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We have regional scale across Oceania with strong positions in each of our

markets and grew Core Operating Profit by 73% in F21!
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BEVERAGES 3 CUB share represents ATO beer market share



https://www.asahigroup-holdings.com/en/ir/pdf/2021_4q_presentation.pdf

Our clear, focused strategy provides our business with clarity on how we will

deliver shareholder value
HEMERE_EZE IR DEES
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Our Sd ’ Bring enjoyment & connection to everyday moments in life
tvav-\Ja— Vision & BEVERAGES
Values Respect | Integrity | Accountability | Courage | Passion
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We have clear, sustainable competitive advantages versus our peer set that

underpin our value proposition as the regional multi-beverage champion

Mgy TOVIFENLYIEREVT BRRBUMERTD

Our Long-

Term Value
Proposition

RHEARIZR
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Our engaged people and culture that harness a growth and sustainability mindset are our biggest strength
and differentiator; we move with scale and speed
RRETATTE)T 1 2B/ DUREEEFEENTRA

We are the leading beverage company in ANZ and one of the largest consumer goods companies in the
region
FE7Z7HIBOENLY I MY TRETHY . RADHEMA—HA—DVEDTH D

Our portfolio of loved & iconic brands, with strong positions in all key categories and beverage value pools,
is supported by our proven ability to innovate at scale to target new occasions and consumer trends
FENTIV—CENRRIIIVELED HEBNOEBEINDS TS URE

Customer-centric operating model & scaled multi-beverage offering provides a superior ability to partner
with customers for mutual growth
BAEFODARL—T 1 VTETNE BEORTVWIILFENLY I DEEICLY BEEELBICHRETS

Our market-leading operational scale provides superior efficiency & productivity opportunities, supply chain
flexibility, and advanced route-to-market capabilities that underpins our long-term competitiveness
MiEh Y TOEFERRICKY  BNIZRECEENE. U TS/ FI— D ORRE. mmiitieehzEa 5

Our disciplined balance sheet management and robust free cash flow generation enables the accelerated
allocation of capital towards strategic growth investments to drive improving return on invested capital
FEHDB/SYRIADNER G T —-Fv v 1-TJO—ICLY BIBHNARIKEANDEREE D ZILEL. B FTEAFRZEZR LT D

Our long history of strong governance and unrelenting commitment to sustainability, safety & quality
provide the foundation for enduring success
BEGANTIRETGRATFEUT 1. 22 MEDZDIBRUEAETEEETD
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We have an experienced and diverse leadership team collectively driving the

growth of our region

Asahi Beverages Oceania Region
0
> e A

Asahi Asahi

4\;“ J Carltons United ] : LIFESTYLE BEVERAGES BEVERAGES NEW ZEALAND
‘ : Danny Celoni Nigel Parsons Andrew Cambpell
Robert lervasi Carlton & United Asahi Lifestyle Asahi Beverages
Group CEO, Breweries Beverage New Zealand
Asahi Beverages . . . ges, oW !
Raglohal Bib Chief Executive Chief Executive Chief Executive
Officer Officer Officer

Digital & Procurement & Finance Human Resources Strategy &
Disruption Sustainability Growth
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Sandra Gibbs Kellie Barnes John Tortora Amanda Sellers Roz Lever Brian Phan
Group Chief Supply Group Chief Digital & Group Chief Procurement & Group Chief Group Chief Human Group Chief Growth &
Chain Officer Disruption Officer Sustainability Officer Financial Officer Resources Officer Strategy Officer
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RS DA
Strategic Progress

We have made significant progress against our strategy, and our momentum is

building as we continue to leverage our market-leading scale

Asahi
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HEECBEEZEEES

Market Share growth across all

Business Divisions!

EFECTHHYITIEK

Growth in Asahi Super Dry and
Peroni global brands

JO—/IN)V TS URITR—/IN—RS1 j&TPeroniJDRER
Investing for future growth to
meet new consumer needs &
occasions (including expanding
into coffee via Allpress & #1 Zero

Alc Beer Share)
HRERE (AllpressIiCLdI—tb—EHE /U TIVDILK)

Accelerated development of key
commercial capabilities
(Revenue Growth Management,
Customer Experience, Consumer

Connections)
HEBIRDT1 /N T3

LIUI R EBEIGTDIEEE

Safety-first culture driven across
business

RZLE—NDXIL

Strong supply chain resilience
through continued headwinds
BERY TSAFT—

Exceptional engagement across
organisation (> than benchmark)
HEBEEOEWNI VT —I XU

Progressive Hybrid Future of Work
model supporting our people
post-COVID

07 %= RIBA 2R ENSEES A

1 Our Business Divisions grew volume share by 30bps — 100bps in 2021 as reported by ATO (CUB), IRI
MarketEdge (Asahi Lifestyle Beverages), Nielsen (Asahi Beverages New Zealand)

A T—=)VERE—R DML

Year 1 Alliance for Growth
integration benefits delivered on
target

BAEUT IR EROEEEER
Establishment of regional
capability centres of excellence
(commercial, growth, disruption)
to accelerate organic growth
tUy—-FT - TOELIRICLDEERINE
Sustainability Strategy delivered

and key initiatives progressed
HRTFEUT 1 B




Our strategy Is winning in market and we are continuing to re-invest ahead of our

peers fo accelerate this advantage

BESIERIAL THY | SR EB AR DT DBIREZ /R T 5
 CUB(ZMEEER) O
Leadingalcohol growth through
CUB

Great Northern
Zero expansion -
including through

Grocery

Continued Vodka
Cruiser growth

'Vodka Cruiser] DGR RE

EBRFrRIVERESD
FGreat Northern ZerodMiiK

A7) —-BEIA—HRICLDHGEZ LESHE
Market out-performance through
enhanced category & customer focus
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Advantage_

#3 of large suppliers

Building the right portfolio for
growthin NZ
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Expanding into new growth areas
FULBRDEFADEL

ALLPRESS

ESPRESSO




We are proactively driving our Heath & Wellbeing agenda

- -Well-being DB a#ET S

roE 3y

Consumers are looking to food and
beverages as a means of managing

long-term health
REIRSRERMERT A DEEE DRI

Health & Wellbeing is constantly
changing, with new spaces emerging

in functional, mental & immune health
{2 -Well-being DB DR EKS

As a business, Asahiis commited to
building a Health & Wellbeing porifolio
to respond to these evolving needs
f&m-Well-beingiR—h 74 ) A DIEERZEEDH D
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Our strategy will focus on:

Reducing sugar content across our
alc and non alc portfolios
WrEEREDHRIE

Building a range of non-alc and

low-alc alternatives
JO7IVA—=IV-E7ILI—ILEmDIEKR

Providing healthier options including

low carb and low calorie
KiK. EADOY) — B mDiRH

Ensuring a meaningful proportion of
our portfolio is designed to meet

emerging Health & Wellbeing needs
2 -Well-beingZ— XML R— T4 1) A 185

___ Ourambition _§  Ourinifiatives ____§  Ouracton

We plan to deliver this through:

Accelerating ‘zero’ alternatives
(zero sugar & zero alc) across our
categories

£0O-vaA—. €0-7IVI—ILERDILE
Optimising our core range to deliver
against current health needs

R —XICHm U ENEREDO =B
Disruptive innovation in emerging
Health & Wellbeing horizons

@R -Well-being 2 E CORIER A/ N—232
Creating a health centred business,
both internally & externally
HA-HATORERE I RZEIL




We are making progress against achieving our sustainability commitments

YRTFEUTAICEATSIIY XU MERICAEIT T2 ER

Asahi Beverages Oceania®tA5FEUFq-7I T4
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ENVIRONMENT.
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Sustainable
Packaging

Recyclable
Reuseable

Compostable &
by 25
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Using &
sourcing water
sustainably
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12-year renewable PPA in place for the
entire CUB electricity usage! (74k MWh)

For ahard earned thlrst

Victoria Bitter, brewed with 100% off
set solar electricity since 2020!

(k) BHEEZHN(PPA)ICK2BERREENDTRE

(f) TVB Solar Exchangel 705 4% @
SHEBEADKBGIFHKEBEDRERH

(F) FVictoria Bitterdld100% A ENTRYE

$45m r PET recycling &
production Joint Venture -
Asahi, CCEP, Pact & Cleanaway

First Volvo Electric truck in
Australia delivering packaged
beer (July 7, 2021)

On site solar across 5 sites — 7,547
MWh

(L) WVICKBPETUSA VI TIGIE EIF
() BRI VOICLBDE—IVELE
(F) 7,547 MWhD 7 1 b RIEEHRE

0% RECYCLED

| e
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100% RECYCLED %277

Championing r PET with
consumers with Cool Ridge

@ PEPSICO
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1/ ANZPAC
PLASTICS
PACT

Signatory to the ANZPAC Plastics PACT &

Commenced integrating sustainability into

JBP sessions with customers

(L) FCool RidgedTUHIILPETZE

100%fEMA
(F) ANZPAC Plastics PACTICEZ



We are focussed on ensuring a diverse and inclusive environment for our people

and are making good progress against our agenda

WREICEODTEHRENDVA VD)1 -V I RRIBEHEFRT S EICERZTEVTHY . FREICHUTIRRISEHL TS

Our Diversity, Equity &
Inclusion Vision

Asahi Oceania continuously aspires to be a diverse
organisation where everyone can be their
authentic self.

Asahi Oceanial&. HEENEKDER O US ERIBTT 2LKRIEDH DM THY 2L ERBEWRITTWETD,
We believe inclusion is an expression of our
culture. We sirive to be as diverse as the
communities we serve, and we are betfter when
everyone feels empowered to flourish and thrive.

B A= 3 VR EDIEDTRIF THDEEU TVET Tz BIE I BN —ERERM T DitigH =

tﬁUJ:iI:%*>%Fi553:5¥jjb\éﬁzg)b\‘ﬂ;&%?ﬁb\%ﬁéa—%:tt\J:L)Eb\é*itgécté_:a?Ebijo
We believe everyone has an important role to
play.
eBIE HEENEEREENEIEO> TS EFUTVET,
Asahi -
66verag7s shine

OU,@@]C AS YOU ARE

 ovpogennaon sozeous

85% of our employees are inspired by our Diversity and
Inclusion (D&l) agenda 85%DREEN, DRIPITVSICHIHESI TS

41% female representation in our Senior Leadership Group
IZPI—S—v T IW— T LD BLEDEEHAT1%

Established and maintained proud partnerships with

Diversity Council of Australia, Pride in Diversity and the

Australian Network on Disability BHEIE D)\ — T —w THET

Partnered with the Australian Network on Disabilities (AND),
and piloted an internship program at Asahi  ANDE#RISULz1 09—y TEE

Launched a new domestic and family violence leave
policy DVAERHIEDEA

In 2022, we will build on our strong foundations and
expand our employee education and broader
organisational initiatives to deliver on our vision

EY3VERRICA, 2022FFEEEHE L LY LHELAENREH EIEAT S

ohsahi  Multicultwralismalsai ~ Glenderahsai P deahsai
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We are achieving strong employee engagement through investing behind our

People and their safety

WERBEZDNEZENDRETBU T REEEDENI VT —IXINERETD

Oceania People - |
Ambition

» 85% Employee Engagement Score, with over 2,700 employees
participating REBTUT—IXURRIT85% (2,700 ALLEASHD)

» Contfinued to focus on safety education and mental health education

through learning events, Safe Work Month and specialised programes.
SUSTAINABLE ° ° IS SR S S RES

ZERO HARM ENGAGEMENT » 273% increase in hazard reporting and more than 8500 Behavioural

i W i C 202VERNYP—R-LR— R273%E00
Based Safety Interactions (WALKs) in 2021 0o

» Hosted the first annual 'Leadership Week' with over 1600 employees
attending events MHTMI—F =2y T 94 —2 12BIEL. 1600 ALLEDREEE NS

» Launched our leadership capabilities across the business, enabling a

BUILD OUR o) capability assessment with 89% of our employees attendin
A GREAT @ COLLECTIVE PAbIily S0P S SR DER, o S-S 474 1K1 2Bl
PLACE TO BE STRENGTH » Launched our talent and succession planning process across the

business with over 130 sessions held to enable future talent planning

130MLEDEYYaVICDREBIL YN HotyyaY TS &R
» Welcomed 10 graduates and 10 interns in our first year of the Asahi

Graduate Program Asahi Graduate ProgramD#&EREE LT,
10 BOREREE 10 BOAVY—2&WATZ

In 2022, we will continue to improve and evolve our employee experience
across engagement, development and learning and talent management
20224, IVT—IAUN BR-BE. ILUNIRIXUNDEATICH VT EEEFROBE ELEBHET S
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We have five clear priorities for our region that will unlock delivery of our 2022

objectives and accelerate our growth strategy over the mid-term plan period

2022 FB1RMERE  PHIETE CORRBIEDILEDTZ0H. 5O DBFTBRIRZRE

i giiiiiiiiﬁi

Deliver our financial commitments & drive sustainable growth -
underpinned by premiumisation, excellence in execution and

cost leadership through our Alliance for Growth integration
TUE7LME FE1TA. TAlliance for Growth]Z@U /RN =5 —Iv FIC LD BFFEIZ VXD SOER &Rt Al sE R R DIEE

Continue to drive the commercial momentum of our Business
Divisions
EHMPIDERETEA Y LT | SHSHEE

Unlock our Multi-Beverage value proposition
RILFENDLY D DffifEREZIL R

Drive accelerated investment behind development of our

leading consumer & customer capabilities
O3 —Y—&NWRAII—- T4 I\NE )T« DE LICAEIF /=R E D IE

Ensure the ongoing health, safety and well-being of our people
Rk, 2. Well-being DRI HER
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In mature markets (like Oceania) growth becomes highly dependent on

premiumisation, mix and participation in segments which meet emerging needs

AP ZPREDRATE T TUITME VIR FHULWZ—XICRHIRUEHFEI X MADSANRRICAE<HET S

S
Middle Maturity e USA
“Growth” Australia (2000) Australia (2019) o NZ

g Australia (1990) e—> @ >0

omm [ )
;% ° ® Canada
: £ Low I .
@ 2D Maturity oitaly Australia and New Zealand
® o = “Developing” eJapan represent two of the most
oo 9 L - -
S oo Czec.h Republic® developed and sophisticated
> s @ Romanice Poland beverage markets globally (both
E 8 o South Korea @ ® Hungary Consumer Goods and Retail) with
ﬁ - . @ Singapore key trends often being heightened

D ® China in our markets

® Philippines
® Vietham __
O.I I\é\gloysio SMMNENZIE R TREFEN THRERSNIETEICHIS5ND
naia
® Cambodia .
® Indonesia Market Maturity

* Indicator!

Low & Middle Maturity Markets High Maturity Markets TG

Dynaar;ei::s High growth, focus on margin expansion Lower growth — but stable cash generation and high profitability
SVREE. Y—I UIAADES REEFMETITZEDND. ZELEFrYI18lHEm O INESHT SREHEA DML = EE D
“Traditional” categories compete strongly (e.g. Beer & CSD) Beer & CSDs share reduces as occasions fragment & consumer repertoires EREIEMICELY . E—IL&
Th P2 .g. d: } hich bett t d d—SEBDI T 7HETU.
— RN T T — BV EERNERD (Bl E—Ib, I— S8 Sl A e s o X AR
Ccﬂ.egory Availability and affordability key growth drivers Volume growth plateaus —‘category groyvth ‘foc-used on consumption
Drivers =5 DR RO expansion and premiumisation
i WEREEIITETS - HEIEAE TSP MECEAE L TNTT—RE
A hf 1. Market Maturity Indicator is an internal measure, generated as a measure of drinks consumed per capita and household
Sd ' expenditure on goods & services.
BEVERAGES 2. Share of Throat (SoT) — Proportion of typical beverage consumption by category

16



Our position as the leading regional multi-beverage champion provides us with
a unigue value proposition for both our consumers and customers

—=I3VICHFBVINFENLYI DY TERELTOHEE CBREDORA ICIRE DMERREZIRMH TS

Drive Growth

| REOBE
We have an unmatched Our superior customer This p.OSIerOﬂS us vv|’rh. sfrength to
portfolio that meets consumer partnerships provide an capifalise on growing markef
needs across all consumption enhanced ability to capture segments and channels (e.g.
occasions demand Premium, Zero Alc, Coffee,
| RECAT)

BOPDIEAKAS TNBE - — &R R—~I4UA BEEDENLN— -V T ICLFEDER REL I AU -FrI (FLIT L
. =3 R JUPNA—Ib, d—E— LRS-
NI N SHHERD

P
ASA'“ 1 RECA stands for Restaurants & Cafes
BEVERAGES



Our strategy: There are three key levers to how we will unlock incremental value

from this unique multi-beverage proposition
BB MEOVILFENLY IEBIRICKUMIMEEZS I SEIZHD, 3DDF—R1UE

- —— T
S/ g
Z'(“ /r P"j 4‘ «”\:%\'-'/
D et i

-

EOF

Deliver superior topline Leverage our scale & Re-invest for growth in
growth through our multi- modern business model differentiated

beverage porifolio, to drive sustainable capabilities that deliver
meeting current, productivity & efficiency sustainable competitive
evolving and new benefits, unlocking best- advantage

consumer needs & in-class operational

occasions leverage
RIFENRLY D R—h T4 A EEL THEED 2T — L EBHRDE IR RETIVIC & B LB S RIED RS R BRSO, ZRHEI NI
——XEWEL B LR ER BRI (C £V ERBEOEBL /LY D EER TANEY T 4|3 3R EE £
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Our progress to date: We are growing our multi-beverage categories while
reinvesting efficiency benefits into differentiated capabillities to drive future growth

EH REICKVEIBUERR T 1w EZERUE SN NNE) T4 [CBIREL. VILFENLYI OAT I —&HKRT D
Fo LA FEMERGE

3 I TOP LINE GROWTH PRODUCTIVITY & EFFICIENCY ——— g INVEST FOR GROWTH

/-

o == N —
D> o) _y;}‘ - > Wi f’;/ﬂ‘
Portfolio cross-sell penetration on . Resilience in spite of headwinds: . Enhanced Revenue Growth

track with expectations >300bps margin enhancement Management capabilities

Developed a deep, proprietary Sees regen (2] v A0 Significant investment in

understanding of consumer . Significant benefits from multi- . digitisation of customer
behaviours & total beverage category procurement scale experience (B2B, CRM)

consumption trends (cans, raw materials, utilities) Ese e of @l

Now #1 in Zero Alc and leading . Regional shared business service . centre of excellence inc.
position in Low & No Sugar CSDs model consolidation well innovation hub

Expanded into Coffee with Allpress gireelicssse Investment in leading beverage

Espresso 1. 21FDRERMNIIRA Y MRES 2728 ERDHT & packaging technology
LIUIUREHE
Acceler.o’red ':nomentum of Seltzer 2.RNWFATI)—REICLBRT IV XY 1. Revenue Growth Managementmag{t
& RTDs (inc. Ginger Beer) 3.U—J3VANYIP—REIRZIY—EZEFILD 2 BEABRDT TS IMEAD KIS S
e ey
MEDIRRICEY 3.A4/R—YaY- NTERBIAT—I Pl LY —AT-
1. BEEY DYOREIVZEER IUELYRDBL
2. HEETHCHBIAADRE DEREES 4. T5% ) — R T BHS KU/ T —I DT EADRE
¢ 3./U7TNo.l (B - EEI— SR THISE ) —R
AS("“ 4. Allpress Espressoll& W I—E—IT#EH
BEVERAGES 5. LY F—PRTD(IUIv—E—LED) DRRILE




Looking forward: We will lead and expand our categories to create value for our

consumers and customers, with focused resource allocation to enable growth
5% RRICAFEFNLGEREDICE > THATIU—DIEARE)—RUCHEECBEEDLHDMEZELRET D
FoLAR SEH RN

e TOP LINE GROWTH

PRODUCTIVITY & EFFICIENCY

RS A Ty

i — o, L ———
o - e . ~—

2.

3.

Accelerate cross-sell of our
leading multi-bev portfolio

Leverage our mutli-beverage
portfolio & advantaged
distribution network to target the
fast growing RECA channel

Execute on our coffee strategy
through new venue growth and
cross-sell

Supply Chain benefits viao make
location and efficiency
optimisation

Scale driven procurement
benefits across our direct and
indirect input costs

Consolidate regional shared
business service model

Multi-year Revenue Growth
Management execution plan

CRM enhancement to enable a
single view of customer across
our multi-beverage landscape

Best practices for optimising our
SKUs and innovation pipeline

Enhancement of our consumer
connections capability (digital,

4. Augment our strong position
within zero—-alc and “beyond
beer” via outlet and channel
expansion

1. RILFENL YT - R— T4 UADIOR I OHE
2.BBRIBLANS Y- ATIFrRIVICAINTTE
’ RIVFENRL YT R—hT A7 EHHEDER
ASA'“ 3 EREMREEME VORIV EB U I—E—HIEDET

BEVERAGES 4 RBIERF v RIVILRZBU., /U7 I E—ILEA®D
PETORIVI 4L

1. RS EMEOBE(LI £ B TS F I OEEL experiential, media)

2. B -FHERAIZNINT SHEDRT—IL Xy
3. U=U3VADII7—REIRAY—ERETIDRHRE

Investment tailored to pack and
beverage differentiation

1. BHE(CHTzDRevenue Growth ManagementZstE

3. SKUEA/R=230 - INATSA UgmB{bICAIFTERZAN TS 074 R
4 HBEEEDDRMNYREE

5.0y —3 ERBRDZERNEADIRE




K2 . v

B Alcohol Business.
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Premiumisation is the dominant theme of growth across beer in AUS, and CUB's

portfolio is well positioned to capitalize on this

TP LMEEENE—IVTRBICH T EEERRRT —VTHY . CUBDIR—FIAUARINZEENTDICRBERRIVIVICHD

IARTCOBEEATI)—CTTLIT7 LEHEST TGO ASHEEEIC L > TEMNE—ILTED T I 7 AMEDETT CUBIEXTLUI7LEIXAINTCRFRRI V3V EES

Premium - KT

Key Competitor Other

Mainstream

Discount

Beer RTD Cider Spirits 2015 2021

I $/L CAGR 2015 to 2021

Total Category $/L Growth Beer Category by Price TierA Beer Price Tier by Supplier

1 IRI Liguor Weighted to 30/06/2021
AS""' 2 IRI Liquor Weighted — March 2021
Excludes Stella Arfois, Beck's, Strongbow, Little Green and Bonamy'’s

BEVERAGES
Note: Reliable competitor data is not reliable beyond June 2021 due to a material reduction in the source IRl data set 29



Our portfolio strategy is underpinned by iconic, loved brands across a range of

consumer needs & price points — with sustained growth since 2015
LDR—bTA A BRI MBLVVEEE - X EMBRT CEINIRBN R T I URTZASNTHY, 201 5FLIRE, FEICKE

MRz —RI2BANRTSUREE

Brand RSV Share
| Great Northern Super Crisp 8.4%
A A Lager
; ' < i 2 Victoria Bitter 6.9%
e |. = easvorwkine g ! 3 XXXX Gold 6.4%
i --‘.
Grow beyond beer St z Rebalance the portfollo 3@ 5 - 4 Carlton Dry 5.8%
) 5  Corona Extra 5.3%
} 6 Great Northern Original Lager 5.1%
AFFORDABILITY
7 Tooheys New 3.7%
8  Carlton Draught 2.7%
+700bps Market Share since 2015 (Total Beer) 7 Tooheys X-dry 207
i . 10 Pure Blonde Premium 2.2%
E—=ILOTWH I 7IE 2015FEMSTIRAIUNER
AS""i 1 Source: IRI.Scon Data MAT June 2021. Reliqble do‘ro.no‘r. available beyond June 2021 and will not be L Asahi
fribidd repeatable in future periods due to a material reduction in the source data set . CompeTiTor

23



Through our distribution and scale, we have successfully grown Great Northern into

the leading national beer brand and remain well positioned for sustained growth

FGreat NortherndiZZ M~y TOE—IL TS URICHEERU. SEDEFGEHGRRICEIFT TEERBRI Va3 a#iF

J "

%0 25—V EERUREUREDES s BABAT AT TIUICEY TS UROEE M RMEER
7% 1 P _ T — BIETIFFCoronadlsR< 241

70% @ Great Northern Super Crisp

Established Competitor @ CGreat Northern Brand Power

(00
Q
I
|
O N N O ®
\

2015 2018 2021 |E==m 2015 2018 2021

Distribution % — Brand Health'

gz LOESEERY T 7 DIEK — 2015FNT S VRIS EITLARE, fE5t LINZE (S 3E1C1BHN

15% A “'-_-__-------
10% -+
5% A / @ Creat Northern Brand

5-year CAGR:
27%

@ N\ectf Sales Revenue

Established Competitor
O% T T p [ I I
2015 2018 2021 2015 2018 2021
Value Share %? v Net Sales Value $
Aol
sa ' 1 Brand Health represents Brand Power from Beer Brand Guidance Tracking, Kantar
BEVERAGES 2 IRI Liquor Weighted Total Market Share
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We have strong momentum across all facets of the portfolio

R=bTAVADHSPBZETEVEXAIILZEZRTD

AN

Asahi

BEVERAGES

Maintain #1 market share by
growing value and power of

. . TS URMEER EICLD
our iconic brands Y

Accelerate GNBCs position as
#1 brand in market [Great Northerni®

HENo. 1R U3 UinE .

Innovate to renew and  =gricsz
differentiate our portfolio %t

Capitalise on H&W frends and

2B Well-beinglC &Y
lead Zero Alc - PRI ook

#1 market leadership and
growing market share
Premiumization driving growth
GNBC #1 beer share

#1in Zero Alc Beer, inc.
successful Great Northern Zero
national launch

MiENo. 1DHEFFE Y T 7R
TUE7IMEIC L BRE

FGreat NorthernJmigNo. 1217
JU7Ia=)bE—=IbmiENo. 1

v

AENEN

i é
(A ®

= Upweight investment to build
brand power TSUREEE®RL

Zz
=1
=
g

1l

(

Maintain leadership in cider
YA —DiE Y TE R

= Accelerate our share of +),v5—¢
emerging seltzer segment ~¥T7ix

= Be the #1 contributor to RTD
category growth
RTDDHF I —REEZES|

*» Lead premium activation and
distribution in On-Premise %ﬁiﬁﬁﬁ&réi&
=0

Establish clear premium —| =795
positioning in market ~ @I

» Deliver leading innovation
1) R—U3VDHERE

v Positive momentum of Brand v Somersby remains most
Power over last QTR desirable cider brand in market
v’ Strong on-premise distribution v Strengthening position in seltzer
growth (+29% and +42% vs through NPD
2020 for PNA and ASD) v Vodka Cruiser is the #1
v' Local production to enhance confributor to category growth

quality & freshness ‘
v TSomersby I TG CREBINTHVUREITS

v v r—OiRIasg(t
v [Vodka Cruiserdhh7 3 —BEZ=ZE5|

v JSURAAELE
v [PHHeEZX—/IN\—R31 j&Peroni Nastro
Azzurro JDZEFSFAEIRIEELDIEN

v IRMAEECKLDmE-HERL

FGreat Northern ZeroJEMNEI1E TOHERGERIA

» Execute our craft portfolio
strategy /5o R—~ DA UAERROET

= Grow brand awareness JSURRAER L

= Grow at a price premium
FLET LHIETORE

v' Balter brand power leading
craft category performance
v' Extremely strong volume
growth in 2021, growing 83% vs
2020
v [Balteriho5 N7 IU—DEEE—K
v 2021 FDIRFEHBIFRIFLL+83%ME

A ATO Ex Brewery Market Share to end Dec '21
* Source IRI MAT to 4.7.21 (Beer, Cider, RTD, Exc Wine & Spirits)
** |RI Liquor-weighted volume QTR-Jan'22
# KANTAR Brand Tracker end Q4 ‘21
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We are supporting our CUB premiumization ambitions through enhanced RGM

capability

RGMD#gERIEICE Y CUBDTLI 7 MEZHEET B

BIRHSIREFRICKY S S JUBEORHRARE TRatENE T LRREREILT S

RGM @ Optimising sustainable, profitable revenue growth for Asahi and our

ASAHI customers through strategic investment choices
Z 0 A a &5 LG
/AN EM L DA
Right packs and s .
Capturing the full prices to tap into Max:.mlsmg our Ensunn.g el our Incentivising
. . porifolio & channel promotions deliver
value of our brands shopper missions and . . . customers to support
. . mix to deliver revenue against our revenue . e
sustainably consumption . N our growth objectives
h and profit growth objectives
occasions
N s HEBY— VR =BELE R—kTAUFEFRILD PR BERDERERIRT D R ERBERDEKICAEITTZ
752 RIBIBDRFRYSBALL B Oy AR SyHORBAEIC £ BL - FIZEHE JOE—23Y BEADA LT 1 IS

Asahi

BEVERAGES
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Our Alliance for Growth Program is delivering in line with our

GROWTH

synergy plan and we remain on track meet our 2024 target

[Alliance for Growth[EIFI—E5HBICA> TEBINTHY., 2024 FDBEERICHIT TIERISEHLTLD

| secnrason cmvmams

- 1}

ERDERER

Multi-beverage value creation through
cross-sell of joint portfolio Y02tV & 3 fERLE

Extended leadership in beer through

stfrong performance across all beer
categories E—ILCBIFBI—F =2y TR

Unlocking benefit within Premium
International Beer WA TSP LE—ILDIEA

Accelerated non-beer revenue growth
E—ILLIS D55 EREDNE

Sourcing scale benefits driven through
centralised procurement FED—ITE

Make location! and efficiency benefits

unlocked through Supply Chain optimisation
Y ISAFI— DRI
Centralisation of shared business services & IT

) ) YIP—REIRZIY—ERE
infrastructure is on track T4 I5h—Fut

FTE synergies realised through removal of
duplicate roles EEEBRELICL DRI TI—

| xmewowms

2022F DBITRE

Continue to leverage regional multi-beverage
growth opportunities I EDVILFENLY TR B DER

Drive premiumisation through craft and
international offerings DS TMORATUITALICE D TUIT ML

Further strengthen position in ‘Beyond Beer’ ?:f?ﬁ;ﬁj

Grow share in Zero-Alc category JUPINDITTHRA

Accelerate growth of Allpress AllpressDRRILE

Supply Chain cost reduction via further
optimising make location across combined

footprint & logistics efficiencies ZERREWADNHERLICED
YIS FT—IZ DB

Additional procurement synergies through
leveraging combined scale  zy—aEERLLEEY I8l

Accelerate shared business services integration

& IT infrastructure simplification Jz7—revzzy—czma
ITA 7S DERILDILE

ASdhi 1 Make Location benefits are derived through leveraging our expanded manufacturing footprint to optimise the location
BEVERAGES in which our products are made to reduce logistics costs and increase manufacturing efficiencies at our sites
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We are delivering on a best practice synergy plan that will place in the

~GROWTH

upper quartile for value creation benchmarks

D FI—EtEE. MERER Y FY—ITLAI47DICAIET D

Announced cost synergy as a % of target company cost base (opex) IRR-RITHIZIRNIFI—DHEE

Sample of Consumer deals 2010-20, all figures in AUD millions!

Lower quartile
(<4.7%)

Upper quartile
(>10.3%)

18.3%|18.4%

o 03 o . C 3

o~

N

o
N
(@}
I

Royal Unibrew / Oy Hartwall
Fuji Oil / Blommer Chocolate
Greencore / Peacock Foods [

Cott / Eden Springs
Molson Coors / Miller

Cott / Cliffstar

Altia / Arcus

TreeHouse / Ralcorp
Natura &Co / Avon
General Mills / Blue Buffalo
Kellogg / The Wimble

Arca / Corporacion Lindley

Tyson Foods / Hillshire Brands

Nomad / Findus Sverige
H.J. Heinz/Kraft Foods
Asahi / CUB

J. M. Smucker/ Blue

AB InBev / Grupo Modelo
Coftt / Primo Water
Conagra / Pinnacle Foods
McCormick / French's Food
Arca / Grupo Confinental
Post / Weetabix

Spectrum Brands / Russell Hoblbs
Embotelladora / Embotelladoras
Conagra Brands / TreeHouse
Danone / The WhiteWave Foods
Clearwater Paper / Cellu Tissue
Campbell Soup / Snyder’s-Lance
Reckitt Benckiser / Mead Johnson
Church & Dwight / Avid Health
Tyson Foods / AdvancePierre

ASd"i Source: EY Consumer cost synergy benchmarks

BEVERAGES
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Long term outlook remains strong as ANZ recovers from COVID-19, however

rebound has been impacted by sporadic outbreaks and lockdowns

Projected GDP growth during COVID-19 period
Annual growth % p.a., 2019-2022 JOF#TOGDPRREXRREL

Source: Reserve Bank of Australia, Westpac

6.0% 1

4.0% A

2.0%

+5.8%
AT +4.5%
/ §:‘

-2.0% A

-4.0% -

—&— GDP Growth - Aus
— A — GDP Growth - NZ

Strong economic rebound expected after initial decline

= Significant government stimulus (e.g. JobKeeper) and low rates of infection
have enabled the economy to be resilient through the pandemic

=  Some uncertainty in the near-term however remains, driven by sporadic
lockdowns (e.g. NSW, Victoria) in response to new sources of infection and
relatively slow vaccine roll-out

Asahi

BEVERAGES

RIIDESAHDE., BOEFLOENRAFND
- BURFRIEER (V3 7% —/ \—HIEES) RO ES MEEEIEICF S U
22— HIZITLRMPE TP RE OBENROY ST, JOF U EEORERN
LR S 72 C & T I IR TREEMEN %D

1. NZ Consumption figures to June financial year-end

Projected household consumption growth
Annual growth % p.a., 2020-2022 KebHERREREL

Source: Reserve Bank of Australia, NZ Treasury

6.0% A
4.0% A

2.0% A

—4&— Household consumption - Aus
2.7% — A — Household consumption - NZ!

Household spending to rise as consumer confidence grows

= The initial shockwave of COVID-19 led households to reduce consumption,
as they chose to save while disposable income remained strong

=  Consumer spending has rebounded strongly, underpinned by increased
disposable income and low unemployment

HEEERR—ROEIYICKY . KEPVHEFMA
* BAIDBGILA T, &, TAFENBHIHB T30 T, REHEHEEMHILE SRR
- LA FSDIEMARRERICR A SN EANBI>R<EEL TV



Australion on-premise beer volumes have continued to recover as COVID

restrictions ease in each State and Territory

SMDFZMTIOFERERRFIDFEN S N, FFHRAE — VARG E D EHEH R

| &

E—IVERFEHEF/N Y TV IRIDKEZET TR TLSH, EHRIXEEEHRICH D RENDLRD DTN TIEREVEE ) ) L
During months with no restrictions, our
performance was at or better than 2019 levels
L @ 100
® 100 ® 100 DRV AL, 2019FKEEE
® ® 96 BghzEns tE-7 ® 92
® /9

@

> ® 70
FMOIOFEEERFIDL NIV
- Level of COVID restrictions in ®
2019 2020 202] each State & Territory 2019 2020 2021
®=Off-Premise ®-On-Premise e~Total e=Heavy COVID Restrictions =e=Light COVID Restrictions
Total Category Volume (Indexed to 2019) Total On-Premise Category Volume (Indexed to 2019)

ASdhi 1. Datarepresents Total Category ATO beer volume indexed fo 2019. On-Premise = Bulk Beer; Off-Premise = Packaged Beer

2. "Heavy COVID Restriction” States = Victoria, New South Wales, Queensland; * Light COVID Restriction” States = Western

BEVERABES Australia, South Australia, Tasmania, Northern Territory 39



We are actively managing input cost pressures through regional management

INnifiatives, however this is becoming more challenging
JRNEAICH T BEHEA ZRIEL TL DD RS HIERL TS

ot aracotneatuincs mpocing e s SR, e

EXICHEZS5ZAD2MEHLUIRNDEE it ZXEI DT DD, ERADEMHEEICEOTLD

1. Revenue Growth Management is enhancing

. . . our ability to strategically leverage Revenue
1. Commodily price pressures ditving Up suppply Growth Management levers, protecting and

side raw material costs, in particular for key growing our margins. We are seeing this

Inputs such as aluminum and sugar across the entire beverage industry in the
Oceania region

2. Supply Chain costs rising (eg, international

shipping, local freight cost pressures, 2. A sharp focus on discretionary spend across
increased diesel prices, higher labour costs) the region
3. Extraordinary impact of natural disasters and 3. Our Alliance for Growth synergy program is
global geopolitical climate (eg, QLD and helping manage heightened business costs
NSW floods, Ukraine invasion) through leveraging our enhanced .
procurement scale and flexible supply chain
1. JEFAFAMEROLRICED, P =Y LCHIEREORMEIZ O LR footprint
2. YISAFI—VARND LR (ERSEE. EPSERE, 7 —BIVEiE. AGERY) s
3. Q%m%bimﬁyiw,rﬁggmggg 1. Revejg(iGrowth*Mar??gement@ﬁtlﬂ\%ﬂ’\]@‘/ﬁﬁﬂ(Cd:%?—yy{'ﬁ{%
2. HiAIRee B ~O—)b
ASdhi 3. Y Y—stElAlliance for Growth LY FERT—ILEFRBBY TSAFT—2
DERZEEL T, IR NERIEREINT S

BEVERAGES
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We reaffirm our outlook for revenue and profit growth in 2022

2022FDFEETE

2021 Vs

2022

(JPY billion) Resulfs Change vo¥ Forecast Forecast Change voY
Revenue 446.6 107.5 31.7% 1.9 532.5 32.5 6.5%
Core OP 74.2 41.2 125.1% 0.1 98.0 15.0 18.0%
*constant currency basis (based on previous year's FX rates)

(AUD milion) cols Y3 rordeas 2022 Forecast Yoy
Alcohol Beverages *1 2,966 1% 0% 3,185 7%
Non-alcohol Beverages *1 1,185 7% 1% 1,248 5%
Net Sales (exc liquor tax) *1 4,150 29% 0% 4,433 7%
Core OP *2 1,037 73% 0% 1,188 15%

*1 Based on net sales value excluding container deposit
*2 Core OP before deduction of one-off cost

*3 Figures for the prev. year of the former CUB reflect from Jun to Dec 2020 results after the acquisition

Asahi

BEVERAGES

Reaffirming our direction for 2022

* Continue to promote multi-
beverage strategy including
Revenue Growth Management
and creation of infegration growth
synergies

* Creation of new revenue
opportunities by strengthening
investment in growing categories
such as non-alcohol beer,
strengthening our health and
wellbeing agenda

2022 FEHED S
- Revenue Growth ManagementX®iiao I —RIHRE LY,
DIVFE Ly S B DR

- U7 I=IVE—=ILRREER - Well-beingf@idia s BEAT I —A
DFEJIEIC K DR DR
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Bring enjoyment & connection to everyday moments in life

Our five key priorities to deliver superior shareholder value in 2022

BHDEREICELS EOBHUZE
2022F(CEBNIZMFEMEZERIRT S72HDE5DODEBEEIR

01 02

Deliver F22: Commercial Multi-beverage
premiumisation, momentum across growth
relentless each business opportunities
execution & cost division CILFERLYS DR EE
leadership SELHPIDBETASI L
U7 LMk ‘
E— P S

04 05

Creating competitive advantage
through our consumer &
customer capabilities

Ber

HEE -BRICATS71/\E )T« EFRALLEHEFRUDEIL BLWIVT—IXTE

Safety, highly
engaged team
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Thank You
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