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Asdhl AEl is centered in Europe but manages the complexity of global expansion
Asahi Europe & International AEI[Q:IZ?ZIJ\NEI:F][B\L:\ @%@Q‘D—/\“}[/Eﬁ[:j\,\fﬁv*ij ) I\L/'Z'L\ﬁ

90 markets
5 continents
61 reporting entities
21 jurisdictions
22 time zones

000
(@
10 000
people

19 production facilities
in 8 countries

* constant FX rates applied
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ASC’M Our performance in 2021, despite continued Covid impact, was substantially
wnmeeaneneed @EtEI than 2020 with premiumisation evident in top line growth

JOF D& I T DM, 202T1FDFEEIL, TLUI7AMEER DT LERRICEY2020FZKEIC B>z

Il T B D T Full Year |
e | I D Y N D D N D) X I 0 ) I X N

NPR €m 473 (14%) (17%) 858 23% (3%) 931 5% 2% 668 21% (1%) 2930 9% (4%)

COP €m 3 (95%) {96%,) 197 50% (11%) 256 4% (5%) 122 98% 12% 578 16% (15%)

« Covid impact: Q1 was heavily impacted by lockdowns in most markets, these restrictions eased through Q2 and Q3 with
markets reintroducing restrictions in Q4
JOF ORE: QIS DM COY 55 I DEBEHR<Z, Q2EQ3EAL TRAITEII NN, QATIRHINBEA _ _
 Signs of recovery in On-Trade when markets opened in Q2 and Q3, with some months exceeding 2019 in Czech (Jun &
Jul) and UK %Jun Aug and %EE
Q2EQ3NZMEN BRI AKICEEA cEEDIkE, FT(6-78) EHE(6-8-98) Tld. 2019EFENKEE FES

* August 2021 was mpacted by adverse weather conditions which partially offset the easing of some Covid restrictions
202158 AIRERIRIC & 3HEEZIA, IOHRHDEAIC & —EMER

« Strong YoY NPR growth in 2021, ahead of volume growth, driven by price and channel/brand mix
20218 HHEEF v RV TS YRSV ORICEY. BRSMBOREIE FE555 CRB0R IEREEER
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AS dhi Our key strategic focus areas, integrate back into AGH and come to life
e e tHFOUGH OUr culture
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ASd'il Legacy 2030 — Delivering on our Commitments to Cheer the Future
Legacy 2030 - REZRIEITDIIIVIXINEERIRTS728IC

Asahi Europe & International

 TIHCTOHCo2HFHES 0 %HR

- TIHTD100%BERREENIRIVF—ER
KEREREMT192.75h1/hl

‘2 TOILG CKEREREBEA3.0hl/hIK
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2050

» CO2 neutral in Scope 1, 2, 3

-Scopel,2,3CH—hRrZ1—r3JVER

» Reduction of CO2 emissions in our breweries by 50%
* 100% renewable electric energy in our breweries
» Average Water-to-beer ratio 2.75 hl/hl

- TIHTHOAh—RZ1—r3IVER

-Scope3 TNDCo2HEHE3I0%HIR

-100%BIRAIRE L AR (U1 D)VATRE.
A 2)ILFRMFIR)

- 100 %Kit Al Re /R R HLERE

* All breweries below 3.0 hl/hl

- J U7 A—ILE—ILDERFEERERLEE20%
s I I0T714TDELZHE50:50

2030 &

AN

LEGACY

2030

2025
2020

» CO2 neutral in our breweries

* CO2 Scope 3 - 30% reduction
* Fully circular packaging: 100% recyclable, majority recycled content
* 100% sustainably sourced raw materials

» 20% share of non-alcoholic beers in our portfolio

* Inclusive culture with 50/50 executives

PLANET
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ASJ"’ Legacy 2030 — Our Progress & Looking Forward

Asahi Europe & International Legacy 2 03 O _ ﬁ?&ﬂﬁfﬂt’%‘?&@@% PLANET
: N : Progress Priorities for 2022 & Towards 2025
Active Participation & Thought Leadership ﬁ;&ﬁ% 2022ENMY A E2025FICEIFT
through Partnerships G * Inthe Netherlands and Poland 100% of electricity in our * Continue working towards 100% renewable electricity in all
N—=bF—2vTE@URBBNRSMEY —~N)—5 -2y e 9)(6 breweries now comes from renewable sources breweries by 2025
— A5 ER—S VR OESEF CIERT3EHNDT100%I3. BERTEETRIL 2025FF£TIC2TDEHEFRT100%BEATEE M T 7= BREE A D kST
o e F-HN5712% * Develop & implement Renewable Heat & Waste roadmaps
¢ C Y, United Nations ki bk g nd « Our Grolsch brewery in the Netherlands uses 100% green B alaa e BERFAOO— Ry JOBFEEN
‘\I{& 4/\' g."mew‘c’;]k CORVEGgRIon o Green Electricity in our heat 4524 DGrolschBESF Tl 100% 57—V TRILF—% {5 + Implement Transportation, Cooling roadmaps for carbon
Se_— RiEEImnge European Sl + Our Plzen brewery in Czechia is now using green heat neutrality of breweries by 2030
Sommission FIIADPlzenBEEFI ClE. J1— TR ¥—%ERh 2030FFTOEEFRDA—RYZ1— S )ULICEIT R8RS S
O—RYvIO=E
| ,(gy/h @} * We use 40% less water now compared to a decade ago ¢ Perform Water Assessment in each market in 2022-2023
BERACEIOZEIRO ¥ ©) 108 LU T, KOBRER40%HD 2022-2023% . & CKPEAX I EHT
‘ The Brewers of Europe WATER » Together with Microsoft, we are supporting hop growers in ¢ Develop & implement Water Reduction roadmaps
275 litres of water per litre the Czechia to address climate related water issues KERHIRDO—Fy TOfER K
St betcbratad yiages TAoOVIMIERAET, FIIORY TRIERFEXEL. [URICEETS
— KRR
s @ P S
e e The Consumer Goods N
E:] top-clip packaging for can multipacks #5>4 ¢l D~ 1Ny —2 27 O— Ry T OV &£
. = )b%/\“y’]l:%%fr‘\‘—)b@@ %%*Ey_ﬁéiﬁa%‘yj"ﬁu‘g?"@%’_ﬁ%ﬁﬁ » Continue to develop pilot projects on circular packaging
CLIMATE A EeilEr paciceing * In Cz_echla and Slovakia we have dlscontlnu_ed PET_ and packaging reduction
GROUP Q“CDP e plastic bottles and PU plastic labels and aluminum foil RS SEMHEIRICET B/ Oy N IO T O ORGHER
FatiiciAble pACIacing replaced with 100% recyclable paper labels * Monitor & implement Deposit Return Schemes (DRS) in
FIOERONFFTlE PETARIMNVETPilsner Urquelll 7527y o our markets
IRV, PIVERAIVZEBEIEL. 100% )1 D)V alBE/ait S NIVICETE FTiRIYE 15— 2F—L(DRS)DEZS) VT £
SCIENCE
) RE'Source @ BASED !
Feetiabla sneeysourchg TARGETS 3 . 0 : : . « Develop & implement agriculture strategy & roadmap
. ¥ o DRIVING AMBITIOUS CORPORATE CLIMATE ACTION = 100A) Of the barley we use in czeChla, SIovakla and ;‘i%%ﬁﬁ%-[l—l*?‘yj@%itiﬁ’ﬁ
Italy is sourced locally, most of it directly from farmers
SUSTAINABLE FI3, 20O0N\FT7 AF9UFPTERULTWSAEZEIXT100% RtEhE, 20D « Identif labl icul I d ;
SOURCING e y scalable agriculture related projects
. i . EEALRBRED SEEHBA SIRIE D 3 BERTE T T DR
BUSINESS o q 'y 100% of ingredients
AMBITION FOR 1-5 c .A} L ifa‘gced e ESEL e
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ASC’I” Our Commitment to Diversity, Equity & Inclusion

Asahi Europe & International %ﬁ'lis 1747—_’(~ /ryalb_:)ay/\@:ls\y I“)‘yl“ PLANET

We are determined to create a business as diverse as the world around us, reflecting the

communities we reach and the people we serve.
zBIE A ZRYE<HEREBULDICERREIRRZEVHU M eEARLET I 1 5T & —ERZRMETS

A
ARANRBREE TS

I n We are committed to nurturing a workplace where we celebrate and respect difference and
support everyone’s freedom to be their true selves — at work,

at home, in public — to be courageous in your individuality and know that you have the same

AS Y OU ARE opportunity for happiness, fun and success, whoever you are and whatever your circumstances.
, B BV BVWCEEUVAV EERERROB D ERECET DL OL0HHEHIET. BS. KE. AR CEDOEMEICERZERS.
— A — EABATHOTE, EDEIWRATE, FEPELH BNDF ¥V ASFL THE_E=HIRT S

You can belong without having to conform and have the freedom to just be you — and shine AS

YOU ARE.
BR5UL HRZREHRZTVSNSERZER > TS, TLUT RS ULEITS

We believe.in a.werld
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https://www.youtube.com/watch?v=LqDW96J2RsU

ASali

Asahi Europe & International

EFEEUTORRYHM

As a Company we are Committed to:

o

O
OOOO
(] (] [

Creating an inclusive culture
A0V —2 T AINFv—DFRK

where everyone can belong and encouraging leaders to create diverse, inclusive
high- performance teams.

HENBINTE T SR CEENRNANTA =R I RF—LEEZHIC )= —T= 55525

o0

Enhancing equity
IOAT1—Maglk

at every stage of the employee journey acrass the organization.
HENFERTHORT—IADFBRSHOBENY

©
r‘%""\

Improving diversity

ZRRIEDRE L

with an immediate focus on gender balance and achieving gender parity in
management and the senior executive team by 2030.
BLDNSVRICEREBE, 2030FHTICVR—IAVIETIIEITA TF—LTOBL
%2R

40

0Qo

PN

Providing more flexible work

practices and policies
KUY REREIT FDERE HEHDIRH

with role models in senior positions with families, to demonstrate that success does
not mean comprising work life balance
REZFRONR—Iv—BEO—IETIVEL BNIET—0S1INSIRERTHETIE
BNZEETRY

S
(o)

Actively supporting women
ﬁ@a@l:zz'r;at}{m_? P g

and employees from diverse backgrounds in growth and development for career-
mobility and advancement of high potential talent.
SR\ YOI SV RERDOHABDRREBREXEL. BVBENERDOAMOF+ U7
BREIERE IR

Encou raging leaders
=5 —fz5A DX

to prioritize health & wellbeing, focus on mental. physical and social wellbeing. and
ensure an inviting, safe and thriving modem workplace

(ERRE R ZBEL. FEHN. FA, R HZ AN, BANTR2EXDS S
REWLESEERT S
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ASdlil ASD is building global FAME partnerships to accelerate growth LAY
s e s PPHEZ—)\— RS54 JIE ZOREEIMES . TS URDERLES B BEHIC, GlobalL AILDIRI M HET S PORTFOLIO

Super Dry refreshment from Japan

Need to generate Awareness and Trial
BARI7TEX—IN—R311I&, FO—/NVTERME- b SATIVERA LS E2HEENH D

Fame driving global partnerships and trial experiences
ZOERICMIF T, F7O—/VVIN—=hF—2v TZ R IR REER AR ZE L . 53 MR L. b5 PIVIZEITFTVL

Rugby World Cup 2023 545t—7—-khvF2023A0H%E

>800m|| TV auc“ence 8{%‘\)\L}LJ:0)7_‘[/|:*EE{§%City FOOtba" GI"OUp T4 =Y R=IVTI—TA\DIHRE

« 1.8mil tickets 1805#DF v » Manchester City #1 ranked UEFA team
* >1milin fanzones -r>v-vizioomAmt ¢ Melbourne City in Australia
* 1.5bil reach social media « Yokohama F. Marinos in Japan

V= UXT AP TO)—FE 15BN

 Sichuan Jiuniu in China
e 4.8bn TV audience
e« 200 countries worldwide

r RU(E)BY c /
WORLD CUP . A1t
u wWoRLD L ASC"” 1billion followers total
NOFIRY—- 274 UEFAS DML

WORLDWIDE PARTNER FA—=ZSUT XLV -7+

HAEEFY /X

FE:MIIAA4FC

TLERREER 48FBA

MR T200HEICT7 UMD

SNS#T7407—# 108A
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ASd"i PNA 0.0%: Launching the world’s most aspirational, high M@

quality and best tasting non-alcoholic proposition PORTFOLIO
FPeroni Nastro Azzurro 0.0%J: ttR CREBEINTEMEBEL/ V71— IVERRIDIREZMIA

PNA 0.0% Peroni Nastro Azzurro 0.0% Aston Martin F1 team 7z+ov—FUF1F7—4
+ Completely new consumer blind taste winning recipe * 1.6bn cumulative TV audience (+4% year).
* Impactful new design * 0.5bn unique TV Views.
* Launch in >20 markets * Formula 1 fastest-growing follower growth 2021
BRUKET ANFICLUEGHUIWVEEERITOLYEZEA RRTUVEREEER 6B (RIFLL+4%)
1VNI-DHBHHTFA S5{EEIDT L EREEE]
20NWELL EDMIE THTE F1sED 7407 —EmNE 20215

SUPERIOR
ITALIAN TASTE

NOW WITH o 0% ALC
o
h’]

) G %ﬁm
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ASA'” Kozel — Europe scale and relevant portfolio for Asia M@
Asahi Europe & International ITI+<Oze|..l| - mu‘N—C“X"T_}I/b\\ZB L)\ Fﬁﬁll‘ib\\aﬁb\/—ﬁ’_I\jZ'-IJj_%?:J“?I: PORTFOLIO

= el

¢ |
Kozel — approachable Czech beer culture : Ml :
FKozell - HUAPTVWFIIDE—ILXIE K)z—e:_ &
* Premium scale brand 7L z74245—)L75 VR Lifeis

* Less bitter traditional styles of beer &kn Va2 \E#HHIRZ 51 )LDE—IL refreshingly sweet
» Lager, Dark and new White (KOR) S#—. 94—, #7zI2ih D1 ~(KOR) ]
’ with Kozel White

* Launch Italy 2021 and Romania 2022 #7554 15'J720215E
W—Z72022%F

15



	スライド番号 1
	AEI is centered in Europe but manages the complexity of global expansion �AEIは欧州を中心に、複雑なグローバル展開についてもマネジメントしている
	スライド番号 3
	Our performance in 2021, despite continued Covid impact, was substantially better than 2020 with premiumisation evident in top line leverage
	Our key strategic focus areas, integrate back into AGH and come to life �through our culture
	スライド番号 6
	Legacy 2030 – Delivering on our Commitments to Cheer the Future�Legacy 2030 - 未来を応援するコミットメントを実現するために�
	スライド番号 8
	スライド番号 9
	スライド番号 10
	スライド番号 11
	スライド番号 12
	ASD is building global FAME partnerships to accelerate growth�『アサヒスーパードライ』は、その成長を加速させ、ブランド力を向上させるために、Globalレベルのイベントに協賛する
	PNA 0.0%:  Launching the world’s most aspirational, high �quality and best tasting non-alcoholic proposition�『Peroni Nastro Azzurro 0.0％』： 世界で最も魅力的で高品質なノンアルコール飲料の提案を開始
	Kozel – Europe scale and relevant portfolio for Asia�『Kozel』 - 欧州でスケールがあり、関連性が強いポートフォリオをアジアに�

