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ASdhi We’re centred in Europe, but manage the complexity of global expansion

Asahi Europe & International EX’J‘N EEPIB\(\: L/DD\ EH#‘:%HLX%@*%Q @i‘miﬁk/\ﬁ‘u_/ \“jl/l:-ﬁﬁﬁ
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19 production
facilities in 8
countries

4

10,000+ people

2021 2022 2023

Volume 41.3mHL 42.2mHL 41.4mHL
NPR €2.9b €3.3b €3.8b
COP €564m €528m €532m

90+ markets

XNPR=EHitkE 55 L%, COP=F%F

Financials presented in constant currency based on 2023

MHBRIRII2023FEHEICLEABE—EL—FTERT



Strategy Recap



Asahi Europe & International

ASalti Our overarching Purpose is clear, with a strategy based on four pillars
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AEl: Internal

ASdhi Despite the pressures on consumers, we still see the trend to
premiumisation at the regional level and most markets

Asahi Europe & International

HEEDEENMEZ TLSIRRICENMNDS T, BIKICHITBFFEETOTFZICHEVT, TLI7LMEDERANESND

AEI — Europe reg. total G c O c

38%  36%

28% 29% 28% 29% 13%

12%
B superpremium . 9% -
Il Premium 0% 18% 18%
H 0 0, o,
- II\E/Iamstream 18% 20% 25% 24% 10% 10%
conomy 8% 8%
MAT MAT MAT MAT MAT MAT MAT MAT
03/2022 03/2023 03/2022 03/2023 03/2022 03/2023 03/2022 03/2023

Premiumisation visible in full year view with Premium+ share

growing in the mix driven by Premium brands
BETRBETLITMEBEETHY, TLIT LTS VROBEICEY TL I 7 A EOMER LA LR

- 0 @ e

34% 35%
27%

47% 47%

30%

10% 10% 259, 26%
5% 5%

23% 23%

7% 7%
16% 16%

MAT MAT MAT MAT MAT MAT MAT MAT
03/2022 03/2023 03/2022 03/2023 03/2022 03/2023 03/2022 03/2023

24% 25%

20% 21%

MAT 03/2022 MAT 03/2023

Sources: consolidated data sources
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ASA'ii The Premiumisation trend is generally holding in Q1, however in
e ItAlYy We observe the impact of Private Label in Off Trade

TUIT LMEDRL VR IEQTEBRHMERF SN TV AU TP TIIRERICHIT DRENRHENEL TS

AEI — Europe reg. total

B superpremium

7% 8%
M Premium
17% 17% Mainstream
? ° I Economy
Q1 Q1 Q1 Q1 Q1 Q1 Q1 Q1 Q1 Q1 Q1 Q1
46% 47% 48% 2021 2022 2023 2021 2022 2023 2021 2022 2023 2021 2022 2023

= O

&

Q1 2021 Q12022 Q12023

Economy segment stays under Q1 Q1 Q1 Q1 Q1 Q1 Q1 Q1 Qt Q1 Q1 Qt
pressure in total AEI 2021 2022 2023 2021 2022 2023 2021 2022 2023 2021 2022 2023
AEI£ATE IO/ I —8FIEEISHETEBUVVIRRICH D 10

Sources: consolidated data sources



ASali

Asahi Europe & International

The market is innovating — with the focus on premium segments,
and products increasingly outside of the clear lager segment

MISZEEHLTCND - TUITLEITAVIFERZEESHTHY, !

In the last 12 months, we see the maijority of new products
being launched into the Premium and Super Premium

segments B% 12 N BET HEROARRDIETLITLE
RA=NN=TUETPLEITAVMNIBNTHT N

B Superpremium
Il Premium
Mainstream
B Economy
Total Newcomers
MAT 3/2023 2022-23
MAT 3/2023

JPSH—BITAVNUADEREEA TS

Innovations focus is outside of clear lager, with flavoured
products being key. These innovations are generally at 20-
30% higher prices

HONERERD
NS5DA/R—=U3VEmldE. —HREIC20~30%m 0 Vil
BTRMHINTLS

B "New Categories"
B Clear Alc. Lager

Total Newcomers
MAT 3/2023 2022-23
MAT 3/2023

Sources: consolidated data sources
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A4l We believe our portfolio strategy is aligned to these category

trends L BEDR—E DA UAEIRIE LTOATFI - URISASEEDTHDIEREL TS

J0—INIVT SR DRFEHEKR O—NIVOS5 T TS5 RDOFRILK

Scale our Global
Brands

Build regional
portfolio of
“flavoured” brands

: Sustain health of local
au_fg_u ' hero brands

NABZHLAL. by TV I 7 2 O—7e—0—-TSUROREEEHT TL—N\—TSIUROMIFRIR -T2 )7 ZHE5E

12



ASdhi And in 2022 we saw strong performance in the Global Brands & ™™

Asahi Europe & International NAB Seg m e nts 2022£E|3:‘ Q‘D_/ \“)bj“ay |\“ &/ )7)1/3_)l/li“—)l/wta“x)FT“Q?EE@%%E’EEEELJE

J0—INIVT ST RORFEHEKR

Scale our Global
Brands

=
BURELL

NABZILKUL. by oI 7 5ES

13
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ASahi  These two segments outperformed total AEI volume growth

Asahi Europe & International J0—-/NIVITSURE/UPIVA—-IE—IVIE AEIZROEERKZE LB>7z

ASai

Asahi Europe & International

Total AEI

+2%
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Total
Global
Brands

+8%
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Peroni
Nastro
Azzurro

+13%

£

Ei'ﬁEu__

BT

NABs

+14%
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AEl: Internal

ASdhi Within Global Brands we have three scale brands; Peroni Nastro
e AZZUITO, Asahi Super Dry and Kozel

J0—/N)LTSURTIL TPeroni Nastro Azzurrod,FAsahi Super DryJ,FKozelID=DDKBELR TS VR ZEBHEL TS

WS
PERONI

CAPRI

PERONI

HASTED
AZZURRG

R
PERONI |

HABTED
AT !'.!_. @a

Asahi Super Dry Peroni Nastro Azzurro

15



ASdlil We have invested in incredible partnerships for our two focus * "™
Global Brands #r=sEEsazg<—ons0-/00 75 RIcEEL T RES LW - —oy FIcig@z LT3

HE PASSION '
- A7k

RYDERCUP

MARCO SIMONI

ROME, ITALY

o In".

PERONI | @

MASTRO ASTOMN MARTIN

.Hr .‘ l N
ALZIURRO

GLOBAL 0.0* cog nizf_:J_r.t
" I TOGETHERS

16
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gl

CITY FOOTBALL GROUP IS A PREMIUM, GLOBAL, AND LOCALLY-RELEVANT "DRY"
PARTNERSHIP city Football Groupld. FLI7AT. 7O0—/Nbh 20— HIVICEBEL /N~ —2y TERS Sd I’

MANCHESTER cITY - YOKOHAMA F MARINOS
: Largest and most successful club in
4 Premier League tltles in Iast 5 years PY P
- e Japan J1-League Champions 2022
Champions League fmahsts 2021 Ao T - . —_—
; i ¥ BARAN DOREEINLEZI ST
BESEMTARNTLSPU—IF ML & e i e
2021fE?’-v)t:"?IDR‘"J—G“??'fT'JZI\ : g N
2l R 2
Partnership Ove rview  scwanaunu
IN—hF—Y TE Ambltlori to wmthe Chinese Super
* Fiveyear partnershlp signed W|th City Football LeagueFanaa. 2023£E Ehlz IS—)— T HIBEA DA
Group in April 2022, commencing July 2022 =
2022541, City Football Group&2022FE7BH S 5ERD /N —hF—y TE J

* Biggest partnership in Asahi Super Dry’s history _— .
FAsahi Super DryﬂEJ:%kU)/f’—l\T—D‘yj . e
* The Asahi Super Dry x City Football Group MELBOURNE aTy
partnership includes four amazing Slule T key A-League Champions 2021 and 2022 2021, 2022Fn7-')— GI% 7
s markets Asahi Super DryxCity Football Group®/S—kF—w F(CId. FEFEDOEBESLL\WEDDISTHAEENTS i 18
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AEl: Internal

“DRY”
ASD X RUGBY WORLD CUP 2023 GLOBAL PARTNERSHIP ASdhi
THE OPPORTUNITY AsSDx59e—0—LkAYyT2023 FO0—/N0IS—hF—y TOHEER 0
r' RUGBY P
( ‘ WORLD CUP 4 |
v FRAMNCE 2023 Sd ’
WORLDWIDE PARTNER \» QAQ
| + 800,000 .
International visitors Broadcast in over 200
‘ SOEZKL;L_J:O) territories .0
Trial Opportunity: BN S OEhREE 200U EOMETHE MRS
2.6m Fans in Stiadia_
7\9';}31}0))5?;;1%7)7/ Global TV audience
857 million
HHROT L EREEEL
lII 857008 A
2.05 billion social video
CATEGORY EXCLUSIVITY VISHE
Only ASD & ASD 0.0% served in venues SNSA;V;?EZ;E;&ZO S
[E IR
and fanzones (RWC2019)

Hrd)—ih
ASD &ASDO.0%DHNIHP
T7V—UTRHEINS
19.3m followers

Projecting 30,000HL+ across on social
9 venues and 10 Fanzones SNST1930FADTA0OT—

ODDEGZEIOD TP —2UT
/22 30,000HLE E iRt E
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NO OTHER
PLATFORM
PROVIDES THE
# OF BEER
DRINKERS WE
CAN ADDRESS
ATSCALE

= —‘Jlxﬁi&% Al
75 J I~7 #—&ﬂlﬁ

| I

A TRULY
GLOBAL SPORT

o iﬂ- RIDING THE

\emssr OF A

A CAPTIVE
AUDIENCE
THAT'S
‘GROWING

. YOUNGER AND
MORE DIVERSE -

24
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PERONI

NASTRO

AZZURRO
PERONI === FERRARI
o,o% PARTNER

2024 AND BEYOND
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DRIVERS OF VALUE: FANS, FERRARI HAS THE LARGEST AUDIENCE IN F1
FANS ARE A CRITICAL DRIVER OF PARTNER VALUE, WE ARE LOOKING TO INFLUENCE AND CONVERT
TEAM FAN BASES TO BECOME PHNA FANS AND DRINKERS. FERRARI WINS HERE

MEDRENS: T7 U DEEVSE LT, FerrarilZF IR RKDBREERZI TS

T70F. IN— b F—DEEZSHDIEEREFEEHTHY . FLAEBIE. F—LD T 7 VEBICRHEEZS X PNATD 7 U PERREZEET IS EZFHIELTLSD
_NSHFerrarizBAEREADIERH

# OF F1 FANS (LDA 21+) REGULAR BEER DRINKERS WHO SAY THEY ¢ F1 57 CEERVESEIR21RUL) DT, E—ILE XL
"LIKE A LOT® EACH OF THE TEAMS BROANDS5 ., FF—LNMEFERICHFE | EEFLIZADEL
(NOTE: THEY COULD “LIKE A LOT" MORE THAN ONE TEAM) (G 8B F— LD TIESICFS | THITEEENH D)

184m

15Hm
147m
] I I I

@? @asm (%} Red Boll =i
s

115m

9dm 100m

Eaa

.-u|,t- n.-..

26



AEl: Internal

SHARE OF VOICE GROWS EXPONENTIALLY WHEN A TEAM FINISHES TOP3.
by F3ICT A ZyVaAURBE. YT AT IR RGBS TUS

AVERAGE SHARE OF VOICE V5. CHAMPIONSHIP POSITION

(ALL TEAMS SINCE 2016) fz:,-,rr_a;.
HINRI LT AT A REF v IEA DY TORIDIY 19.9%
(016 FLEOETF—L) /
13.8% 20186
2017
2018
8.0% ~— 8.3% 2018
o —= 56.9%
_4.8% _ -
3.5% ' 2021
2022
(¥TD)
10th Gth Bth Tth &th 5th Ath el Ind st

27
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OUR SHEIRED VALUES

WITH A PURPOSE BORN FROM ITALIAN

PASSITON




PERONI

NASTROAZZURRO
STILE

/e

PERON!

MASTEC: AZZURROC



PERONI

-J.nlnll;'uiii

CAPRI

THE PROPOSITION o5k

PERONI NASTRO AZZURRO STILE CAPRI

Escape to the Italian coast with Peroni

Nastro Azzurro Stile Capri, an easy-drinking beer
inspired by the refreshing taste and scent of the
Mediterranean.

HEBEDIONRRE TV A A—I Ui Pd L\ E—I ]
FPeroni Nastro Azzurro Stile CapridT. 1YU7DiBEALENFTLD ! dﬂ

Brewed with notes of sun-soaked lemons and olive leaf, [JE RO NI
it is lightly aromatic and uniquely uplifting, like the sea A 4 X iR

breeze on Italy’s most iconic and stylish island.
KBEDHZEVDIRVNISAUTZLEDEA—TDEDEY ZIA T
S SNECOEmIE. APV 7Z2RKRIT DAYV 1RED
BRDELD . BOHNRBYEHFOEEREZSZTNEXT

Serve perfectly chilled for summer refreshment in true
ltalian style. Loh\Ws®ULT EOIYUFTIRIAILT

=10

DLy alCHEBLENYLIZEN
4.2% ABV

NASTROAZZURRO

| =
= I

BOTILES

31



PERONI

HiAiNTAD AZIUNNRD

LU ADVERTISING zsst

AKES YOU THERE

THE TASTE THAT
TAKES YOU THERE

£
§ PERONI




PERONI

HigfiEs AxEuiis

CAPRI VISUALLY STRONG POINT OF SALE MATERIAL

EY27IVICENTZPOSHEM
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Coasters Tent Cards

[

=
THi Baiil feal o
L DI ¥R T :-

5
|
" S h — | W
| - )
| =
= hd | & [ MR (S
i e _J
| THE TASTE THAT \
TAKES YOU THERE | .
Staff Uniform ﬁ ;
D e -
. -
— T

Wobbler

P'ERCINI

ﬁ

5

PERON] - -
CAPRI
-

Umbrella & Deck Chair Breeze Barriers Display Unit
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A '1’ AEI has a strong position in Non-Alcoholic & Flavoured Non-Alcoholic Beers atrt8s
San) CEE markets, supported by recent Global Brand extensions across the region

Asahi Europe & International

AEIlZ. FERFRAISICEWNT/7Ia=IbE—ILETL—IN—/ P —ILE— )V CHERR DA ZEENTHY . B RN O0—/NIV TS URDIERICKZ 5N TS

6%

i

+410
bps

BIRELL

WETLY

6% share of NABs in 14% volume growth in Increase i.n our NAB 20% ambition for
2022 2022 share in 2022 2030*
2022F DNABOHERLLIE6% 2022421 4% DBBRE 2022FDYHNABY T PHA 20304 (A THEREL20%0 B

* As per Asahi Europe & International definitions

* AEIDEZIC LS 35



Agalyy We have a broad range of NAB and FNAB products within our local™™
e QAN S@gMents, driven by two market opportunities

EBlE. —oOmBEACERLIN. O—A)Ich\WTE /U7 ILTd=—)lE=ILE L0 L—/\— 7)) d—)LE— )| &R ZEL<ERL 5

Winning share with traditional beer
taste NABs, addressing the

moderation trend
IGHRRRE—=I)ILT1 AMDONAB T I 7 &S, 81 RIS

Expanding the category with
sweet flavour profile drinks,

addressing soft drink needs

HOWERERDFEOEE THT I —ZEHEAK.
BRERBIKDZ—XICIHA D

36



ASalvi Our brands lead the NAB & FNAB category thanks to strong Al ternal
ey positions in most markets, exceeding our overall market share

B0/ 7N I=IE=IL&TL—/I\—/ U7 IVa—=ILE=IVIE, (FEAEDTHIZ TEULRI VIV EEBLTHEY . YA HigE I 72 EE>TL\5

AEIl Volume shares

AEI CZ RO PL SK HU IT NL UK

" Total Beer & Cider
B NAB (Clear + Flavoured)

Sources: consolidated data sources 37



AEl: Internal

A8 We have launched 0.0% versions of Global Brands, with excellent
e taSte profiles compared to the parent brand, to help premiumisation

J0-1NIVTSVRM0.0%/N\—I30&HTU RISV EHRUVTEBNEKRETOT 7V ERRITSETTIVI7VAMEERIBLLTVS

s (503 O @A as3 00

FMA QD

St

SO

n.|:|'1:ﬁ":r

WO

Malky
lalty Hoposy'

SOUF Hapey Astringsnt

Note: Kozel is a semi-dark beer and not a 0.0% version of the parent product

38



AEl: Internal

ASdlil We are activating through high-energy partnerships to bring NAB
SSSSSSSS o tO the front of mind for consumers

/U7 INI=IVE—=IVITHBEZEDRDZRAIT S8, ITRIVF V1N —hr—Dy TE@U TS ES

Ve g

2y
! I'|_-

OFFICIAL BEER

| chlm:-cup i”‘dhl |

39



AEl: Internal

ASA'ii We still feel we have opportunities to keep growing Global Brands
e ACFOSS OUF Fegion

MBS AR TITO-/NIVTSURERRS BRITEFr VANHDEEZ TS

RN When we look at our region we see two
/ 7 main opportunities to grow:
/ . \ ’ AESOHBICEERTBE  AS<ZDORERANHHERTND
'\ | 1. Expanding the share of Global and
\ /
@

I Premium Brands in our large scale

domestic markets

KRELERNTRICAW\WT, 70—/ TSURE
TLETPLTSIURDIIPEIKRT S

~ —_— . — -

Share g

/
s I7 //

\

Brand focussed businesses

// JO0—INV TS URICEHEUEEETUI 723

\\ 2. Growing market share in our Global
I
/

N\

N

N
N\
/

/
l
\
\
\
\

/

»
>

Market AN 7 i

% of Global Brands

in our portfolio
IR—RDAUFICEHZTO—NILTSURDEIA

Bubbles are indicative and don’t reflect business size or market share

ISTNMIFEETH Y EERECTHEY TP ERMTZEDTRBYETA 40
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Al
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AEl: Internal

A8ahi  Input cost inflation made 2022 a challenging year

Asahi Europe & International X t\@/ryj I./[:J: U 202235(3:,?&[_/\,\35':

Core Operating profit development Commentary
BENBDHR

« On Trade volume recovery post-
Covid
OO %ICEB RO SENEHE

« Revenue favourable from pricing,
premiumisation and favourable

channel mix
T340 TP IME FrRIVIVIADWEIC LD
55 FINES (475 .
 Despite hedging Core OP was

adverse due to the impact of large
increases in input costs

2021 Volume Price Mix  Variable cost Others 2022 ANYDEITOIEN DASD KBS ER DR EERIT
(Core OP) increase (Core OP) ERMIEBE .
* Normalisation of marketing

investment and fixed cost increases
R T4 T RE BRI ES

Source: 2022 FY AGH Results publication 42



Asali However there were still some positive aspects

Asahi Europe & International —jj_zr\\ L;L—FO)EU /—R:J“j__’r 7“78:@:635—37‘_:

AEl: Internal

® Sales Volume o MPR/MNet Sales (excl. liguor tax)
20%

10%

. ' -

Premium Mainstream amy Total

-10%

« Strong NPR growth well ahead of Volume
* Pricing momentum for 2023

* On-going premiumisation of the portfolio

55 EINEE CERIR S ) (FERFERE T AE< LES H5EV\EE
2023FICMAITFT2TIAVITDEXA DY I
R—bTAVAD T I 7 LMEDHESE

e Launch of Peroni Nastro Azzurro 0.0%
across 20+ markets

* Double digits growth of PNA & ASD

* Global Brands expansion — Kozel launch in

Romania, year two in Italy

-TPeroni Nastro Azzurro 0.0%J%& 20 EDOTIZICH N THE
-FPNAJETASDIIE 2HIE R

- O—I\IVTSURDIEK - IL—Y =7 ClKozelJ&aFK55. 197 TC2EB%ZNZ 5

Source: 2022 FY AGH Results publication

43



Asahi  We have strong Revenue Management principles

F=BIE BHRARZI—IRIAINDEZZEEBIT TS

Asahi Europe & International

AEl: Internal

Our Revenue function is called Profitable Revenue Growth
Management (‘PRGM’) to remind us that we need to consider

profit and revenue
FhT= B DUNESHERE L, FIZRE T LUIRDEEM 7R8I CENAL,
Profitable Revenue Growth Management(LLF. PRGM) EMEEN TS

&

When evaluating price we're not just directly pricing for input
costs, but considering brand strength, elasticity, mix and
profitability

Mgzl g SFRICIE IR ZEE T 51V T 3BT TIERL,
TSURAHEAMN SVIR IR EBIIAATND

Our brand strength and our broad portfolio, across price and
pack segments, has supported us at this time, with reusable
packaging proving it's value from both a planet and profit

perspective

BN TSURANEAIEE/INY T —IDETAVMIDIZBRIEWVR— T4 VAN REDEKAEXZTHY,
B/ Tr—IN HEREHmDmAE DERI SMENH S ZFERL TS

44



AEl: Internal

AS ol We’ve built capability to accelerate knowledge sharing and
e faCilitate faster, better decision-making

B FEOHEBEZINEL. JUTLETEIY RVERRAEZRET S DEEEEBRL TS

 To manage the dynamic situation, we put in place bi-weekly pan-European PRGM meetings to accelerate
knowledge sharing and faster reactions across the region
FAFIVIRRREEET B0, BB THESNZHNSBEOPRGMIS —71 VI L. TUT A THBORE S RERTHEEHD TS

 Development of tools driving key PRGM metrics transparency will support us going forward, already

integrated into core business process meetings
PRGMOEEARSEDBRE EEH B FIFELEY—IUE BICIPEIRZNDTOCRI—F 4 VIITHBAENTEY, SHOIEEOYR—h 23

MRBs prica increasa highast, for all producers, CF with much higher CANS

price growih (6 loaing shanes mainly hane)
Fr @ oqvieia=ie 04 FRLE Tpd

Pricing reports integrated into our Insights Knowl‘edge Bank Implementing Trade Promotion Optimisation tool across our markets
AT FTLYINDDITHMESNETSAD T LUIR—k B eEmE Y —ILOTIZREADEA

45



AEl: Internal

Al Our price increases to customer have accelerated in last year.
s Retallers have chosen to pass these moves to their shopper

B (FHFFERIBRME LT ZRIT, NEREB XN S DEYE Z [EERIMASIC RBR,

Example of two Asahi brands in one of our CEE markets

HFERMMAIZEDIAERICHFTE2D0D7FE TS RDE)

2019 2020 2021 2022

142

/"
100 % ‘ /_/—/

100

Asahi Brand A
Asahi Brand B

Numbers reflect shelf price moves for single SKU for each brand, each brand has index 100 for 2019. Source, AEI Sales Rep on-shelf
price audit, HM/SM channel #=(&. & 752 ROE—SKUDEBEMEDETERMUEZEND T, FTSURMD2019FEMDEHE100825 46



AEl: Internal

ASdhi Q1 results show strong revenue gains, driven by pricing across
s SCale markets, with relatively limited impact on volumes

QIH T IHEXEFLERMRENTHY FETFZICHITETIAIT(ICLY, B EREN KRS E SN/

30

20
’

-10

-20
AEI Czech Republic Poland Romania Hungary Netherlands Italy

m\Volume mRevenue

Numbers are Q1, constant currency, non-organic (no adj for Russia or Ukraine). Bars represent range and not specific values
WiE: Q1. BE—EL—b. /U A—HZv I (OVT7 - 901 FEROREERL) /N — R EDE TIdR < 85 4t



AS ol Absolute marketing investment has grown in the last few years, withi™
s Slight gain in efficiency of spend to NPR

CIHFE YT T4 DT RE DN ERIFILA. 55 LU CERA S ) A\DOERIIETFRLL TS

137

- We have continued to increase our marketing
investment to support our brand strategy
TSURBIRERLZ BT, X —T T 1 VU REERERICIEMS B TER

« Slight gain in efficiency of spend, but generally
investing in line with revenue growth
IR (GE T e U i, 055 S O RICIS U B &7 TS

« The period sees investment in global fame

partnerships for our Global Brands

COHIREIE. O/ TS U RD=HDIHRIREEDH D
IN—RF—=Y TADRENTHN TS

100

2020 indexed to 100. Chart shows constant currency
2020F%100 Ureighl. 7573 AB—EA—2 48



AEl: Internal

ASdhi Based on MAT share data we continue to see strong share
e PEFfOrMance across our scale markets

MAT (BENERBGSE) DV I 7T —2(CE IKE BNV I7AEVTEEBICHGV T BIEHIEVW I 7N IA—Y I RAZRLTLS

v o 0 | =

Position 1 1 1 1 1 3 3 5

Change +170bps +10bps +100bps  +210bps +70bps +50bps -20bps -20bps
(MAT)

Off Trade Value market share, MAT to end Q1 2023 vs. Q1 2022
FEADSEAR—AFIET7. MAT to End Q1 2023 vs Q1 2022 49
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ASah}

Asahi Europe & Inter

Our People Strategy has four pillars and we’re making good
- progress IN all arsoimsmczmoomnsyY. s corETERICEATS

AEl: Internal

A A modern,

culture that
drive success

EZIjJODJ?@JjJtE5 EEWE'TC SRISA VO —ThIVFv— FEISHBEBICEREHTE

* Proportion of female
leaders
T —5—DEIS

« DEI leadership
across markets
migeA ODEI)—45—v S

« LQBTQI+ community
LQBTQI+d=Za1=5+«

 Gen Next Youth

Council
SRR I— ATV

7 diverse inclusive

Build a learning
consumer

focused
organisation

st e

HOPS

‘HOPS' HR system
rollout (SAP
Success-Factors,
winning SAP

European award)
‘HOPS” AZBYRTLDEAN

* Junior leadership

programmes (FL-
EDGE & L-EDGE)

1= 7)==y T OIS A

o Accelerate
the growth
of talent in

organisation
RIS ST B AMOREEMET S

GO

GRADUATES
PROGRAMME

e 37 Go Graduates

over three years
3FEMT378MNDGo Graduatex&E

* Promoting internal
moves across our
region, and between

Asahi regions
AEIRS. 7L — TR D BB HEE

* New Employee
Brandlng HAHETS VT

Support the
Health &

Wellbeing of all

our people
TRTOREEDREEERETR—

#ICare Safety
Leadership

programme
HIT7PE—I74 )= =y TTOV 3L
80% of senior

leaders completed
mental health

training
YZP—F—D8O%M
A VG IVNIVZHHEZEIE T

51
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PLANET




, 2050 P 2
CARBON NEUTRAL! NET ZERO

S e ACROSS OUR VALUE' CHAIN
T o AV i 4
. 2023 L RO S e h‘j“’/*”t']‘ﬁﬁ
: FOCUS ON *?ﬁi
RENEWABLE ELECTRICITY g,

(Towards 2025 Target) e ke o >
ﬁETﬁEEEjJ/\O)&ﬁ(2025£ﬁE$¥l;ﬂ(T‘C> o :

RENEWABLE HEAT |

(Due-dlllgence & |mplementat|on*towards ‘;i-. - *
2030 Target) R , \ i 18

ﬁi‘] @ﬂ(2030$51‘$kﬂh‘f7—1 FUITUREFAT) s AR
! WS

(EUDlrePcﬁ\gsKtﬁ)?e":gence & T NG 1T -&M‘TYFIN BREW,ERIES

- _af i _E_..lf'i. EDUCTION s o

|mplementatlon towards 2030 Target)

10T —U Y (EUtES. 2030 F BRI E ' PER LITRE OF BEER BREWED

0% iNGREDIENTS SUSTAINABLY SOURGED

_,.ﬁ”ff i 100% PACKAGING REUSABLE OR RECYCLABLE
3 g ey . EQUAL SHARE @E WOMEN IN LEADERSHIP
f‘f . a;n ‘si& b L, 20% SHARE OFNON-ALCOHOLIC PRODUCTS
; , i il . 3 ‘*f” S Tl R F)TLEF)TT%JOO% IT\J ~2 I
s g S T Al , Mmae. ST Scope3M30%HER <
% Y
2022 it \ e E—IL1J) YL I=Y2. 750y LD KEER
/' BRAND MAPPING - LEGACY 203mch|NG I;O,LIFE” “f 8 R e

THROUGH OUR BRANDS L ':"*-“E- s bl "_ i‘”‘ W= — vy F|Z EHDEHDEIS AL
TARGETS, COMMITMENTS, PLATFORMS B,RANDING & jjy,,,j e DAERIE 0%
VISIBILITY, THOUGHT LEADERSHIP Al i ‘,_A_ PN, e i
JSURRYYE DY - Legacy] 2030&‘7‘5)1*"(%@%‘9”% T W 53
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ASd'ii Legacy 2030 — Our Progress & Looking Forward @

Asahi Europe & International Legacy 2030 _ *AEBU)&%K;E;E/\U)ETIEE PFLANET

Progress

* In the Netherlands, Poland 100% of electricity in our breweries

now comes from renewable sources o
ASF W= TP DEERMCERT SEANDT100%IEBERRIRILF—N52D
* Inltaly & UK, we have S|gned Renewable electricity VPPA
SaEOn Hsswty contracts to start from 2 .
PP ey 157 ERETIE, 20253573\'911“&5%%_} ELRIVF—DVPPAR &G
oL 5 »  Our Grolsch brewery in the Netherlands & Plzen brewery in

Czechia uses 100% renewable heat ~
A5 249 DGrolschigErT & F T IDPlzenBHEFT Tl 100% B 42 FERH

Active Participation & Thought

Leadership through Partnerships
N—bF—v T @l esmey —~)—45 -y 7

,.y % United Nations ™
1" Framewark Comvention on é

d‘" Clirmate Chonge

* Together with Microsoft, we are supporting hop growers in the

Czechia to address climate related water issues

NAOOYITREHBT FIIDORY THIBEERZZIEL. [URICESHE T DKRIREICXT0L
* We have reducing water consumption through efficiency & we

performed Water Risk Assessment for all our markets.

RIBICK D TKDHEHEEERS U IR TOHIH CKIRITEAAX VN EERE

B Pt

* In the Netherlands, now using cardboard patented top-clip

packaging for can multipacks ) B
A5 F TR EDIIVF IV I ICEBR—IVEOREFES ALY 0y TaRE %A
* In Czechia and Slovakia we have discontinued PET plastic

bottles and PU plastic labels and aluminum foil replaced with

100% recyclable paper labels
FrIERONFF T PETRMVETPilsner Urquelll SR F v ISR,
ZIVSRAIZEBEIEL. 100% A D)VRlEERIR S NIVICEE

* 100% of the barley we use in Czechia, Slovakia and Italy is
sourced locally, most of it directly from farmers
FII. 20ONFP A7 TERATERZIET00 %R ERE.
SUSTAIMABLE FEAEFEBRN S EEEA

) R E- 5 ource o el SOLECE +  We have ForHops project in CZ and Campus Peroni project
s etz in IT to work directly with farmers.

FIIDFor Hops7OYTIMPAF7MDCampus PeroniZ7I T oNRE,
EREBEEEEUZIRYEASZEER

RET00  &ao"

aernonron 1.9°C 22

Circular packaging

]
=]
o
3

Eurapean glatlhem Pod forparate
FEt g m Bl SR EIgY SOUTTNG
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AEl: Internal

ASahi  We introduced our rediscovered Purpose in 2022

Asahi Europe & International 202 Zﬂz_lr_ﬁﬁﬁg?gbt/ \o—/ \"Xﬁ;ﬁrk

PURPOSE
CREATING MEANINGFUL CONNECTIONS

BERR DBV ELEHAHT
GOAL 1

/,,_\ GOAL 2

lcg—a (PERIENCE
= ND SOCIETY ﬂ \“m

iﬂfﬁ’ﬂuﬂ7@57ﬂ' Cies Aaﬁ%aorm/ﬂ7?@%&@%&%@%&%

P
=

MISSION

DELIVER ON OUR
GREAT TASTE

PROMISEAND —2 =
BRING FUN ]

TO LIFE
ﬁﬂﬁ%ﬁiééﬁ‘b\b‘\‘
FKUWERXEDELE

CHALLENGE EXCELLEMCE SHARED
AND INNOYATION N @UALITY | ZPIRATICH

i dae i) mEOmE  BEOHSF




AEl: Internal

ASahl  We have brought Purpose to life through our brand marketing plans

ISR —TT14200 T30 BU T N—N\RZEFHLTLL

Asahi Europe & International

Planet connection led by Zubr in Poland and Radegast in Czech — and more to come in C23+
R—S5YROFZubrieFTINFRadegastIhEs |93 FRyMIRIU3Y - 2023FLEICT SIS TS

Radegast — addressing the water scarcity &

protection
Radegast - KFBADM L EREES)

FULL FOCUS ON THE WATER SINCE 2019,
learning AND ADJUSTING on the way

PR OBGITAL STUNTS

~ 3
7 =
gy, B 3
[ e N - i
r N TISNE WEa Bl
;

530
fom

2019-2020 [wiera rones. afaund

PRI BABGE TVC

(TR TR T

Zubr - protecting endangered species in Poland

and bio-diversity loss
Zubr - R=5URIZH I 2BRBIREDRE S EYSHIEDIEK

Status: 2023 - Sth edition of pragrarm Zubr saves endangered species

PREVENTING ACCEEHTE WITH

SUPPORTING EHODANGERED WILYES &

EHDAHGERED SPECIES OM ROADS BEARE IN BESTCTADT MOUNTARS

P S A SR APl T | e R P T = ST
Aatinch s n Dascsssy o B e bl e g M sty Psar] - b
Dirscineser Prorypodecns
¢ el e G s e b bl PRl &
Crliwilieg 1erardy P Jole dirvivree s ol gnes

L I o T R e

o free reand e e B

= Coriroiing: gl e of e geered o jmoles
e 3 Crsciraimes Provadrecrs

= b= - i ety
] T s b S s B ¢ 0l 8 Ve Wl Ve

1 Lareye) s et ol e
v Ay e

LB e ]

CREATHSN OF HEW HINI-FAOTECTHN

IDNESR & ETERHAL FORERTE

i et L T S e o o
i - s

o Silweh sl i
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AEl: Internal

AS d'ii We have developed and incorporated a new profit metric to
weesen SUPPOIt sustainable decision-making

BB ORE & XY B7=0l. UL FIETRR & BIR L. MAsAA TS

We had an ambition to bring the environmental impact of our operations into our financial decision making, to

help consider the environmental implications of our choices
A EDBRIBIECRIFTHEEERT BLHIC, SHOBLEIBHNBIEC S 2HBEMBE LORBRECRBRIEZ LS BNEBITZ

o © 8 8 a8

i €
I u <:L( at the time of harm creation }: I

So we developed a metric called Sustainable EBITA (‘S-EBITA’) which includes an internal cost of carbon from
scope 1 & 2, along with cost of virgin plastic
FTHAEBIE, Scope1,2MRFIANEN=I VTS RFYIODIANEEE T AT TIVEBITA(S-EBITA) &L\ S5 Z R

The metric has been brought into our financial reporting and business cases to help with decision making
CDIHEIE. TR VL URR T — R ICEBA TN, BEREICRISTVS

From 2024 it will be a component of senior management’s Long Term Incentive scheme
20245 LR, Y- PYRIAI DRI DT 1 THEDERERE 2D
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As i Despite the difficult economic climate we remain cautiously
San optlmlstlc for 2023 performance

Asahi Europe & International

AEl: Internal

BUVWEERBICENNNS T, 2023FDFBICOVTIIEEN DEBENRRAZERITTND

« No change to previous guidance (Revenue +16.0%, COP
+0.8%). We’re aiming to fully recover the Q1 impact of Polish

bottle deposit increase within the year
HAF VR (GaLINEE +16.0%. BEFI +0.8%) NN SLEH(FARL)
R—5 Y ROBRSRIESHENS| EFN G QI HEEERICRLICEIRY 3 £ BIET

« The outlook for consumers remains difficult, but the worst

expectations of late 2022 haven'’t yet materialised
SHEBIED BBUIKAE U TEULWA, 2022 %K CBEUZRED/ S5 — JIFERBELL TLRL)

* The outlook for commodity and energy costs is improving —
our hedging policy limits volatility on both upside and

downside
BRPLUIRINF—ORMORBUEIHREINTNS -
WA DAY IBEEIC LY, HEE FEOEADRS T UTFA HERIN TS

« Market pricing in line with expectations
FIBBYOTHEND TS

2023 Financial Forecast based on details shared in 2022 FY Results (published 14/02/2023)
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