 0.3% in March 2020 quarter, = 60% of growth from Net Overseas Migration (40% nafuralincrease)
7% in June 2020 quarter, followed by a 3.4% rise in the September 2020 IEMD5560%(EBIMSDFAE. 40%(EE BN
quarter and a 3.1% rise in the December 2020 quarter *  Projected growth significantly exceeds other developed economies

20204GDP(E. Q1 -0.3%. Q2 -7%. Q3 +3.4%. Q4 +3.1%
=  Expectationis that GDP has refurned to pre-pandemic levels in the March
2021 quarter 20214Q1(d. GDPD/\>F2wIHIDKEADEIEZ F18

FRIRREL, MO EEZAE RIS

/¢
AS""' Source - Population growth: Australian Bureau of Statistics, US Census Bureau, UK Office for National Statistics, Statistics Canada, Japan IPSS
BEVERAGES
12



The alcohol category is expected to recover following a challenging 2020 due to COVID-19

recessionary impacts, with growth supported by ongoing indusiry trends
RAEOEER I > RICZ 25N, TEENT DU~ 22020 0RULVARN S OEIENRIAENS

Projected alcohol category growth @ars3u-omsEFA We expect post-pandemic growth to continue to be
Australian market!, value by category, $AUD billion fuelled by existing consumer mega-trends
SHEEOBIFOAH LRI, NoT2v IOk EEZZES| 35 T8

Total Liquor Category - IRl Value (5B AUD)

*ff”)—/h;—:1 + COVID-19 shutdowns and the related recessionary environment slowed

_im?—g'?j‘ o I8 B Q. oo 2 - some categories / channels across 2020 and early 2021, particularly on-

e _ ' - premise alcohol sales
eacean OYI9IETNICHSRRAGRCED, 20205015202 1EEFIZEICHNT T, $FCEETS R OEFEARSENRR A

LI._I'.__:
* However, key alcohol beverage sector frends that supported pre-

COVID growth are expected to continue and provide opportunities for
recovery - particularly those with the scale & speed to move quickly
UL, TEFEE S —([FI0FBIO M > REMEELTHED. 27— 2 — RERFOREICE > TIFEHEDHEA(C

]
=
L=} -
an [==]
¥
|
offa
2H=
1
|
H R
Bl =4
Ek =
[}

a6 48 ar 7

+ Asahi Beverages' market-leading portfolio is well placed to harness
opportunities as the economy and beverages sector begin to recover
Asahi Beverages®miiz#!)— R ZmEmMR— NIAUA (L, TIBEEDESZIRZ 2DICELTLS

silcs o e s o Qe ' T 73 [ 74 7S « Specifically, acceleration of the key health and wellbeing trends is
expected to continue, with Asahi Beverages' low-ABV / non-beer
2017 2B 2019 2020 2021 2023 2023 frn el 2025 028 ST 028 D2 2030 prOdUCTS (eg Sel‘l-zer) posrhoned TO COpTUI’e grOWTh
Bed Total R ITIRAD M > RINEZ F48, Asahi Beverages/3&7IL -l - JoE— )L ER THREZEDAD

* Innovation will also be central fo growth as consumer preferences and
‘occasions’ shift to reflect a ‘COVID Normal’ (e.g. channel shifts such as
home dining, increased focus on outdoor entertaining and picnics,
reduced frequency of large-crowd events)

21— ) —NIUCEO THEEOREBIFCEBRAMANZL IR T, A N2 EZESI T2 RIAH

Asahi

BEVERAGES
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Our Mid Term Plan and Business Division strategies have been developed with a strong

consideration of broader macro and value chain trends impacting our business

NIORESLP/V1-FI—> DY MEERURSA T, FETHELUSESER 2 R IE

CONSUMER TRENDS SHAPING OUR INDUSTRY

HEBBEN VR

HEALTH &
WELLNESS

R
DIIRA

ECOMMERCE

EI¥—X

DATA-DRIVEN
DIGITAL
MARKETING

T—AICEMIIANT

FIINI=I T4,

Consumers are becoming more health conscious, with
48% of Australian & NZ consumers stating that ‘healthy /
good for me’ is a more important purchase criterial. This
tfrend has driven demand in categories with lower sugar,
calorie and alcohol content e.g. Seltzers, Kombucha.

REREEOEED — EHE-EH0)— 7N I-IVEEILK

COVID-19 has accelerated eCommerce adoptfion, with
39% of consumers stating they will shop more online for
products previously bought in store!. Manufacturers can
benefit by building omnichannel category management
capability and direct-to-consumer platforms.

JOHRICLBEIN—ADILK
- ALZFVRIULEETE T SY N IA— L©MBEED X b

Building a data-led understanding of consumers can
support brand health and cutting edge NPD insights.
Acquiring proprietary insights via owned eCommerce
platforms can create competitive advantage.

T-ACEDHEEER - BHTIYNIA- LN U, Y A NER

P Source:
AS""' 1. EY Future Consumer Now Index 2020

BEVERAGES

TRENDS AFFECTING OUR VALUE CHAIN
JNV1—F1—>%EHFIBNN IR

FMCG businesses are seeking direct to store
arrangements, splitting last mile logistics savings with key
customers. Growth in eCommerce means last mile cost
control can be a source of competitive advantage (by
offering lower delivery costs to consumers)

EON—XGEE - SANIINAINOIZANEE(ICLDFRFEAE

Increased pace and extent of changing trends requires
more adaptive production capability. This in turn helps
reduce capital intensity of launching new products and
helps reduce reliance on co-packing.

B> RZAEDIDLR - SEERIFEERH CLBIREN M L

With increasing environmental concerns and consumers
demanding more sustainable products, businesses are
investing in sustainability initiatives (e.g. reducing plastic)
and commercialising by-products to reduce waste

BATFINBEmERHDIEEE N VR
- BEOYRTFEUTAOEDFEHDIKEDIENN



Our refreshed Vision & Strategy addresses the same values & principles as our Group AGH

Philosophy, adapted to reflect our regional business and priorities

AT ZVEEOESIDEEBR(E, VI -TDIEZZEE(C, VT OB FEBEREERIRL TS

Our
vy wi— Vision &
Values

Our
wig  Strategic
Pillars

Our
Advantage

Bt

Our
Goals

Asahi
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Delivering on our
vision to create
differentiated
competitive
advantage in each
of our businesses &
across our region

=Zplfbansz
R BB

Our differentiated enablers

that create our

competitive advantage
BB EEIIS T ER

..................................................... BaIN3dJIR. ...

Delivering growth &
shareholder value
BB R EMEDZEIR

H 2 O4EERELSEAEDIRADTHRLTLK
Bring enjoyment & connection to everyday moments in life

Respect | Integrity | Accountability | Courage | Passion
AN FIES YRI> T4 ==k Ny=3>

Delight our
Consumers &
Customers

HBEEERZEEES

. . Leverage our
Build Resilience g

& Adaptability

Scale with
Speed

25— LWERE — ROTTL

LSUIDREEIE I OHEE

Iconic Brands that Our Winning Our Growth & Our Engaged Our Market-Leading
Customers & - .
Consumers Love Pariners Innovation Mindset People & Culture Scale

=2 ; = T e — -
RN T AN LN g e DAL EIBRT

Return on Invested
Growth Team Capital

Customer & Market Safe & Engaged

Revenue Growth Business Income

AR TiZOME 7o EUNEEA R FEF TR E GEETIS-IAN  HTFEARER
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Our new Vision forms the core of our new strategy, and informs how we bring this to life

(through our Values) and the Strategic Pillars which will deliver against this aspiration
L SNV IS O 7A R T 5. TOMISE, UH BRI HMERABL T, COLSIE SR MERT BNEVSBAFERT

Our Vision is o bring enjoyment &

ASdl’i connection to everyday moments in life
Our ES3> @ B4 OLEEEELSEAEDIBIDTHELTLK
evay-wa- Vision &

Voo BEVERAGES

= Qur Vision articulates “why we exist” and is our
aspirational north star for all of our employees within Asahi
Beverages —reflecting the new
ESa(E 4 DFIEERE I Z R IBDT. Asahi Beverages®HE(CE>TONLIELE |

= The Vision is anchored in our perspective that our business
connects people & brings delight, enjoyment and fun
RS © CIEEDESICLTERTBh through our products

) BRAEBLTAL BB, B CELAPEPE BB IR, LOEZ TR
L)

«  With our expanded portfolio we can meet the
beverage needs of people in every occasion, enhancing
their life experience

=yiwil
it HESE DSBS S CE 3R E USSR — NTAUAICLD, EABEE RIS S

BAITE : EZ3ERIRIBELOMRICES = This Vision is brought to life through our Strategy, and we
will measure achievement through our Goals

EERZIBL T3 2 FIRL. E2aV(CLBMRIFT-ILUCLOTHIS
J-)b : RIS IEE

Asahi

BEVERAGES
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Our approach will be to look across all beverage consumption occasions, and seeking to

optimally meet consumer needs with our total portfolio (alcohol and non-alcohol)

INTORAKRICBZA, ZILI-VE)>7NI-NVEEDRT N9 - R NIAVATHEE - XZmIL

Il Non Alc
I Other ALC
Cider / RTD

M wine
Spirits
I Beer

Occasion Trend

Asahi Opportunity

Key Asahi Brands

TOTAL BEVERAGE PORTFOLIO OPPORTUNITIES
b= -ENLyS - R— R IAVADHES

FERHEREIFEL.
BB D7z Ehit

Category (%) share of occasion by global occasion

We will identify the
key regional portfolio
opportunities &
prioritise on a total
business basis

Our portfolio of leading brands and our
number of customers (approximately
45k) in both Alcohol and Non-Alcohol
sets us apart from peers in Oceania
NT217I5oRE TIVI-)L J>TILI-ILD45,000DFEE

This will enable us to assess growth
opportunities objectively and by
reference to total beverage occasions
— and which represent the best total
business opportunity for Asahi
BEABEMAEERAT NSy

Our hypothesis is that our portfolio will
be able to reach all key beverage
occasions, with a focus on those in

growth  ~=#iL-LiLyS - R—hIAUAICLD, FRTOBRFMAI
Y—F U, DMOBEROMAISEN TSN IR

This allows us to view our competitor set
differently — we will compete with
anyone who supplies a beverage to
satisfy the consumption occasion. We
will design our portfolio to be the
superior offering for beverage

consumption occasions
NIRRT R N IAUA TR B8

Asahi

BEVERAGES
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We remain focused on delivering growth through our core beverage brands, by both

enhancing existing products but also expanding existing markets through innovation
B RO LEA IR~ S & BB TR OIEAILE S, ENT 5> ROREHE:

POTENTIAL SOURCES OF GROWTH
BTERRARIR

‘I BtFh7I)—
DRk

Existing Category
Growth

3 HH5THIAR
INZRR

Complementary Revenue
Streams

AREAS OF FOCUS
E I BRI

Bt FATIU— - FrRIb.

BfFORE HES

[CLBRE
Complementary
Revenue Streams

\ HH5THYRUNERIR
FinTIU-ADEH,
IRERE DS

Existing Category

Growth

BFEnTIU-0kE

B EEOER.
II3 AT LADIEEE

B A) YT
0%i3vE

Asahi

BEVERAGES



We have developed long-term commercial strategies which focus on accelerating and

enhancing our core businesses, whilst also exploring new growth opportunities

REAER TE, I7ESRADNNREFLVBRRESDERR(SES

(@) xtanies Asai

LIFESTYLE BEVERAGES

AT = )VEFFRB R ERDHD. J>TIVI-IVOBEE
CUBLEIF BRSO S LD ERNNE

v' Australia’s best alcohol

v' From value player to fast
portfolio =TRSO TILI-IKR-KIAUA Piay

scaler \Ui—-FL—v-p5I7Rk-27-5-A
v" Market-leading commercial v

erene ) Consumer, customer and
capabilities mig%y—rIzEEES

category-led H&EE-EE-H7IU-EE
v" Investment in consumer and v
customer focus
HEE BERERONE

Grow beyond-grocery
SRF RIS OEE

Asahi

BEVERAGES

ASahi

BEVERAGES NEW ZEALAND

(0> Z1-2-3Y R IOMEEREKREER

v' Building One NZ F—F— ST
ownership & capability 71/{EUT(i#

v Define One NZ
beverage market BEE=OBHE
growth opportunities

v Aligned strategies to unlock
growth  georwossEs

19



CUB is the clear market leader in beer and cider and a challenger in the more
fragmented Ready To Drink (RTD) and glass spirits categories

CUB (RMBEFEEZ) (& E-IMiBEY(F-—HiBThNI>17%2 58, RTDMBEAEUYYTHISB TEFrL > ov—THhd

Market Share by Value (2021, RSV) B cus

Il Key Competitors
Il Other players

#1 BEER*

Scale means we are important to off-premises retailers,
giving us an opportunity to take a category leadership
role

R— RIAUADZRID AT =IUCED, INFEICEDTOEEMENME T T2sd,
EolL-HA9—(CBFB 2 —),  FEAMHZTHTIV--U-F-2vT a2 B ENaIREICIRD

Opportunity to deepen on-premise customer
relationships by meeting needs for beer and other
beverages

wyemEIS DR EOREMGEYE  EIVREDZ-X(CEABILT. FHAOBRZLORFAMEZRE

SOMERSBY

APPLE QIOER

A = o
- pODsToq
\Z)  MERCURY Wi
Y% 1o Aip pavk
IRl Liquor Weighted — March 2021
AS""i * Excludes Stella Artois and Beck’s
** Excludes Strongbow, Little Green and Bonamy's

BEVERAGES
20



Key portfolio initiatives

FERBN—NIAVADED A

Carlton&United
Breweries

Premium

BEVERAGES

Carlton&United
Breweries

EXTEND MARKET LEADERSHIP IN BEER
E- )l/Fﬁiazd)U RILA

E-ILESOHIZTFrL >

|
J ‘
#, N
P \Y

HP"”“ bNIO

PERONI
AZZURRO

R R R SR

HFU GRISP &

60 calories
42% aichol

= Maintain #1 market share by growing value and power of
ouriconic brands  J5 kA k(ck B> 17 No. 1R

* Maintain #1 value share and stretch price-to-consumer to
grow category valve Sy&EZE@IFMIENDR M YFCLZHTT)—MEEA

* Innovate to renew and differentiate our portfolio
A INR=232(c LB ERIEENTIR— N IAA

invest to achieve category

<l
Be the #1 contributor to RTD
category growth, focusing on

take a leadership position
(vodka- and bourbon-based)

BRERTT A bDDAYH - )N—
RTDATIU—EKR D, —&EDIFASI4

Asahi

BEVERAGES

ESTABLISH CHALLENGER
POSITION IN “BEYOND BEER”

S OHUTERET

ﬁ iidi
fg i

Maintain leadership in the cider
category and disproportionately

leadership in seltzer Y19— (D/IZ)?O 1HERS
AN

growth segments where we can

FIRE+EARTH

VENTURES

TAKE A CATEGORY LEADERSHIP
POSITION IN CRAFT

50 M5 T -4 - O 1&15

?“m"e

%Agc

Execute our craft porifolio

75T b+ IR— NIAUAEBEDZEST

= Grow brand awareness
through incremental
category investment

strategy

ijU } (Lcté
J5> RERANIE £

Revenue management to
grow at a price premium

LAZ1— - XRIAY ML RATAETL 27 LOHER

RIR=ZADFERCLD

RERD

21



ALB’s strength is as a high volume / efficiency player in the Ausiralian soft drinks markeiASAHi
and relies on three core capabilities
ALB (RMNERAIELE) (4. 300RHICHENFRMERITIBOABERE/SHESL— T —Thd

LIFESTYLE BEVERAGES

MARKET POSITIONING

Market Share by Value (2021, RSV) B ALB

Il Key Competitors
Il Other players

14% ALB's portfolio of established global
brands provide stability while supporting
future growth ambitions

Esrenrego-/ULJs >R BELIROEERESTIO-/NULTTOR

42%
7%

ALB's high-volume manufacturing
network allows ALB to produce at low

cost
45%

33%
53%
31%
21%

#2 Cola #1 Non-Cola

Asali & mac

LIFESTYLE BEVERAGES

HIENRELEEODTTSAFI—> RELEECLD. ARIXNTOEENTIAE

ALB’s large customer base of 14,000+
customers across Australia allows for
distributing high volumes and is
attractive for partner brands

FREUCEEZERIYIRAYNI - 14,000 BOFEREIE(C LIRSV,
m PR T R E S CRDIIERS

20%

#2 NARTD*

Y/

/ *NARTD: Non Alcohol Ready fo Drink
Sd ' Source: IRl Scan Data Mat fo March 2021 - value and volume share
BEVERAGES
22



/
Key portfolio initiatives AS(’"’

FERBN—NIAVADED A

LIFESTYLE BEVERAGES

EXTEND MARKET LEADERSHIP IN NO SUGAR DRIVE DISTRIBUTION BEYOND GROCERY EXPAND INTO NEW OCCASIONS
\IETIZ0)— MLX ERF IV OFETRE FRIZRHEEDILK
PICK ALWAYS
ME UP/ HYDRATEDITASTY
REFRESHMENT HYDRATION
o
ﬁ NEXT GEN PERFORM
SOCIAL FUN BETTER
GROWTH
DRIVERS
TREAT, ENHANCED
REWARD, FOOD
DISCOVER EXPERIENCE
= Maintain #1 market position by = Grow share of OTG channel to market = Execute the category growth strategy to
confinuing roll out and invest in “zero average for other beverage suppliers expand beyond the heartland driving
sugar” options across the portfolio OTGFrRILD> T THLK increased frequency for NARTD
RIS B OMEC LD, EYETHIENO. 1OHMERF = Evolve por]fo"o to meet channel needs J>7)V A=) RTDOAF I - REBRDEIT
* Innovate beyond sugar and develop OTG sales capabilities
BREERBIUNDA IN—-23> OTGFrRILDZ—X(CEDETR— NIAUAELL

= Advance capability and investment into
eCommerce EIV-ZADIREICLZTAE)T4ELE

Asahi
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Currently, ABNZ is the market leader in RTDs, a challenger in a fragmented Wine category
and has the opportunity to disrupt in beer

ABNZ (Z1—>—-32REZF) (& RTDMHIHETIIS 172585, T1>HiETOFrL>Sv—THh, E-I TG THREMKSN®SD

MARKET POSITIONING

Market Share by Value (2021, RSV)

Il ABNZ
Il Key Competitors (Lion & DB Breweries)
Il Other players

RSV $0.6b RSV $1.6b RSV $1.4b
No.1DERFENNZ 2D
28% RTDMZ NI 17
78%
5 BARN—NF—vT TS REED
I -ENLwS - R—RTAUA
#1 RTD #3 BEER #3 Cider*
irar 33
LJN "2 “DRY" F;"ﬂ 18, g
O g e @) ~ i
JEITE As d"i J@‘ 2 ¢ VEDDAFERLSR
VODKA JAPAN'S NO BEER SBMERSBY
c}qﬂfi}'@
e PERONI Y
WoODSTOCK ITALY ASS

Nielsen Data to April 2021
*Carlsberg Partnership Portfolio
**TWE Partnership Portfolio

Asalf

BEVERAGES

Scale means we are important to Traditional retailers,
giving us an opportunity to take more of a category
leadership and business partner role

AT =IUTED, TS TOEEMENMET Tesh,
D7) = U=y TREBENRIREICIRD

Lower reliance on single brand provides opportunity
to leverage wider portfolio and brands’ strength to
win with key customers

TRILVR—NTAUAL, T35 ROEHETENUIZ
AR IESN'AIRE

Opportunity to build more efficiency without need to
move production and product across multiple
production sites

EEHSEOEEREPERBEIOMEN LDFIEKREY



Key portfolio initiatives Al

FERBN—NIAVADED A

BEVERAGES NEW ZEALAND

STRENGTHEN THE CORE - CUSTOMER AND
CONSUMERS

STRENGTHEN THE CORE - FIX THE BASICS GO FOR GROWTH
q70&1L - BERCHESE 705l - BaEEE EZEIELT

TUCKY

Ag@%ﬁ SOMERSBY. W

—— 3

souRaon ~ LERONI  cruisrn
* Instil robust customer strategies and capability + Improve efficiency and profitability of our » Protect RTDs by leading the market with
uplift fo maximise effectiveness and efficiency supply chain through best in class technology innovation and maintaining the relevance of
of frade investment and deliver a Customer and fools and a continuous our core brands RTDT(L. B4 — RTBRS SIS 5 IS
value proposition BAREERETANNE)T(m EICLD improvement mindset

* Innovate at pace

Through increased investment and execution

DR DEOBACMBRE SN MENABECLS, YTFHF IS OISO | | - 0 4 e existing beer portfolio (led

to maintain consumer relevance by investing + Establish a robust enterprise by Premium), together with future  przeE LA E®R(EE.
in consumer analytics, our priority brands architecture, infrastructure solution incorporation of partnership brands $FR&/(— I35 REA
+ Growshore acros e, CSD an oy

‘ ) ) through portfolio optimisation and greater
HEEDIET S PDIRE, HLU excellence _ _ N .. innovation in Functional and B4U segments
Bft - N —TZEOBEPMREERICLZM IN-23> BERIA-TFAX - T—FFIFvEA>TF- Y1 -3 DREER, HEBEME . A= TA— T—tH A NDAIN—=3 3¢

Asalf

BEVERAGES

FTACEMIINEEZR B OER K= NTAUAREA(C LB S TTIEA
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Alliance for Growth Integration | A I_ I_ I A N C E

Program

. GROWTH
[Alliance for Growth] &0 34 | -




Value creation opportunities derived from leveraging sirategic resources and enabled by

(i) being part of the Oceania region and (ii) combining commercial Alcohol Divisions
BRI~ 2DSERBLUOA LT =T - U- S D— BB, OTEABEOHAICLHMIEAE

Enabled by
Strategic resources leveraged

SEF I 2EERAY Y — R

operating
model

Iconic Brands

Premium Contemporary

Leveraging
F 3 ’ Asahi
ASaWl. peron GREAT Beverages
Oceania
Classic

Y=3FILI\T
OEA

Scale

~45k active customers
~T1.5m deliveries pa

~200m cases / kegs pa

CUBCEAFIEAESS R DS

ARL=T412TETI

Regional Hub

Creating value creation opportunities (examples)
ffERISEH=DRIL (H1)

Leveraging centralised procurement strategy and
sourcing scale EPEEERT—ILAY

Consolidation and optimisation of the joint supply
chain YIS F1— AR E e mEL
Cenftralised shared business services and IT
infrastructure 17— RY—EREITA>ISDOES

Generating value from scale benefits from integration

with the other Business Divisions within the Oceania
Regional Hub (e.g. expansion opportunities to sell non-
alcohol through the alcohol business division)

V=23 ADMEBZELEORT—IL AUy (B SEXEEZEZBUIEREIDRRST)

Unlocking commercial benefit from the creation of the
leading alcoholic beverages business in Australia

M byT> 17 OB EAIECIDINE Ty b

Unlocking value in Premium International Beer
MATLITLE - OffiEZS | EHT

Accelerating non-beer revenue growth as a result of
increased scale  FUEIEKICLBE -V DTE LR

FTE synergies from the removal of duplicate roles within
the alcohol business division  ZE#Et%EeDHIE

20245 FTOIF>—AIEBEZ
(FZER=2R)

Targets for Synergy

Creation by 2024

(Business Income)
Top-line | Approximately AUD $60m

Cost  Approximately AUD $120m

(AUD $m) m Cost Synergies mTop line Synergies
200

. N .

100
[
50 .
0
2020 2021 2022 2023 2024

Asahi

BEVERAGES
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We have also executed a joint commercial alcohol business to establish Australia’s #1

alcohol business  =/liNo. 1OEEELREIAOELEHKS

CarltongUnited | Proudly g 4f¢f

Breweries partof ™ s
. Market position
CarltonaUnited Premium H1 geer
Breweries @ BEV EeRA GE Su

CUB | BEER & ALL KEGS #‘I Cid
P TRTOIBES, E—LLL5H laer

PACKAGED BEER CIDER GINGER BEER
ZERO-ALC BEER POST-MIX
ALL KEGS (ALL CATEGORIES) CANNED WINE NON-ALCOHOL # 3 RTD Spirits

DIVESTMENT BRANDS SELTZER SPIRITS

#7 Glass Spirits

oonsTack

BOURBON
/i g\

; ALLIANCE
Asahi GROWTH



People, Culture and ESG

#t8. X1t. ESG




As part of bringing our Vision and Values to life, we have defined the set of Behaviours

that will help to drive our people and culture forward as we fransform our business

E23> - )W1-KRBRO—IREL T, ESKAZEDRR(C. HEEUbZRNESE 1 TEMRNZRELL

Asahi e Values /\Vi-  Behaviours T8i&=

it
ion i
5 BEMRIS

=== Respect
YART

Integrity
MES

Courage

B

Accountability
ThIAET1

Passion

S,

e

e =

IN=232EIAN-ST1DEE,

. We collaborate as One Team, valuing inclusion and diversity One Team&UTi57]

We welcome challenge and challenge each other with positive intent FiEzREZATHEK TS
We give credit to each other’'s achievements giE%325H45

. We live our values and align to our strategies in the decisions we maoke lfEEROE

We're honest and transparent in our actions HETERMEOHZ1TE
We do the right thing FELLVTO

We challenge the status quo and drive to be better #k#L. LSORVEDZEIET
We are adaptable and resilient — quick to flex, and committed to staying the course

We are vulnerable and grow from failure s%EhsopE i@ﬁE\btlf\‘/;UlI)Z\
We are brave and take the steps that others won't o A o570 FIRSEHRHLIE
ZEHkEKT D

We take initiative and empower people (=>7F7J%LD. #BICHES5ZS
We drive for results and deliver on our commitments #&R%ks. IZYbX MRIZT

BE. HEE. TLU TRV —HZ AT

. We go the extra mile for our customers, our consumers and each other

We have a thirst to be the best and love winning together A2 =R<U. BFlERHS
We live and breathe our brands in everything we do  J5>RicaE%#50

Aﬂsahi

EERABES



Pride in our region and being a ‘great place to work’ remains central to our Asahi Vision.

We manage this under the Asahi “Be” framework.  [FE7=7EAOED LI FIEELLIIBEE INE S5 ORLTHS,
Asahil Be]JL—LAT=JDELICNRIATNT B,

Asahi Pride in our region and being a ‘great
Beverages place to work’ remains central to our
Asahi Vision. We manage this under the
| Your Flace fo Be | Asahi ‘Be’ framework  rtur-ritmnomnermmsLL )
% A MANUFACTURER & AN EMPLOYER A MEMBER OF THE = = = N e bl <r S s s.
N=79- MARKETER ERE COMMUNITY
Asah\i,erages Be Be We use this to:
Your Best Involved! « Communicate key initiatives, benefits and
Quality ::\:i;?;r?.t Brand Achieve. Grow. Lead. how we work with our people if@b@gﬁg: g;;%g;:gv
o Asahi « Communicate what we stand for, what we
verages verages value and how we work externally

(LinkedIn) — AEsiEesssy, Bz B, COsSABTHDEERS

Health. Wellbeing. Safety.

« Drive brand love and ambassadorship
IS5 RA\DBEPLT N\ BT - vTZ{EET S

« Drive inclusion, responsibility, performance
Yourself & development and community

involvement across our organisation

e rnEl. 1290 —>3>, SE.
INIA—I DR KTAROT A NS LUV TZ1ZTAADENNZAET

Asahi
Beverages

Asalf
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Diversity & Inclusion remains a key area of focus, championed by the Asahi

Beverages Oceania Leadership Team s1-s5/& 120 -Saslt. EBREHH

. . = [} ! .
(endevahsahi P deehsahi ahsahi  MuHicvltvralismeAsahi
—— -
(7]
9
- g— International Women's Day Mardis Gras (March)
¥ &
. o
! g o
3 -_g /
5/) g g\lernaiional‘oayoof. bili
eople with Disability
A9
Q
O
(\. ° ° L]
) Our Diversity & Inclusion Roadmap
< 2021 RHEIT1=r— SIS EIEHET 2022 FELTHEALICLBLEND 2023 BEBA VI — I3 HEOER
B
Ih 8 2021 - Set foundations through awareness 2022 - Expand through education & 2023 - Reach advanced culture of inclusion
(%t “» & communication conscious behaviour change - “just part of how we do things”
(7]
E 0
2 9 v Behaviour-based change F#zit
5 D
5 : v D&l Strategy D&z v' Training for leaders J-%-tL—=>% v Inclusion = ‘how we do things’ [E59SECERDETN ]
5? 8 v' MTP Diversity & Inclusion KPI's D&IKPI v Policy updates HRU>—0E5 v Inclusion criteria in KPI's 1>2)l—>3>OKPINE#
AN o
5 v Best practice defined ~ZhJ577120%E%E v Impact on business performance %72+ Expanding to other diversity pillars
'g v Graduates and interns =4 1254 DTS5 E5- DR

Aﬂsahi
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Sustainability — Consumer-Led, Customer-Driven, Asahi Owned
YA7HEUT( - HEE, BE, 7Yt

Consumer-Led

Asahi Progress to Date

HEETE

1 o 4 SHBEED4ALIAZ,
N YAFFCUFA D7 )= PHTH—T8%
consumers are early adopters when it comes

to Sustainability
1in2 2 NICLA (L, BIEICEEUE
ESRAZDZEICHIFIS

expect businesses to be doing everything
they can to be environmentally friendly

° SABBAE KFITFURE
3in5 Y27 CUTDIBRECRBREEEZ TS

think that big brands should set an example
on environmental Sustainability (58%)
43%(&. BEEFIHRTFHEUT (1%

43% IEBCHMBIE THDIRINEEZZI TS

believe businesses should treat Sustainability
as an extremely high priority

Asalf

BEVERAGES

Championing 100%
Recycled PET & Reuse

100%UYAILPET -J1—-X

Renewable Electricity
BAETIRERE S

7Y OES

Release of BE Report
Established Strategy
Removal of Hi-Cones & Goals

J\AD->OAMEF

CUB Off-Site Solar PPA

Operational (On-Site

Completed 2020)
CUBDOXFZAE LA

Cool Ridge Marketing
Campaign
[Cool RidgelFv>R—>

WTERN . une L
WHEN '0U CAN wuE n

on) [}

4 Pines 1% for the
Planet product

launch
[4 Pines 1% for the Planetl

PACT/Cleanaway
JV Finalised
PACT#t - CleanawayftEDIV
e e :

—_—




We will now build on that momentum with a refreshed Sustainability Strategy that

aligns our local goals with our Asahi Group global pillars
7N -TJ0I0-)N)L-ES—E. AT Z7EZEOO-HI BiRz —BEEIEHATFEUT 1B

ASAHI BEVERAGES SUSTAINABILITY STRATEGY

Asahi Beverages (At7=7%5%£) OYATFHEUT(HER

FOCUS
AREAS

ENDEF

OUR
GOALS

BR

Asahi

BEVERAGES

Climate Change Packaging

@ SHRZE @%

Renewable Energy B4rlgeIrIL+— Plastics JFS5xFvy

« Strategically transition to
100% r-PET in selected brands

* Invest and develop
technology to build our
Reduce CO, Emissions CO,#FHiER capability .
+ Scopel,2: Reduce CO2 Glass, Cans & Cardboard g,
emissions 50% by 2025 + 100% of packaging will be

. Scope 1,2: Reduce CO2 recyclable, compostable, or
emissions 60% by 2030* reuselsle iy 2025 .

+ Glass bottles and cans will on
avg. use majority
(50%>) recycled content by
2030

Partnerships to Repurpose &

Reduce BAALHEND/-~—vT

» Develop partnerships to

collect/repurpose more
plastic than we use by 2025

* Reduce the amount of virgin
plastic usage we use by 2025

(3

* 100% Renewable electricity
by 2025

ZERO CO, Emissions CO,#FTO

» Scope 1, 2, & 3-our total
supply chain will be Zero
Carbon by 2050

IKEFAEHIRK
Reduce water consumption
* Reduce internal water use by
2-3% at our manufacturing
sites

KT REFFIDIREE
Protect water access & use

« Conduct water risk
assessments in areas where
we operate and source
water from by 2022

AZ1ZT1DIKTIER
Community access to water

» Utilise our capability in water
access to support
communities in need e.g.
CUB Water Cans

ASahi

BEVERAGES

Sustainable Supply Chains/

Respect for Human Rights
AR (EEATAER:

HBI4F1—>

/ NEDE S

im

Modern Slavery & Responsible
Sourcing IRRIGRALEFHZHE

Comply with Modern Slavery
Act Requirements

Produce annual Public
Statements on our actions in
regards to Modern Slavery

Launch Human Rights Policy
& Training

Launch supplier platform to
engage, assess & partner
with our suppliers in regards
to Sustainability &
Responsible Sourcing

Asahi Beverages

KegPoncib!e,

Circular Economy

O EERELRA

Zero Waste to Landfill 1By7FEZEYE0

* 100% ZERO waste to landfill at
our manufacturing plants and
warehouses by 2030

« Pilot Zero Waste at 2 offices
Circular by-products EIEYIOEER

* Innovate to make our by-
products circular & add value

Pilot sustainable sourcing and
build reputation #F#i ol RERFEEDER
) . ELBaT—Sa g
* Pilot sustainable barley
program in 2021

* Track key measures on water,
soil health & impact
management on farm in 2021

34



Bring enjoyment & connection
fo everyday moments in life

[B 42 OEFEZZELSEANEDDIBIDTIHILTLK]

We will deliver transformational growth post the acquisition of CUB

based on our plans and strategies:

BUTF O5tEICHERICEDE. CUBBINEBOZENMEZEIET

1. Top line growth accelerated, driven by business strategies
h T4 > OB R DR

2. Continued strong business income generation
RS EEF A H Ok

3. Growth and efficiency benefits delivered
AR
4. Differentiated critical capabilities embedded, making our

people and business resilient, adaptable and fast
ERMEENITANEVTA(CED, HEEBEZL DI NCEN . TuREDHZEDICT S

5. Organisation wide quality mindset and high-performing,

engaged teams
MBI ITEIVI Ry R, BUWNTA—YDATPR05H5F— A

Asahi
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Thank You

T ATRAR S

NASTRO
AZZQRRO

e
2-)V=F54
PrEE-A
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